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We  never  stop  learning.  Just  when  we  think  we  know  everything 
about  our  jobs,  a  new  approach  to  the  industry  forces  us  to 
reevaluate  our  employee  services  programs.  If  the  programs  are 
already  successful,  why  fix  what  is  not  broke?  In  actuality, 
change  is  less  about  eliminating  old  programs  than  it  is  about  tweaking  what 
already  exists.  Although  a  particular  program  is  well  liked,  it  can  still  benefit  from 
new  promotion  and  administration  procedures. 

I  know  what  some  of  you  are  thinking.  Change  means  more  work,  and  there  are 
not  enough  hours  in  the  day  to  add  research  and  benchmarking  to  your  to-do  lists. 
Embracing  change  should  be  a  welcomed  task.  It's  all  in  your  attitude.  If  you 
believe  your  methods  are  the  best  approach,  you  will  always  fear  change.  But, 
if  you  listen  to  new  information  with  an  open  mind,  you  will  go  farther  in 
your  career. 

As  a  member  of  Employee  Services  Management  (ESM)  Association,  you  have 
taken  the  first  step  towards  welcoming  change.  You  have  declared  that  you  are  will¬ 
ing  to  learn  new  ideas.  In  this  issue,  ESM  Association  offers  advice  and  assistance 
on  positively  approaching  change  in  the  employee  services  field.  In  the  cover  story, 
page  12,  ESM  Association  makes  an  exciting  announcement  to  the  membership 
that  will  change  the  presence  of  employee  services  in  corporate  America.  We  have 
drafted  a  preliminary  plan  to  make  employee  services  management  a  new  acade¬ 
mic  discipline.  Efforts  have  already  been  made  to  accomplish  our  goals,  first  with 
a  pilot  Work/Life  Balance  college  course  and  secondly  with  the  unveiling  of  a  col¬ 
lege  textbook  this  April.  We  would  also  like  to  integrate  these  educational  oppor¬ 
tunities  into  ESM  Association's  Certification  Program,  allowing  employee  services 
practitioners  to  be  recognized  for  continuing  education  classes. 

In  the  meantime,  ESM  Association's  60th  Annual  Conference  &  Exhibit, 
April  8-12,  provides  members  with  the  opportunity  to  conveniently  learn  about  the 
latest  employee  services  techniques  all  in  one,  5-day  event.  Because  many  mem¬ 
bers  require  management  approval,  we  have  written  an  article  that  is  sure  to 
demonstrate  the  value  of  our  conference.  When  explaining  why  you  should  attend, 
provide  your  boss  with  a  copy  of  the  article  on  page  30  and  the  conference  pro¬ 
gram  on  page  21. 

According  to  ESM  Association's  2001  President  Bud  Fishback,  CESM,  we  can 
also  expect  positive  changes  within  the  structure  of  our  association.  Turn  to  page 
16  for  his  personal  interview  with  ESM  Magazine,  where  he  describes  his  leader¬ 
ship  style,  his  educational  background  and  his  goal  to  increase  membership. 

Learning  new  concepts  can  be  intimidating.  Although  it  takes  time  to  develop 
new  processes,  the  extra  work  will  pay  off  in  the  long  run  when  new  products  and 
programs  help  practitioners  do  their  jobs  better.  ESM  Association  will  be  here  to 
provide  resources  that  help  members  benefit  from  changes  both  at  work  and  with¬ 
in  ESM  Association.  Just  give  us  a  call  at  (630)368-1280  or  e-mail  us  at 
esmahq@esmassn.org  to  share  your  thoughts. 


It’s  all  in  your  attitude 


Renee  M.  Mula 
Editor 
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■  f  you’re  an  active  member,  you  probably  have.  Maybe 
I  you  called  and  requested  statistics  to  justify  your  pro¬ 
grams  to  management;  or  asked  to  be  ccnnected  with  a 
peer  for  networking  purposes.  ESM  Association’s 
Member  Services  Department  can  provide  the  answers  to 
many  of  your  questions  because  enough!  members  com¬ 
pleted  and  returned  their  Member  Profiles. 

Each  year,  the  data  compiled  through  this  short  survey 
provides  ESM  Association  members  with  the  most  current 
information  on  job  titles,  technology,  employee  stores, 
work/life  programs,  on-site  facilities,  and  more.  It  allows 
you  to  benchmark,  network  and  share  ideas  with  peers. 

You  received  a  Member  Profile  with  your  new  member 
packet  or  member  renewal  packet.  We  ask  that  you  take 
five  minutes  to  complete  your  Member  FYofile  and  either 
fax  or  mail  it  to  ESM  Association.  The  strength  of  our  asso- 


ciation  resides  in  its  members. 

To  receive  a  Member  Profile,  contact  Jamie  Kelly  at 
(630)  368-1280  or  jamiekelly@esmassn.org. 
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Giving  back 

New  tactics  for  encouraging  employees  to  donate 
to  charities 

By  George  Kroloff 

he  workplace  charity  drive,  a  historic  and  valued  tradition,  is  evolving. 
Despite  the  nearly  $4  billion  raised  annually  in  this  country  through 
employee  giving  programs,  a  trends  analysis  reveals  declining  employee 
participation,  which  translates  into  less  support  for  worthy  charities.  To 
address  this  issue,  new  program  models  are  emerging  that  affect  the  own¬ 
ership  of  the  campaign,  the  range  of  eligible  charities  and  how  the  program 
is  marketed  to  employees. 

Recapturing 
lost  donations 

Additional  funds  can  be 
raised  from  annual  employee 
giving  programs  if  employers 
and  employees  work  together 
to  reshape  their  charity 
drives.  A  year-long  evaluation 
of  surveys  and  other  data  by 
leading  government  and  cor¬ 
porate  managers  of  employee 
giving  programs  led  to  the 
issuance  of  a  Blue  Ribbon 
Report.  The  report,  entitled 


1 
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Employee  Workplace  Cam¬ 
paigns  at  the  Crossroads, 
Recommendations  for  Re¬ 
vitalization,  was  produced 
by  America's  Charities, 
Chantilly,  VA;  The  Consulting 
Network,  Vienna,  VA;  and  a 
20-member  Blue  Ribbon 
National  Advisory  Council. 
The  results  showed  that 
employee  participation  in 
workplace  charity  drives  has 
declined  about  12  percent  in 
the  last  10  years.  Don  Sodo, 


president  and  CEO,  America's 
Charities,  says,  "Since  1990,  5  mil¬ 
lion  people  have  stopped  giving  at 
the  workplace,  representing  an 
annual  loss  of  $500  million  for 
charities  and  human  service  pro¬ 
grams  that  help  people  in  need." 

Recognizing  change 

The  report  suggests  that  the 
uniquely  American  concept  of 
workplace  charity  campaigns  can 
become  more  satisfying  and  effec¬ 
tive  if  employee  services  providers 
recognize  and  react  to  changes  in 
today's  workplace  environment. 
Due  to  increased  pressure  for 
financial  performance,  employers 
expect  employees  to  do  more  with 
less  by  taking  on  more  responsibil¬ 
ities  and  working  longer  hours.  As 
a  result,  employees  have  a  new 
level  of  expectation  of  their 
employers.  An  employer  risks  los¬ 
ing  the  employee  to  a  competitor  if 
challenging  work  and  timely  feed¬ 
back  are  not  provided  along  with  a 
comfortable  and  effective  work 
environment.  Employee  services 
that  foster  employee  involvement 
in  company  and  community 
activities  are  critical  to  providing 
employees  with  work/life  bal¬ 
ance.  Many  employees  want  to 
give  to  organizations  that  serve 
them,  their  families  and  their 
coworkers.  Therefore,  an  effec¬ 
tive  and  enjoyable  fundraising 
campaign  is  a  logical  employee 
services  component. 

Assess  the  health  of 
your  campaign 

The  following  issues  are  sympto¬ 
matic  of  a  workplace  giving  cam¬ 
paign  in  need  of  revitalization: 

•  Employee  participation  is 
declining,  especially  among 
younger  employees; 

•  It  is  time-consuming,  costly  and 
burdensome  for  the  employer; 

•  Senior  management  is  not 
involved  nor  supportive; 


•  The  relevance  and  value  of 
supporting  the  community  is 
not  apparent  to  th;  employees; 

•  Charities  addressing  new  and 
emerging  needs  are  not  recog¬ 
nized  by  the  campaign. 

Reshaping  for  2001 

According  to  the  National 
Advisory  Council,  th!e  giving  cam¬ 
paigns  of  this  centgry  will  look 
vastly  different  from  nvhat  we  have 
grown  to  expect.  "Efnployees  will 
have  more  of  a  say  in  the  design 
and  management  of  the  campaign, 
and  technology  will  play  a  greater 
role  in  campaign  administration 
and  employee  educat  on,"  says  John 
Coy,  president,  The  Consulting  Net¬ 
work.  Here  are  some  recommenda¬ 
tions  for  reshaping  your  campaign: 

•  Integrate  employee  involve¬ 
ment  activities  such  as  match¬ 
ing  gifts,  community  relations 
and  volunteer  programs; 

•  Brand  all  employee  involvement 
programs  with  a  common  name; 

•  Establish  an  employee 
committee  to  provide  oversight 
and  direction; 

•  Include  the  campaign  in  all 
promotional  brochures  and 
marketing  activities  for 
volunteer  programs; 

•  Offer  to  match  employee 
donations  made  through 
the  campaign; 

•  Utilize  technolo^ 
new  donors,  provi 
and  administer  th$  campaign; 

•  Review  and  assess  campaign 
performance  regularly; 

•  Retain  a  persona 
as  individuals  res 
being  asked  personally  to 
make  a  donation- 

•  Implement  an  internal  recog¬ 
nition/thank  you  program 
for  participants; 

•  Create  a  partnership  between 
your  company  and  those 
nonprofits  benefiting  from 
the  campaign. 


!y  to  reach 
de  information 


connection, 
pond  best  to 


The  win-win  scenario 

A  successful  employee  giving 
campaign  is  likely  to  help  position 
a  company  as  an  Employer  of 
Choice  within  the  community.  To 
accomplish  this,  companies  must 
take  a  new  approach  to  employee 
giving  campaigns  that  includes 
employee  involvement  in  the 
structure  of  the  program  and  the 
use  of  technology  for  program 
administration  and  promotion. 
Consider  conducting  a  survey  to 
obtain  employee  feedback.  After 
all,  if  the  employees  are  satis¬ 
fied  with  the  structure  of  the 
campaign,  they  are  more  likely 
to  contribute.  esm 


George  Kroloff  is  president  of  the 
public  relations  firm  George  Kroloff 
and  Associates,  Inc.,  Washington,  DC. 
America's  Charities,  Chantilly,  VA,  is  a 
federation  of  100  prominent  national 
charitable  organizations.  The  Consult¬ 
ing  Network,  Vienna,  VA,  is  a  manage¬ 
ment  consulting  firm  specializing  in 
improving  corporate  and  charity  rela¬ 
tionships.  A  complete  copy  of 
Employee  Workplace  Campaigns  at 
the  Crossroads,  Recommendations  for 
Revitalization  is  available  online  at 
www.charities.org  or  by  calling 
(800)  458-9505. 
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Good  ergonomics  is  good  economics 

OSHA’s  new  ergonomics  standard  requires  businesses  to 
care  about  employee  health 


By  Vicki  D.  Sebela 


On  January  16,  2001,  the  government  issued  a  new  Ergonomics 
Program  Standard  that  will  change  the  way  certain  jobs  are  structured 
and  regulated,  Implemented  and  enforced  by  the  Occupational  Safety  and 
Health  Administration  (OSHA),  Washington,  DC,  the  standard  is  designed  to 
reduce  the  number  and  severity  of  musculoskeletal  disorders  (MSDs) 
caused  by  exposure  to  risk  factors  in  the  workplace.  Repetitive  physical 
behaviors  are  usually  the  cause  of  serious  medical  conditions  including  lower 
back  pain,  tendinitis  and  carpal  tunnel  syndrome.  One  solution  is  to  design 
the  jobs  to  fit  the  physical  capabilities  of  employees,  rather  than  physically 
forcing  their  bodies  to  fit  the  jobs. 


While  many  employers  will  read 
of  this  standard  and  moan, 
Employers  of  Choice  will  see  this 
as  an  opportunity  to  reduce  work¬ 
ers'  compensation  costs  and  fur¬ 
ther  demonstrate  concern  for  the 
well  being  of  all  employees. 
Employee  services  providers 
should  also  become  familiar  with 
these  standards  and  consider  inte¬ 
grating  them  into  their  health  and 
wellness  initiatives. 

Numbers  too  big 
to  ignore 

According  to  the  U.S.  Depart¬ 
ment  of  Labor,  employers  pay  $1 5- 
$18  billion  in  workers'  compensa¬ 
tion  costs  each  year.  One  out  of 
every  three  of  those  dollars  goes  to 
MSD-related  claims.  With  the  de¬ 


velopment  and  implementation  of 
the  new  Ergonomics  Program 
Standard,  OSHA  estimates  that 
460,000  MSD  reports  per  year  will 
be  prevented  in  the  U.S.  An  esti¬ 
mated  7  million  jobs  and  their 
hazards  will  be  corrected  in  the 
first  year  alone.  As  employers  fol¬ 
low  the  program  standards  and 
begin  developing  solutions  to 
unsafe  jobs,  the  company  and  its 
employees  will  benefit.  Indirect 
benefits  will  come  in  the  reduction 
of  pain  and  suffering  for  workers 
injured  as  a  result  of  poor  ergon¬ 
omics  and  consequent  increased 
productivity  for  companies.  OSHA 
estimates  the  average  annual  cost 
of  fixing  each  ergonomics  problem 
job  at  $250.  Yet,  for  every  time  a 
MSD  is  prevented,  $27,700  is  saved. 


Just  the  facts 

All  employers,  except  those  in 
railroad,  agriculture,  construction 
and  the  maritime  industries,  will 
be  affected  by  the  new  standard. 
While  the  program  went  into  effect 
in  mid  January,  employers  are 
required  to  provide  information  on 
MSDs  to  employees  by  no  later 
than  October  14,  2001 .  Thereafter, 
employers  must  begin  receiving 
and  responding  to  employee 
reports  of  MSD  signs  and  symp¬ 
toms,  which  include  complaints  of 
soreness,  pain,  tingling  sensa¬ 
tions,  lower  back  pain,  tense 
neck  muscles,  wrist  pain,  sore 
knees,  muscle  strain,  tendon 
inflammation,  cramping,  burning, 
and  stiffness. 
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Businesses  are  required  to 
respond  with  an  investigation  and 
complete  written  documentation 
of  the  complaint  to  ascertain 
whether  or  not  the  reported  symp¬ 
toms  are  work-related  and  qualify 
as  an  MSD  incident.  If  so,  hazard 
control  measures  must  be  imple¬ 
mented.  It  should  be  noted  that  the 
occurrence  of  an  MSD  in  a  prob¬ 
lem  job  is  not  in  itself  a  violation  of 
this  standard. 

There  are  no  record  keeping 
requirements  for  businesses  with 
fewer  than  1 1  employees.  How¬ 
ever,  all  other  companies  must 
maintain  records  for  a  period  of 
three  years.  All  records  related  to 
the  reported  MSD,  except  for 
healthcare  provider  opinions, 
must  be  made  available  to  OSHA 
upon  request. 

Where  do  I  start? 

Many  progressive  employers 
already  have  ergonomics  programs 
in  place  because  they  are  aware 
that  ergonomics  is  simply  good 
business  practice.  The  remainder 
have  probably  only  considered 
ergonomics  when  purchasing  new 
office  furniture  or  when  determin¬ 
ing  the  height  of  computer  moni¬ 
tors.  The  new  standard  goes  far 
beyond  these  practices,  requiring 
employers  to  look  at  the  entire 
ergonomic  picture  portrayed  in  the 
workplace  and  then  do  something 
about  it.  After  reviewing  OSHA's 
Basic  Screening  Tools  {available  at 
www.osha.gov)  and  applying  them 
to  jobs  throughout  your  company, 
you  will  begin  to  get  a  feel  for 
where  potential  problems  lie. 
However,  should  this  prove  a  bit 
overwhelming,  heip  is  at  hand.  In 
addition  to  OSHA's  website  and 
advice  available  through  OSHA 
regional  and  area  offices,  the  orga¬ 
nization  is  also  funding  a  free 
onsite  consultation  service  to  help 
determine  potential  worksite  haz¬ 


ards  and  improve  occupational 
safety  and  health  management  sys¬ 
tems.  Better  yet,  no  citations  will 
be  issued  or  penalties  proposed 
as  a  result  of  pa  ticipating  in 
these  processes.  Finally,  a  Quick 
Fix  program  is  available  to  help 
small  businesses  comply  with 
the  new  regulations  without  hav¬ 
ing  to  implement  a  full-fledged 
ergonomics  program. 

Components  of  a 
successful  program 

Whether  you  already  have  a  writ¬ 
ten  ergonomics  program  in  place 
or  you  will  now  bq  establishing 
one,  OSHA's  new  standard  clearly 
defines  what  must  be  included.  All 
plans  must  be  in  compliance  by 
January  16,  2002.  You  may  find 
that  many  of  the  components  of 
the  new  program  are  already 
employed  and  embraced  through¬ 
out  your  organization.  The  task 
then  becomes  translating  those 
proven  successful  philosophies 
into  a  complete  ergonomics  pro¬ 
gram.  Here  are  the  components  of 
a  successful  program: 

•  Management  Leadership.  Dem¬ 
onstrated  through  an  effective 
MSD  reporting  system,  prompt 


responses  to  reports,  clear  program 
responsibilities  and  regular  com¬ 
munication  with  employees  about 
the  program. 

•  Employee  Participation.  Active 
involvement  by  employees  in  the 
implementation,  evaluation  and 
future  development  of  the  pro¬ 
gram,  and  early  reporting  of  MSDs. 

•Analysis  and  Control.  The 
process  must  identify,  analyze  and 
use  feasible  engineering,  work 
practice  and  administrative  con¬ 
trols  to  eliminate  or  reduce  MSD 
hazards  to  acceptable  levels  deter¬ 
mined  by  OSHA. 

•Training.  Must  be  provided  at 
no  cost  to  managers,  supervisors 
and  employees.  It  should  include 
education  of  your  ergonomics 
program  and  define  their  roles 
within  the  program.  Training 
must  also  include  how  to  recog¬ 
nize  MSD  signs  and  symptoms, 
the  importance  of  early  report¬ 
ing,  identification  of  MSD  haz¬ 
ards  in  the  workplace  and  the 
appropriate  control  measures. 

•Evaluation.  Regular  reviews  of 
the  program  and  its  effectiveness 
must  occur. 

Conclusion 

Use  the  new  Ergonomics 
Program  Standard  as  a  reason  to 
establish  or  strengthen  your 
employee  safety  and  health  pro¬ 
gram,  thereby  making  wellness 
activities  routine  considerations 
rather  than  crisis-oriented  respons¬ 
es.  The  improved  knowledge  of 
workplace  hazards  and  structured 
methods  for  eliminating  them  will 
improve  the  operations  and  man¬ 
agement  of  your  firm,  positively 
impacting  the  health  of  your  em¬ 
ployees  and  your  bottom  line,  esm 

Vicki  D.  Sebela  is  a  freelance  writer 
and  proofreader  based  in  Wheaton,  IL. 
She  may  be  reached  at  (630)  690-3 1 1 7 
or  sebco@xnet.com. 
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Suppliers  convert  prospects  into  clients  via  e-mail 

By  Dana  May  Casperson 

In  our  ever-expanding  virtual  business  world,  more  prospective  clients  are 
making  initial  contact  with  suppliers  via  e-mail  communication.  While  this 
is  a  time-saver  when  it  comes  to  returning  phone  calls  and  sending  informa¬ 
tion,  it  can  be  challenging  to  convert  prospects  into  clients  without  immedi¬ 
ately  speaking  with  them.  Therefore,  you  must  approach  every  e-mail  corre¬ 
spondence  as  an  opportunity  to  obtain  new  business. 


Many  prospects  favor  e-mail  cor¬ 
respondence  as  a  pressure-free 
technique  for  inquiring  about  an 
outsourcing  company.  Additionally, 
e-mail  responses  provide  the 
prospect  with  instant  attention 
without  interruption.  Yet,  it 
requires  a  certain  knack  to  effec¬ 
tively  maximize  returns  from  this 
kind  of  communication.  With 
proper  e-etiquette  you  can  easily 
turn  e-mail  correspondence  into  a 
profitable  client  source. 

The  rules  of  e-etiquette 

It  is  estimated  that  the  average 
business  person  sends  and  receives 
a'bout  90  e-mail  messages  a  day. 
Although  e-business  correspon¬ 
dence  transpires  at  an  incredible 
pace  and  is  seemingly  informal  in 
nature,  the  rules  of  traditional  cor¬ 
respondence  etiquette  still  apply. 
Use  the  following  techniques  for 
effective  e-communication  to  turn 
e-prospects  into  clients: 


•  Reply  to  potential  candidates 
as  soon  as  possible.  The  very 
nature  of  e-mail  is  instantaneous. 
Prospects  want  to  know  what  you 
can  offer  them  right  now.  While 
immediate  response  may  not  be 
possible,  inquiries  should  always 
be  handled  in  a  timely  manner — 
no  later  than  24  hours  after 
receipt.  When  prospects  see  your 
ability  to  respond  quickly  with 
necessary  and  accurate  informa¬ 
tion,  the  seed  is  planted  that  you 
will  provide  speedy  service  in  all 
areas  of  business.  Therefore,  the 
solicitor  is  apt  to  do  business 
with  you. 

•  Always  reference  the  pros¬ 
pect's  original  message.  Most 
prospective  candidates  send  mes¬ 
sages  to  a  variety  of  businesses 
every  day.  To  make  it  easier  to 
determine  to  which  request  you 
are  responding,  always  reference 
the  original  message  in  your  reply. 
A  simple,  "Thank  you  for  request¬ 


ing  information  about  (insert  your 
company/product  name)"  can  do 
the  trick.  Or,  your  e-mail  program 
may  automatically  reference  the 
solicitor's  message.  By  making  it  as 
simple  as  possible  for  prospects  to 
know  what  your  message  refer¬ 
ences,  you  greatly  reduce  the 
probability  of  your  response  being 
deleted  before  it  is  read. 

•  Be  as  brief  but  as  detailed  as 
possible.  Prospects  want  informa¬ 
tion,  but  they  do  not  want  to  be 
bogged  down  with  pages  of  text. 
Replies  should  be  brief,  yet  filled 
with  enough  information  to  make  a 
buying  decision.  Before  replying  to 
a  potential  client,  send  the  message 
to  yourself  to  see  how  it  looks  on  the 
screen.  Are  there  pages  of  intimidat¬ 
ing  text  with  overwhelming  para¬ 
graphs  and  awkward  formatting? 
Remember,  this  correspondence 
may  be  the  prospect's  first  impres¬ 
sion.  Additional  details  can  be  pro¬ 
vided  in  subsequent  communiques. 
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•  Include  additional 
contact  options.  Even 
though  prospects  are 
communicating  via  e- 
mail,  always  provide 
additional  choices  for 
obtaining  further  in¬ 
formation.  Every  corre¬ 
spondence  should  in¬ 
clude  phone,  fax  and 
cell  phone  numbers, 
as  well  as  a  mailing 
address.  Consider  auto¬ 
matically  inserting  this 
at  the  end  of  every  e- 
mail  message.  Keep  it 
short,  include  your 
business  slogan  and 
keep  the  length  to  no 
more  than  60  or  70 
characters.  Prospects 
will  appreciate  the 
ability  to  reach  you  by 
other  means  if  necessary. 

•  Be  courteous  with 
file  attachments.  There 
may  be  times  when 
you  need  to  send  a  file  attachment 
to  fully  address  your  prospect's 
needs.  Always  send  attachments 
judiciously.  Never  send  more  than 
two  attachments  at  a  time. 
Attached  files  take  longer  to 
receive  and  download,  forcing  the 
prospect  to  spend  more  time 
online  and  away  from  their  busi¬ 
ness.  Attachments  also  pose  the 
risk  of  carrying  viruses,  making 
many  individuals  leery  of  them.  If 
the  information  you  are  providing 
is  short,  consider  cutting  and  past¬ 
ing  it  directly  into  the  e-mail  mes¬ 
sage.  Or,  post  the  information  on 
your  website  and  provide 
prospects  with  a  web  link. 

•  Use  correct  grammar.  One 
spelling  error  can  diminish  your 
credibility  as  a  businessperson. 
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Furthermore,  if  prospects  cannot 
read  or  understand  your  message, 
it  is  unlikely  they  will  become 
clients.  Develop  an  effective,  sue 


cinct  vocabulary  and 


always  uti¬ 


lize  proper  grammar  that  accurate 


ly  conveys  your 


m 


essage.  By 


nature,  e-mail  corrimunication 


lacks  the  important 


cues  estab¬ 


lished  by  vocal  inflection,  facial 
expression  and  body  language. 
Therefore,  your  choicje  of  words 
becomes  a  critical  part  of  your 
written  message.  Before  sending  a 
message,  have  a  trusted  coworker 
look  over  your  work  to  ensure  that 
your  point  is  effectively  communi¬ 
cated,  it  clearly  answqr 
tions  posed  and 
prospects  with  another  reason  to 
do  business  with  you. 


Building  a 
client  list 

Whenever  prospects 
make  initial  contact 
with  your  company, 
the  goal  is  always  to 
turn  them  into  paying 
clients.  With  e-mail 
communication  as  the 
client-building  tool  of 
the  future,  you  cannot 
afford  to  defeat  your 
chances  of  converting 
prime  prospects  into 
clients  by  displaying 
sloppy  correspon¬ 
dence  skills.  Do  every¬ 
thing  you  can  to  con¬ 
vince  prospects  that 
your  company  can 
effectively  meet  their 
needs.  By  using  these 
e-etiquette  tips  and 
common  sense,  you 
will  build  your 
business  and  gain 
more  referrals  in  the  process.  In 
the  end,  businesses  with  the  best 
e-etiquette  skills  are  certain  to 
reap  the  greatest  rewards,  esm 

Dana  May  Casperson,  author  of 
Power  Etiquette:  What  You  Don't 
Know  Can  Kill  Your  Career,  specializes 
in  etiquette  consulting  for  businesses, 
associations  and  sports  teams.  She  can 
be  reached  at  (707)  579-4367  or  dana- 
may@authoritea.com. 
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Discount  applies  to  base  rate  only.  Taxes  (including  VLF  taxes  up  to  US$1.89  per  day  in  California 
and  GST/VAT),  other  governmentally-authorized  or  imposed  surcharges,  license  and  concession 
recoupment  fees,  vehicle  license  fee,  road  fee,  premium  location  charges,  airport  facility  fees,  fuel, 
one-way  rental  charge  and  optional  items  are  extra.  Renter  must  meet  standard  age,  driver  and  credit 
requirements  (may  vary  by  country).  24-Hour  advance  reservation  required  (up  to  72  hours  for 
licensee  locations).  May  not  be  combined  with  other  discounts.  Availability  is  limited.  Subject  to 
change  without  notice.  Blackout  dates  may  apply. 
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Give  your  employees  a  morale  boost  with  great  savings  from 
Alamo ® — enroll  your  ESM  organization  in  Alamo’s  Membership  Program. 
As  members,  your  employees  will  get  a  membership  I.D.  card  that 

features  year-round  discounts  of  up  to  15%  off  our  great  retail  rates 
and  discount  coupons  for  future  rentals. 

So,  for  employee  perks,  simply  complete  the  form  below  and 
return  it  to  Alamo  today!  To  try  this  discount  program  for  your 
next  Alamo  rental,  book  with  your  travel  agent  or  Alamo.  3e  sure 
to  request  I.D.  Number  236413  and  Rate  Code  3Y. 

\w?r 


Alamo 


f^<w\ols  MewbevsUip  Pvo^v^w  ovAex  -Povvn 

to  enroll  your  organization  in  Alamo’s  Membership  Program  and  to  order  membership  I. P.  cards,  simply  detach  this  form  and  send  it  to: 
Alamo *  Rent-A-Car,  L.L.C.  C/O:  tagged  Peak,  12200  34th  Street  North,  Suite  C,  Clearwater,  FL  33762-5603,  or  fax  it  to  1 -300-749-4993. 


Number  of  employees _ Number  of  cards  requested 

Name _ 


Title _ 

Organization 

Address _ 

City _ 

State _ 

Phone _ 

Fax _ 


Zip  _ 
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Employee  services  rhanagement  to  become  a 
new  academic  discipline 


By  Thomas  H.  Sawyer,  Ed.D 


h  ccording  The  Needs  Assessment 
l\  Survey,  conducted  by  Employee 
I  \  Services  Management  (ESM) 
Association,  Oak  Brook,  IL,  just  over  half 
(54  percent)  of  employee  services  pro4 
viders  have  earned  bachelor  or  graduate 
degrees  typically  with  concentrations  in 
business  or  leisure  studies.  Over  the  next 
10  years,  that  number  is  projected  to 
increase  dramatically.  To  best  serve  the 
booming  employee  services  field,  ESM 
Association  has  suggested  a  plan  for  ^ 
new  academic  curriculum  that  will  requirb 
graduates  to  possess  specific  knowledgp 
and  skills  far  above  and  beyond  those  of 
their  predecessors. 

esm  magazine  January  2001 


Chart  A 


Our  vision  of  the  successful  employee  services  pro¬ 
gram  of  the  future  is  one  that  will  be  led  by  graduates 
of  an  employee  services  management  program  to  be 
offered  by  select  colleges  and  universities  across  the 
nation.  The  typical  educational  background  that  we 
foresee  for  an  employee  services  provider  will  be  a 
baccalaureate  degree  with  either  a  major  in  business 
administration  and  a  minor  in  employee  services 
management  or  vice  versa.  Many  will  also  have  a 
master's  degree  in  business  administration  with  a 
concentration  in  either  employee  services  manage¬ 
ment  or  sport  management. 

Preliminary  plan 

Over  the  years,  employee  services  providers  have 
expressed  the  need  and  desire  for  a  structured  acade¬ 
mic  curriculum  in  employee  services  management. 
Due  to  recruitment  and  retention  issues  continually 
faced  by  corporate  America,  ESM  Association  believes 
the  time  is  right  to  attempt  such  a  feat.  We  have 
designed  a  strategy  that  will  serve  as  the  starting  point 
for  educating  business  students  on  the  ever-increasing 
importance  of  employee  services.  As  management  can¬ 
didates  tend  to  come  from  the  business  field,  we  have 
chosen  to  start  there  to  increase  awareness  of  the 
bottom-line  benefits  of  providing  employee  services. 
Our  suggested  plan  could  tie  into  ESM  Association's 
Certification  Program  that  is  currently  under  review. 
This  will  allow  employee  services  practitioners  to 
obtain  recognition  for  participation  in  continuing 
education  classes. 

National  academic  program  standards 

Over  the  next  decade,  ESM  Association  is  confident 
that  the  employee  services  management  profession  will 
become  a  viable  and  respected  segment  of  business. 
This  interdisciplinary  curriculum  will  be  comprised  of 
business  administration  and  employee  services  man¬ 
agement  competencies  to  be  created  by  the  ESM 
Association  Foundation,  Oak  Brook,  IL,  in  cooperation 
with  various  institutions  of  higher  education.  The 
employee  services  curriculum  will  be  housed  either  in 
schools  of  business  or  departments  of  recreation,  sport 
and  employee  services  management.  Employee  ser¬ 
vices  competencies  may  include: 

1 .  Corporate  culture  and  work/life  balance 

2.  The  1 0  Components  of  a  Well-Rounded 
Employee  Services  Program 

3.  Program  development  and  implementation 

4.  Marketing 

5.  Corporate  and  public  relations 

6.  Finance 

7.  Legalities 

8.  Dependent  care  management 

9.  Human  resource  management 

10.  Practicum  and  internships 


Suggested  Strategic  Plan 


Employee  Services  Management  (ESM) 
Association  announces  its  preliminary 
plan  to  make  employee  services  manage¬ 
ment  a  new  academic  discipline. 

Stage  1:  Master's  Programs 

Stage  2:  Baccalaureate  Programs 

Stage  3:  Doctoral  Programs 

Stage  4:  Associate  Programs 


Pioneering  a  new  academic  discipline 

As  a  new  academic  discipline  in  higher  education, 
employee  services  management  needs  to  be  developed 
and  will  take  a  significant  amount  of  time  to  become 
fully  integrated  into  the  college  curriculum.  Imple¬ 
mentation  of  our  goals  will  be  executed  via  the  follow¬ 
ing  preliminary  plan  (See  Chart  A): 

Stage  1:  Either  an  employee  services  management 
concentration  will  be  developed  within  another  pro¬ 
fessional  degree  at  the  graduate  level,  such  as  a  mas¬ 
ter's  in  business  administration  with  two  to  four 
employee  services  courses;  or  a  free-standing,  11- 
course  master's  program  in  employee  services  manage¬ 
ment  will  be  implemented.  The  free-standing  master's 
degree  will  include  a  research  project  requirement 
as  well. 

Stage  2:  Within  a  period  of  5-10  years,  undergraduate 
programs  will  be  designed  as  concentrations,  options 
or  minors.  Six  courses  or  18  semester  hours  will  be 
required  to  link  with  other  programs  such  as  recreation 
or  sport  management.  Thereafter,  these  programs  will 
be  expanded  into  free-standing  majors  with  a  mini¬ 
mum  of  12  courses  or  36  semester  hours. 

Stage  3:  As  the  undergraduate  programs  expand 
across  the  country,  doctoral  programs  will  be  created 
to  continue  building  the  knowledge  base  and  to  pre¬ 
pare  future  professors  for  the  management  of  various 
employee  services  management  baccalaureate  pro¬ 
grams  throughout  the  U.S. 

Stage  4:  The  development  of  associate  degrees  offered 
in  two-year  institutions  will  be  the  final  component  of 
the  total  evolution  of  this  academic  discipline. 
Eventually,  these  programs  will  also  be  linked  with 
senior  institutions. 
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Chart  B 


Employe 


Employee  Services  Go  To  School 


ESM  Association  Member  James 
Battersby,  adjunct  faculty  at  Cal-Poly 
State  University ,  San  Luis  Obispo, 
CA,  pioneered  a  pilot  business 
course  entitled  Work/Life  Balance. 
Here  are  some  of  his  students'  reac¬ 
tions  to  the  topic: 

"I  had  no  idea  what  this  class  would 
offer.  I  now  understand  the  importance 
of  balance  and  will  apply  it  in  my  field.  I 
am  graduating  this  quarter." 

—  Natalie  Bolin,  Kinesiology  Major 

"I  will  make  sure  that  my  employees 
have  solid  work/life  programs." 

- lulie  Grant,  Business  Major 

"It  is  obvious  that  work/life  balance 
has  a  tremendous  impact  on  the 
bottom  line." 

—  Doug  Schmickrath,  Business  Major 

"Heading  into  family  counseling  as  a 
profession,  I  can  see  many  relevant 
issues  and  solutions.  Thanks!" 

—  Jennifer  Enea,  Sociology  Major 

"It  seems  simple!  The  better  you  treat 
people,  the  more  productive  they  are." 

—  Daina  Charland,  Business  Major 

"It's  quite  obvious  that  this  is  a  people 
issue  that  is  not  just  related  to  women.  It 
opened  my  mind." 

—  Adam  Greene,  Recreation  Major 

"Work/life  balance  is  virtually  unheard  of 
in  my  country.  I  will  carry  the  message." 

—  Petra  Karhula,  Business  Major  and 
exchange  student  from  Finland 

"I  had  little  knowledge  of  this  side  of 
the  working  world.  I  was  skeptical  at 
first,  but  now  I  have  a  new  perspective 
on  the  topic." 

—  Adam  Loucks,  Architecture  Major 


Initial  offerings 

Within  the  next  two  years,  Indiana  State 
University,  Terre  Haute,  IN,  will  be  the  first  college 
to  offer  a  baccalaureate  degree  in  sport  management 
with  an  emphasis  in  employee  services  manage¬ 
ment.  The  university  is  also  producing  an  MBA  pro¬ 
gram  with  an  employee  services  management  con¬ 
centration.  The  full  curriculum  will  be  available 
online  to  students  and  practitioners  via  a  number  of 
universities  no  later  than  August  2005.  In  the  mean¬ 
time,  an  undergraduate  course  entitled  RCSM  140, 
Introduction  to  Employee  Services  Management, 
and  a  graduate  course  entitled  RCSM  626, 
Management  of  Employee  Services  wi|l  be  available 
online  as  early  as  August  2001 . 

Supplementary  textbook 

A  series  of  textbooks  designed  specifically  for 
employee  services  managers  will  also  be  created  for 
this  new  academic  discipline.  These  textbooks  will 
focus  on  the  basic  program  standards  and  compe¬ 
tencies  established  by  the  profession. 

The  first  of  these  textbooks,  entitled  Employee 
Services  Management:  Concepts  and  Applications, 
will  be  released  in  April  2001  at  ESM  Association's 
60th  Annual  Conference  &  Exhibit  in  New  Orleans, 
LA.  Accompanying  this  textbook  will  be  an  instruc¬ 
tor's  manual  and  PowerPoint  slides  for  each  chapter. 
There  also  will  be  a  website  with  additional  infor¬ 
mation  for  the  instructor  and  students,  links  to  relat¬ 
ed  sites  and  copies  of  the  slides. 

A  session  entitled  "Employee  Services  Aren't  What 
They  Used  to  Be:  Identifying  New  Skills  for 
Managing  Employee  Services"  will  be  presented  at 
ESM  Association's  60th  Annual  Conference  and 
Exhibit.  This  session  will  focus  on  the  textbook  and 
what  it  takes  to  manage  today's  employee  services. 

The  work/life  approach 

Last  year,  Adjunct  Faculty  James  Battersby  received 
permission  from  Cal-Poly  State  University,  San  Luis 
Obispo,  CA,  and  funding  from  the  ESM  Association 
Foundation  to  pilot  and  teach  a  course  in  the  College 
of  Business  entitled  Work/Life  Balance.  Battersby 
used  ESM  Association's  publications  as  supplemen¬ 
tary  materials.  The  course  was  an  immediate  success 
! with  the  27  students  enrolled.  They  researched 
Fortune  100  companies  known  for  promoting 
work/life  balance  and  became  acquainted  with  pro¬ 
grams  such  as  flex  scheduling,  childcare  and 
employee  assistance  programs  (EAPs).  Differences  in 
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the  work/life  benefits  of  local  companies  were 
investigated  and  companies  were  provided 
with  recommendations  for  future  program¬ 
ming.  Students  even  explored  the  balance  in 
their  own  lives  by  keeping  a  journal  of  activi¬ 
ties,  and  then  examining  and  prioritizing  their 
time.  Battersby's  efforts  have  positioned  ESM 
Association  as  a  resource  to  higher  education 
and  have  furthered  the  message  of  employee 
services  as  solutions  to  work/life  issues.  Many 
students  recommended  that  learning  about 
work/life  balance  is  essential  to  the  future  suc¬ 
cess  and  happiness  of  students  of  all  disci¬ 
plines  (See  Chart  B). 

Conclusion 

With  employee  services  management  as  a 
new  academic  discipline,  we  have  begun  a 
new  era.  Future  employee  services  providers 
will  be  better  prepared  for  job  positions  and 
current  employee  services  practitioners  will 
have  access  to  state-of-the-art  courses. 
Although  inroads  have  already  been  made  at 
select  universities,  the  complete  program 
development  could  take  up  to  1 0  years.  This  is 
a  relatively  short  amount  of  time  considering  it 
took  sport  management  over  30  years  to  gain 
respect  in  the  academic  community.  As 
employee  services  shares  a  close  relationship 
to  human  resource  management  and  business 
administration,  the  new  discipline  is  likely  to 
grow  quickly.  Take  our  quiz  (Chart  C)  to  find 
out  if  you  have  what  it  takes  to  be  an  employ¬ 
ee  services  manager  of  the  future,  and  look  to 
www.esmassn.org  for  updates  on  the  progress 
of  this  exciting  initiative.  esm 

Thomas  H.  Sawyer ;  Ed.D.,  is  a  professor  in  the 
Department  of  Recreation  and  Sport  Management 
at  Indiana  State  University,  Terre  Haute,  IN.  Sawyer 
has  been  teaching  higher  education  for  31  years. 
He  has  published  over  100  journal  articles,  made 
over  70  professional  presentations  and  conducted 
more  than  100  workshops  around  the  world.  He 
has  written  and  published  four  employee  services- 
related  books  in  the  areas  of  coaching  education; 
club,  recreation  and  sport  management;  legal  issues 
surrounding  golf  course  management;  and  facility 
design  for  physical  activity  and  sport.  He  may  be 
reached  at  (812)  237-2186  or  pmsawyr@aol.com. 


EMPLOYEE  SERVICES  QUIZ 

The  following  quiz  has  been  developed  to 
help  you  determine  whether  or  not  you  have 
what  it  takes  to  be  an  employee  services 
manager  of  the  future: 

Yes  No 

Do  you  have  a  baccalaureate 
degree  in  business  admin¬ 
istration, recreation  manage¬ 
ment  or  sport  management? 

Yes  No 

Do  you  have  a  master's  degree 
in  business  administration? 

Yes  No 

Have  you  taken  finance  courses? 

Yes  No 

Have  you  taken  information  sys¬ 
tems  management  courses? 

Yes  No 

Have  you  taken  marketing  courses? 

Yes  No 

Have  you  taken  accounting 
courses? 

Yes  No 

Have  you  taken  human  resource 
management  courses? 

Yes  No 

Have  you  taken  program  man¬ 
agement  courses,  i.e.  health 
and  wellness,  fitness,  recogni¬ 
tion,  recreation,  special  events, 
or  sport? 

Yes  No 

Have  you  taken  courses  in  the 
legal  issues  of  employee 
services  management? 

Yes  No 

Have  you  taken  corporate  relations 
and  public  relations  courses? 

Scoring 

Give  yourself  one  point  for  every  Yes  response. 

9-10  points:  Well-Prepared 

7-8  points: 

Above  Average  Preparation 

5-6  points: 

Average  Preparation 

3-4  points: 

Below  Average  Preparation 

1-2  points: 

Poor  Preparation 
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Interview  with  Employee  Services  Management  (ESM) 
Association’s  2001  President  Bud  Fishback,  CESM 

3ud  Fishback,  CESM,  recreation  manager,  The  Boeing  Co.,  Seattle,  WA, 

I 

chatted  with  ESM  Association  about  his  goals  for  the  association,  how 
employee  services  providers  can  solidify  their  positions  within  their  compa¬ 
nies,  and  his  view  on  the  future  of  the  employee  services  field. 


ESM:  What  are  your  presidential  goals  for  2001? 

FISHBACK:  First,  I  would  like  to  continue  where 
Immediate  Past  President  Roger  Lancaster,  CESM,  left 
off  in  terms  of  communication  between  the  national 
Board  of  Directors  and  chapter  leaders.  I  plan  to  be  z* 

very  member  focused  and  I  believe  communication  is 
the  key  to  that.  Also  this  year,  the  Board  and  I  will 
implement  the  recommendations  resulting  from  last  , 

year':;  Needs  Assessment  Survey.  These  recommenda¬ 
tions  will  be  presented  to  the  membership  at  April's 
Annqal  Conference  &  Exhibit,  and  via  subsequent 
communication  pieces.  I  also  plan  to  put  much  of  my 


As  ESM  Association  President 

ESM:  How  would  you  describe  your  leadership  style? 

FISHBACK:  I  strongly  believe  in  creating  on-the-job 
success  through  the  provision  of  necessary  resources 
through  ESM  Association.  I  also  believe  in  treating 
people  with  trust  and  respect  and  encouraging  critical 
member  involvement.  When  determining  how  one 
should  manage,  first  determine  how  you  would  like  to 
be  managed.  I  would  like  senior  management  to  keep 
me  informed,  explain  why  decisions  were  made  and 
involve  me  in  processes;  therefore  that  is  how  I  will  try 
to  lead  this  group. 


esm  magazine  January  2001 


Fishback  discusses  safety  issues  with  Colleen  Heinig,  recreation 
organization  safety  monitor. 


effort  into  membership  recruitment  and  retention.  ESM 
Association  saw  an  increase  in  General  Membership  in 
2000.  Yet,  an  across-the-board  increase  in  Chapter 
Organizational  Membership,  General  Membership, 
and  National  Associate  Membership  is  equally  impor¬ 
tant.  As  president,  I  want  to  see  all  chapters  embrace 
the  ESM  Association  name  by  incorporating  it  into  their 
names.  It  is  important  that  the  chapters,  region  and 
national  are  in  this  together;  one  name  signifies  one 
organization.  Finally,  I  plan  to  build  upon  the  accom¬ 
plishments  the  Board  and  staff  made  this  past  year  in 
improving  our  financial  position.  We  are  not  out  of  the 
woods  yet,  but  we  are  headed  in  the  right  direction. 

In  your  career 

ESM:  Please  discuss  your  level  of  education  and  what 
attracted  you  to  the  corporate  employee  services  industry. 

FISHBACK:  1  received  a  Bachelor's  Degree  in 
Physical  Education  from  Western  Washington 
University,  Bellingham,  WA.  At  that  time,  my  goal  was 
to  teach  and  coach  at  the  junior  high  or  high  school 
level.  After  substitute  teaching  for  two  years,  I  decided 
education  was  not  the  career  path  for  me,  so  I  attend¬ 
ed  graduate  school  at  Washington  State  University, 
Pullman,  WA,  where  I  received  a  Master's  Degree  in 
Physical  Education,  specializing  in  Athletic 
Administration.  I  was  attracted  to  the  corporate  recre¬ 
ation  world  while  at  WSU.  It  was  an  entirely  new  field 
to  me,  and  I  had  a  vision  that  working  in 
recreation/employee  services  would  be  a  great  fit.  I  was 
fortunate  enough  to  get  hired  at  Boeing  a  few  months 
after  graduation,  and  I  have  been  here  ever  since. 

ESM:  Tell  us  about  your  employee  services  program. 

FISHBACK:  My  management  responsibilities  are 
focused  on  the  company  recreation  program,  consist¬ 
ing  of  employee  clubs,  athletic  leagues  and  special 


events  in  the  Puget  Sound,  WA-area.  We  current¬ 
ly  have  105  athletic,  hobby,  arts  and  music  clubs. 
To  be  recognized  by  Boeing,  each  club  must  have 
its  own  constitution  and  bylaws,  an  approved 
budget,  officers,  and  not-for-profit  status.  The  key 
to  our  success  is  the  700-plus  volunteers  who 
serve  as  club  officers.  Without  them,  the  program 
would  not  exist. 

Boeing's  recreational  facilities  include  onsite 
softball  fields,  a  model  flying  field,  three  activity 
centers  complete  with  gymnasiums  and  fitness 
centers,  and  a  facility  for  many  of  our  hobby 
groups.  We  offer  discount  tickets  on  products  and 
services  to  employees  and  retirees.  Special  events 
include  an  overnight  camp  program;  5K  and  10K 
Fun  Runs;  an  Annual  Fishing  Derby;  and  an 
Annual  Employee  Discount  Vendor  Fair. 

Although  they  are  not  my  responsibility, 
the  company  also  offers  the  following  employee 
services  programs: 

•  Onsite  daycare  facilities 

•  Resource  and  referral  program  for  work/life  issues 

•  Employee  stores 

•  Convenience  services 

•  Leisure  travel  services 

•  Health  and  fitness  program 

•  Employee  recognition  program 

Many  of  the  employees  responsible  for  these 
services  have  joined  ESM  Association  as  Individual  Members. 

ESM:  In  what  direction  do  you  see  your  program 
heading  in  the  next  five  years ? 

FISHBACK:  I  anticipate  that  overall  participation  will 
increase.  I  also  foresee  increased  participation  in  club 
activities,  even  though  there  has  been  a  slight  decline 
in  employee  participation.  Increased  retiree  participa¬ 
tion  will  outweigh  this  factor. 

Employees  are  increasingly  interested  in  participating 
in  programs  that  include  family.  We  will  continue  to 
accommodate  this  need  by  expanding  eligibility  for 


Fishback  puts  the  finishing  touches  on  a  bulletin  board 
that  promotes  Boeing's  Whitewater  Rafting  Club. 
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club  participation  and  creating  activities  that  include 
families — such  as  basketball,  baseball  and  golf 
camps — and  incorporating  children's  activities  into  our 
Annual  Employee  Discount  Vendor  Fair. 

In  the  field 

ESM:  What  perception 
do  you  think  corporate 
America  has  concerning 
employee  services ?  Does 
this  image  need  to  change ? 

If  so,  in  what  way? 

FISHBACK:  I  think  percep¬ 
tions  have  changed.  Offer¬ 
ing  employee  services  is  no 
longer  just  the  fun  thing  to 
do,  but  today  it  is  the  right 
thing  to  do.  In  this  tight 
labor  market,  employees' 
free-agent  attitudes  are  cre¬ 
ating  a  very  fluid  workforce. 

Corporate  America  is  be¬ 
ginning  to  understand  that 
employee  services  are  .  „.  . 

some  of  the  most  important  Executive  Board,  Fishbac 
benefits  a  company  can  at  a  Recreatior 

offer  to  compete  in  today's 

labor  market.  Therefore,  ESM  Association  is  in  a  great 
position  to  further  promote  the  image  of  employee  services. 

ESM:  Did  our  name  change,  from  NESRA  to  ESM 
Association,  have  any  impact  on  the  public's  percep¬ 
tion  of  our  association?  If  so,  how? 

FISHBACK:  Since  the  name  change,  ESM  Associ¬ 
ation  has  received  more  requests  for  information  from 
the  media,  and  has  been  sought  out  for  consultation  by 
various  employee  services-related  associations.  The 
association  has  received  input  from  consultants,  busi¬ 
ness  leaders  and  executives,  all  saying  that  the  name 
change  was  a  solid  decision  executed  at  the  right  time. 
The  association  has  changed  in  the  past  20  years  from 
a  corporate/industrial  recreation  focus  to  a  more 
diverse  employee  organization,  and  the  new  name 
accurately  reflects  these  positive  changes. 

ESM:  How  does  employee  services  relate  to  recruit¬ 
ment  and  retention? 

FISHBACK:  The  job  market  is  a  buyer's  market. 
Research  has  shown  that  what  employees  want  has  lit¬ 
tle  to  do  with  salary  and  more  to  do  with  challenge,  an 


As  an  ex-officio  member  of  the  Recreation  Council 
Executive  Board,  Fishback  addresses  club  presidents 
at  a  Recreation  Council  Meeting. 


opportunity  to  contribute  and  a  sense  of  belonging. 
Employees  look  to  their  employer  to  provide  programs 
that  meet  their  needs  and  interests. 

Tne  cost  to  hire  a  new  employee  can  be  more  than 
five  figures.  Therefore,  if  your  onsite  dependent  care 
center,  fitness  center  or  employee  store  help  retain 
employees,  the  costs  of 
these  initiatives  are  virtually 
nothing  in  comparison.  I  had 
an  employee  tell  me  he  had 
a  chance  to  work  for  anoth¬ 
er  company,  but  stayed  at 
Boeing  because  he  could 
play  basketball  at  lunchtime. 
That  justifies  the  program, 
and  he  is  just  one  employee 
who  spoke  up.  There  are 
many  others  like  this. 

ESM:  How  does  work/life 
relate  to  employee  services? 
Should  employee  services 
providers  be  responsible  for 

. ..  „  _  ..  work/life  initiatives? 

)f  the  Recreation  Council  ccud*™  h 
addresses  club  presidents  FISHBACK:  Many  newer 
:ouncil  Meeting.  work/life  initiatives  such  as 

telecommuting,  job  sharing, 
flextime,  and  dependent  care  programs,  are  being 
placed  in  the  employee  services  arena.  Employee  services 
professionals  need  to  embrace  these  programs  as  they 
allojv  us  to  increase  our  value  to  the  company.  They  also 
abet  recruitment  and  retention,  job  satisfaction  and 
morale,  which  ultimately  makes  everyone's  job  easier. 

ESM:  How  can  employee  services  providers  solidify 
their  positions  within  their  companies? 

FISHBACK:  Here  are  four  strategies  I  have  used 
successfully: 

1)  Form  departmental  partnerships.  Promote  your 
services  by  partnering  with  allies  within  the  organiza¬ 
tion  such  as  the  new  employee  orientation  group, 
recruiters  and  the  public  relations  department.  As  a 
result  of  these  relationships,  your  programs  are  likely  to 
be  more  understood  and  hence  more  valued. 

2)  Demonstrate  the  impact  on  employees'  lives.  It  is 
difficult  to  generate  support  when  senior  management, 
and  even  your  employees,  are  not  aware  of  your 
efforts.  Use  all  available  outlets  to  publicize  programs 
and  achievements.  Remember  to  include  senior  man¬ 
agement  on  distribution  lists  for  e-mail,  newsletters, 
flyers,  etc. 


'Research  has  shown  that  what  employees  want  has  little 
to  do  with  salary  and  more  to  do  with  challenge,  an 
opportunity  to  contribute  and  a  sense  of  belonging." 
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Fishback  sets  up  a  pickle-ball  net  at  Boeing's  Everett 
Activity  Center. 

3)  Align  departmental  goals  with  company  goals. 

One  of  Boeing's  core  competencies  is  "detailed  cus¬ 
tomer  knowledge  and  focus."  Our  division,  the  Shared 
Services  Group,  ties  its  focus  into  that  idea  by  includ¬ 
ing  in  its  strategy  to  "anticipate  service  needs  through 
detailed  customer  knowledge."  In  developing  our 
recreation  goals  and  objectives,  it  is  imperative  that  our 
programs  support  this  message.  When  we  do  that,  it  is 
easy  to  show  how  our  initiatives  support  the  company 
vision,  mission  and  objectives. 

4)  Utilize  ESM  Association's  resources.  ESM  Asso¬ 
ciation's  first  monograph,  "Obtaining  Management 
Support  for  Employee  Services,"  by  Immediate  Past- 
President  Roger  Lancaster,  CESM,  is  a  must-read  for 
any  employee  services  provider.  (Read  it  online  at 
www.esmassn.org  in  the  Member  Resources  Section.) 
Tap  into  ESM  Association's  knowledgeable  Member 
Services  Department  when  you  need  information.  ESM 
Association's  Listserve  and  the  various  publications 
available  to  members  at  discounted  rates  provide  our 
members  with  a  gold  mine  of  resources. 

ESM:  What  value  can  employee  services  providers 
obtain  from  attending  ESM  Association's  Annual 
Conference  &  Exhibit ? 

FISHBACK:  Since  I  began  my  career  at  Boeing,  I  have 
attended  eight  regional  conferences  and  eight  national 
conferences.  Without  a  doubt,  I  obtain  value  with  each 
conference  I  attend.  The  information  I  receive  helps  me 
do  my  job  better  and  makes  me  a  better  employee.  Like 
any  other  activity,  attendees  get  out  of  it  what  they 
put  into  it.  To  me,  the  conference  starts  well  ahead 
of  the  Opening  Session.  Plan  ahead,  read  the  confer¬ 
ence  material  and  create  specific  goals  to  maximize 
the  experience. 


I  am  looking  forward  to  the  new  Best  Practices 
educational  track  at  this  year's  conference  that 
will  allow  attendees  to  learn  from  leaders  in  the 
industry.  One  of  the  sessions  will  focus  on  how 
companies  managed  their  employee  services  pro¬ 
grams  during  corporate  mergers.  Having  survived 
a  merger  at  Boeing  a  few  years  ago,  I  know  per¬ 
sonally  how  valuable  this  information  will  be. 

ESM:  What  would  you  like  to  see  for  the 
future  of  employee  services? 

FISHBACK:  This  is  the  best  time  to  be  in  this 
profession  because  employee  services  are  in¬ 
creasingly  recognized  as  key  to  employee  reten¬ 
tion,  recruitment,  morale  and  satisfaction.  While 
some  companies  still  rely  solely  on  volunteers  to 
administer  employee  services  programs,  I  look 
forward  to  when  employee  services  becomes  so  vital 
that  the  on-staff,  full-time  employee  services  profes¬ 
sional  position  is  standard. 

Personal  thoughts 

ESM:  Which  employee  services  or  work/life  benefits 
have  you  utilized  personally  to  help  you  balance  your 
work  and  personal  life? 

FISHBACK:  Our  company's  work/life  resource  and 
referral  program  was  a  huge  help  when  I  was  searching 
for  daycare  options  for  my  children.  With  one  phone 
call,  I  was  able  to  explain  my  preferences  in  care 
options,  location  and  hours.  Within  24  hours,  our  sup¬ 
plier  called  back  with  a  list  of  1 0  daycare  providers  that 
met  my  screening  requirements.  Although  I  still  had  to 
interview  each  of  these  referrals,  I  saved  at  least  16 
hours  of  research  time. 

I  also  utilize  our  online  company  discount  program. 
Over  the  years  we  have  been  able  to  leverage  the 
size  of  our  employee  base  to  provide  employees  with 
discounts  on  a  variety  of  products  and  services  both 
locally  and  nationally.  The  savings  I  have  enjoyed  have 
been  great. 

ESM:  What  are  your  special  interests? 

FISHBACK:  I  thoroughly  enjoy  raising  my  daughters 
Leigh,  age  8,  and  Tara,  age  5.  Together  with  my  wife 
Layne,  who  is  also  an  ESM  Association  member,  we 
have  attended  several  ESM  Association  conferences.  I 
enjoy  watching  my  oldest  daughter  participate  in  soc¬ 
cer,  basketball,  swimming  and  Girl  Scouts. 

In  my  leisure  time,  I  like  to  play  golf,  run  and  partic¬ 
ipate  in  Boeing's  basketball  league.  I  love  to  listen  to 
music  and  hope,  at  some  point,  to  learn  how  to  play 
the  guitar.  I  also  enjoy  traveling,  when  time  allows. 
Living  in  Seattle,  WA,  that  usually  means  going  any¬ 
where  where  the  sun  is  shining.  esm 
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Unsure  of  ho^v  to  sell  your 
employee  servibes  programs 


to  management? 


t  aria  of  Whin  hptn  dtsljnid  >o 
mist  the  empty"  Sort"* 

Monograph  #1 

Obtaining 

Management  Support 
for 

Employee  Services 

by 

Roger  A.  Lancaster,  CESM 
General  Manager 
US  Department  of  Agriculture 
Employee  Services  &  Recreation 
Association 
January  2000 

employee  services  management 


SITS 


ASSOCIATION 


I  f  your  company’s  leaders  believe  your 
employee  services  program  exists  only  to 
make  your  employees  “feel  good,”  its  time 
to  change  their  stance. 

Introducing  ESM  Association’s  Monographs, 
a  series  of  white  papers  designed  to  assist 
the  employee  services  provider.  By  reading 
ESM  Association’s  Monograph  #1,  Obtaining 
Management  Support  for  Employee  Services, 
you  jvill  learn  strategies  for  influencing  your 
corporate  leaders  to  recognize  the  impor¬ 
tance  of  employee  services  in  recruiting  and 
retaining  quality  workers. 


ESM  Association  President  Roger  Lancaster, 
CESM,  general  manager,  U.S.  Department  of 
Agriculture,  Employee  Services  and 
Recreation  Association,  takes  you  step  by 
step  through  the  process  of  integrating  your 
employee  services  program  into  the  goals  of 
the  company.  By  reading  this  white  paper, 
you  will  learn: 

•  the  four  key  ingredients  to  an  employee 
services  program 

•  how  to  align  your  employee  services  goals 
with  the  goals  of  the  company 

•  how  to  prove  that  your  employee  services 
program  impacts  your  company's  bottom  line. 

This  informative  brochure  is  free  to  ESM 
Association  members.  Limit  one  copy  per 
member,  please. 


Order  Today! 

Yes,  send  me  my  free  copy  of  Monograph  fit : 
Obtaining  Management  Support  for 
Employee  Services. 


Name 


Address. 


.State _ Zip. 


Phone  ( 


O  This  issue  is  the  first  in  a  series  of  white  papers. 
P/ease  check  here  if  you  are  interested  in  receiv¬ 
ing  brochures  on  other  employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquar 
ork  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371  •  www.esmassn.org  •  esmahq< 


now  more  than  ever 


N Employee  Stores 

Community  Services 
y  Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
/  Special  Events 
/  Travel  Services 
/  Voluntary  Benefits 
/  Wellness 


60th  Annual  Conference  &  Exhibit 


April  8-12,  2001 


The  Fairmont  Hotel,  Hew  Orleans,  LA 


New  Delegate;  New  Exhibitor  Attendee  Session 

New  attendees  can  meet  employee  services  practitioners  and  learn  how  to  get  the  most  out  of  networking, 
educational  sessions  and  Exhibit  Hall  opportunities. 

Michael  P.  Scott,  president,  Empowerment  Unlimited,  Inc. 

Dave  Bell,  president,  Incredible  Speakers  Bureau 

Regional'  Gatherings  •*  junk 

Meet  old  friends  and  make  new  contacts  at  this  informal  meeting. 

All-Attendee  Reception  U::W  -  i tm$m  v,m, 

Begin  your  conference  networking  in  the  lively  atmosphere  of  the  Fairmont  Hotel's  world  famous  Blue  Room. 


The  Secrets  of  Successful  Chapters 

Learn  the  current  ESM  Association  chapter  structure  standards  and  innovative  programming  ideas  to  enhance  your  leadership.  A  panel  of 
knowledgeable  chapter  leaders  will  demonstrate  proven  methods  for  training  an  effective  board  of  directors  and  maintaining  a  healthy  chapter 
budget.  Legal  issues,  chapter  liability  and  group  exemption  will  also  be  discussed. 

During  this  workshop,  ESM  Association  chapter  leaders  are  invited  to  share  successful  programming  ideas,  including  membership  drives, 
educational  sessions  and  social  events.  The  exchange  of  proven  techniques  and  discussion  of  hot  topics  will  provide  a  cache  of  creative  ideas  to 
draw  on  throughout  the  year.  Participating  chapters  must  submit  a  completed  chapter  networking  form  prior  to  the  conference. 

»  Panel  of  ESM  Association  chapter  leaders 

Employee  Store  Super  Session  8:30  - 11:00  a.m. 

Your  Store:  The  Secret  Weapon 

While  your  store  offers  savings  and  convenience  to  company  employees,  it  has  the  potential  to  build  a  positive  company  image.  Learn  how  to: 

■  build  customer  satisfaction 

■  deepen  relationships  with  your  most  loyal  customers 

■  make  your  employee  store  a  major  retention  force 

*  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 

Member  Services  Session  8:30  -  11:00  a.m. 

Getting  the  Most  from  Your  ESM  Association  Membership 

Are  you  using  the  resources  of  your  ESM  Association  membership  to  their  full  potential?  Take  your  programs  to  the  next  level  by  fully  utilizing 
ESM  Association's  national  network  of  experts  and  programming  resources.  Among  the  many  ESM  Association  benefits  to  be  discussed  are: 

■  learning  how  to  use  ESM  Association's  Member  Profile  to  generate  precise  and  in-depth 
benchmarking  information 

■  contributing  your  professional  knowledge  as  an  author  for  ESM  Magazine 

■  utilizing  each  segment  of  ESM  Association's  online  Member  Resources 

Unleash  the  recruitment  and  retention  power  of  employee  services  with  your  ESM  Association  membership. 

•*  ESM  Association  Headquarters  staff  and  member  representatives 


apFU 


Chapter  Leader  Forum  8:30  -  11:00  a.m. 


Exhibitor  Education  Session  10:00  -  1 1:30  a.m. 


What  Could  You  Possibly  Teach  Me? 

You  have  been  working  trade  shows  for  years.  Is  there  anything  new  to  learn?  The  answer  is  yes!  Your  business  has  changed  over  time  and  so  should  your  exhibiting 
techniques.  In  this  session,  you  will  learn: 

■  the  three  best  qualifying  questions 

■  how  to  gain  information  for  an  effective  follow-up 

■  when  the  trade  show  really  ends 

■  how  to  generate  business  from  your  trade  show  leads 

This  session  is  valuable  for  both  veteran  and  new  Exhibitors. 

■  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 


Opening  General  Session  1:00  -  2:30  p.m. 

So  You  Think  You've  Got  Problems?  Think  Big! 

Because  implementing  a  cutting-edge  employee  services  program  can  be  a  challenge,  a  different  perspective  may  be  necessary  to  find  the  solution.  Over  the 
past  17  years,  John  and  Greg  Rice  have  become  international  media  celebrities,  appearing  on  countless  network  television  shows.  Starting  their  business  careers 
as  door-to-door  salesmen  while  still  in  high  school,  they  built  a  successful  real  estate  business  throughout  the  1970s  and  1980s.  The  brothers  have  used  their 
early  work  experience  to  become  two  of  this  country's  most-recognized  experts  in  sales  and  marketing.  Their  business  success  and  commitment  to  children's 
charities  and  community  is  extraordinary.  However,  when  you  combine  these  accomplishments  with  the  fact  that  at  three  feet  tall,  the  Rice  brothers  are  in  the 
Guinness  Book  of  World  Records  as  the  world's  smallest  twins,  their  success  story  becomes  more  amazing.  John  and  Greg  will  make  you  laugh  and  challenge 
you  to  think  big. 

S  John  and  Greg  Rice 

Strategic  Networking  Forums  2:45  -  4:30  p.m. 

Participate  in  the  following  discussions  with  your  peers  in  these  interactive  learning  discussions.  Take  this  opportunity  to  learn  effective  programming  ideas 
firsthand,  from  the  experiences  of  fellow  ESM  Association  members. 

■  Company  Programs  for  Singles 

■  Lunchtime  Seminars 

■  The  Secret  Weapon  of  Recruitment:  Employee  Services 

■  Programming  for  the  24/7  Workforce 

■  Ask  the  Experts:  Seek  and  Find  Solutions  for  Your  Specific 

B  Alan  Benedeck,  Alan  Benedeck  Associates 

Exhibit  Hail  Grand  Opening  4:30  -  6:30  p.m. 

ESM  Association's  Exhibit  Hall  lets  you  see  and  test  the  latest  products  and  services  offered  by  a  multitude  of  Exhibitors.  The  Exhibit  Hall  puts  you  in  contact  with 
suppliers  of  captivating  employee  programs,  innovative  products,  convenience  services  and  discount  opportunities.  ESM  Association's  network  of  Exhibitors  can 
help  employee  services  providers  create  programs  that  will  attract  and  retain  top  talent. 


■  Shortcuts  for  Employee  Services  Websites 

■  Community  Services-The  Next  Generation 

■  Employee  Services  as  Work/Life  Initiatives 

■  Revenue-Generating  Programs  for  Employee  Associations 

Issues 


Evening  Social  Function  7:00  p.m. 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Ghosts  and  Spirits  Walking  Tour  7:00  -  9:00  p.m. 

Explore  the  scenes  of  grim  and  ghastly  events  from  the  past  in  the  old  French  Quarter.  Tour  guides  will  provide  an  eerie,  chilling  and  fun-filled  adventure, 
-includes  tour  and  two  nightclub  stops 

2  Dinner  at  K-Paul's  Louisiana  Kitchen  8:30  p.m.  seating 

Serving  dishes  with  only  the  freshest  seasonal  ingredients,  Chef  Paul  Prudhomme's  menu  is  always  superb.  Enjoy  a  gourmet  three-course  Creole  dinner, 
-includes  meal  and  transportation 


3  Harrah's  Casino  Excursion  7:00  -  11:00  p.m. 

Harrah's  New  Orleans  has  the  games  you  want  to  play:  slot  machines,  blackjack,  craps,  baccarat,  and  poker.  The  casino  has  Mardi  Gras  floats,  a  five-story  oak 
tree  and  a  life-size  pirate  ship  that  features  a  thunderstorm  sequence. 

-includes  transportation 

*  Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 
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ESM  Select  Forum  7:15  -  8:45  a.m. 


Selecting  "New  Cheese"  in  Today's  Rapidly  Changing  World  of  Employee  Services 

This  session  will  offer  a  unique  opportunity  for  ESM  Select  members  to  interact  with  their  colleagues  while  enjoying  a  stimulating  discussion  on 
the  topic  of  change.  Michael  P.  Scott  will  facilitate  a  discussion  of  the  best  selling  book  Who  Moved  My  Cheese?  by  Spencer  Johnson,  affording 
ESM  Select  members  the  opportunity  to  exchange  ideas  regarding  the  changing  face  of  employee  services.  Learn  how  to  select  new  cheese  by 
accomplishing  strategic  goals  that  allow  you  to  further  position  your  organization  as  an  employer  of  choice  in  today's  highly  competitive  labor  market. 

B  Michael  R  Scott,  president,  Empowerment  Unlimited,  Inc. 

Concurrent  Sessions  9:90  - 10:15  a.m, 

1  Best  Practices:  S.C.  Johnson  Wax  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  ^Johnson 

employee  services  at  S.C.  Johnson  Wax  based  on  its  company  culture  and  employee  demographics.  a  family  company 

2  Getting  the  Boss  to  Back  You 

Before  your  employee  services  programs  can  make  an  impact,  management  must  understand  how  your  job  and  department  benefit  the 
well-being  of  the  organization.  In  this  session,  you  will  learn: 

■  the  three  skills  needed  for  management  to  understand  and  support  your  program . 

■  how  to  generate  awareness  of  your  program  among  your  employees 

■  how  to  justify  your  program 

■  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 

3  Getting  Customers  into  Your  Store 

Employee  stores  have  a  ready-made  customer  base.  However,  keeping  these  customers  coming  back  for  more  is  another  issue.  Find  out: 

■  how  to  plan  activities  around  your  customers 

■  specific  ideas  for  in-store  events 

■  traffic-building  opportunities 

■  how  to  have  fun  throughout  the  process 

■  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 

4  The  Business  Case  for  Recognition:  Three  Essential  Keys  for  Measuring  Potential  Impact 

This  interactive  workshop  will  address  the  three  key  components  in  developing  a  business  case  for  a 
company-wide  recognition  program.  Examine  the  areas  affected  by  a  recognition  program:  administration, 
employee  impact,  performance  improvement,  and  more. 

5  Kim  Smithson,  vice  president  of  performance  services,  Motivation  Online,  president,  NAER 


sponsored  by: 


Concurrent  Sessions  10:30  - 11:45  a.m. 

1  Best  Practices:  Prudential  Employee  Recreation  Association  (PERA)  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  Prudential®  Financial 
employee  services  at  Prudential  Employee  Recreation  Association  (PERA)  based  on  its  company  culture 
and  employee  demographics. 

2  Travel:  Trends,  Technology  and  Liability 

Tour  operators,  Internet  companies,  nonprofit  organizations,  and  corporate  America  are  using  travel  services  to  generate  revenue.  Find  out 
what  is  needed  for  offering  travel  services  to  your  employees. 

■  What  are  the  risks  and  liabilities? 

■  How  can  you  use  current  technology? 

■  What  online  travel  services  are  employees  using? 

This  exciting  session  will  teach  you  how  to  enhance  relationships  with  employees,  use  travel  as  a  company  fundraiser,  and  create  business 
partnerships  that  defer  the  costs  of  implementing  travel  programs. 

■  Mike  Daly,  director  of  business  development,  Collette  Vacations 


3  Identifying  New  Skills  for  Managing  Employee  Services 

We  are  in  the  midst  of  an  employee  services  explosion.  Today,  employee  services  encompasses  much  more  than  recreation  and  wellness.  It  may  be  time  to 
reassess  your  skills.  Based  on  ESM  Association's  latest  textbook,  Employee  Services  Management:  Concepts  and  Applications,  this  session  will  identify  the  key 
attributes  needed  to  succeed  in  employee  services.  Discover  new  options  for  continuing  your  education. 

Professor  Tom  Sawyer,  Ed.D.,  Department  of  Recreation  and  Sport  Management,  Indiana  State  University 

4  Impacting  the  Front  Line 

The  current  market  conditions  favor  employees  and  thus  greatly  challenge  both  the  recruitment  and  retention  efforts  of  employers.  Incredibly,  some 
executives  still  try  retaining  valued  employees  solely  through  pay  raises.  This  strategy  no  more  guarantees  employee  retention  than  a  slot  machine  guarantees 
a  jackpot.  This  workshop  will  present  an  employee  relations  plan  for  those  who  recognize  that  an  employee's  primary  reason  for  leaving  an  employer  is  not  simply 
salary  related. 

Karen  Rausch,  employee  services  manager,  Arizona  Diamondbacks  and  Phoenix  Suns 
Member  Appreciation  Lunch  12:00  -  1:30  p.m. 

All  conference  attendees  are  welcome  to  enjoy  the  Member  Appreciation  Lunch.  This  special  event  salutes  those  involved  with  employee  services.  The 
presentation  of  ESM  Association's  Awards  of  Excellence  will  include: 

■  Employer  of  the  Year 

■  Employee  Store  Award 

■  Research  Award 

■  New  Certification  Recognition 

Exhibit  Hall  Open  1:30  -  4:00  p.m. 

Strategic  Networking  Forums  4:15  5:45  p.m , 

Focus  your  peer  networking  to  companies  of  similar  employee  size.  Attendees  will  separate  into  two  groups:  employee  services  providers  working  at  companies 
with  1 ,000-5,000  employees  and  employee  services  providers  working  at  companies  with  over  5,000  employees.  These  two  groups  can  choose  from  the 
following  topics: 

■  Volunteer  Recruitment  ■  Facilities 

■  Staff  Management  ■  Trends  in  Employee  Associations 

Employee  service  providers  working  at  companies  with  less  than  1 ,000  employees  will  have  a  roundtable  discussion. 

Alan  Benedeck,  Alan  Benedeck  Associates 

Evening  Social  Function  6:30  p.m. 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Natchez  Steamboat/Jazz  Cruise  6:30  -  9:00  p.m. 

Take  this  Mississippi  river  excursion  upon  the  steamboat  Natchez  into  the  culture  and  lifestyle  of  New  Orleans.  Enjoy  a  Creole  dinner  buffet  and  a  performance  by 
a  Louisiana  jazz  ensemble. 

-includes  transportation 

2  Crescent  City  Nights  Tour  6:30  -  10:30  p.m. 

Start  the  evening  with  a  taste  of  Creole  cuisine  with  dinner  at  Tujague's.  After  visiting  two  French  Quarter  nightclubs,  end  your  evening  with  the  local  tradition  of 
Cafe  au  Lait  and  beignets  at  Cafe  Du  Monde. 

-includes  walking  tour 

3  Bally's  Lakeshore  Casino  Resort  Excursion  7:00  -  11:00  p.m. 

Bally's  Lakeshore  Casino  Resort  offers  high-limit  games  and  the  loosest  slots  in  New  Orleans.  Our  table  games  include  such  favorites  as:  blackjack,  roulette, 
craps,  baccarat,  Big  Six,  Caribbean  Stud  Poker,  and  Let  It  Ride. 

-includes  transportation 

* Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 


■  Eastwood  Award  for  Best  Overall  Employee  Program 

■  Innovative  Program  Award 

■  Chapter  Awards 

■  Exhibitor  Longevity  Awards 
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Concurrent  Sessions  -.5 

1  Best  Practices:  West  Group  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of 

employee  services  at  West  Group  based  on  its  company  culture  and  employee  demographics. 

GROUP 

ATWOMSOSOJMftWV 

2  Employee  Store  Automation 

Learn  how  to  assess  the  needs  of  your  organization  from  a  retail  perspective  and  make  stronger  automation  decisions.  This  session  i 


■  reducing  employee  training 

■  leveraging  hardware  and  software  standards 

Discover  how  to  reap  the  benefits  of  these  proven  automation  solutions. 

Peter  Catoe,  president  and  founder,  ECR  Software  Corporation 


controlling  costs  with  transaction  security 
increasing  the  return  on  your  investment 


3  Facilities:  To  Have  and  to  Have  Not 

The  future  of  employee  facilities  is  uncertain.  Budget  constraints  and  escalating  property  values  challenge  employee  services  providers  to 
justify  their  facilities.  This  session  is  a  necessity  for  those  with  facilities,  as  well  as  those  who  do  not  have  them  or  have  recently  closed  them. 
Learn  how  to  maximize  what  you  have  while  planning  for  the  future. 

m  Panel  TBA 

4  Health,  Mind,  Spirit,  and  Body 

Do  you  want  to  get  more  out  of  life?  The  confidence  and  motivation  required  to  fulfill  your  dreams  can  stem  from  how  you  perceive  your 
body.  Learn  simple  life  strategies  for  improving  body  shape,  job  performance  and  self-esteem. 

Emelina  Edwards,  fitness  trainer 

Genera!  Session  W2 L  am. 

Attitude:  The  Choice  Is  Yours 

Attitude,  not  aptitude,  determines  your  altitude  in  life.  Attitude  influences  happiness,  success  and  on-the-job  results.  Analyze  how  good,  bad  and 
ugly  attitudes  are  communicated,  and  learn  how  to  maintain  a  positive  attitude  in  a  negative  environment. 

a  Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 


Concurrent  Sessions  1 1:15  &m,  - 12:30  p.a& 

1  Best  Practices:  Litton  Laser  Systems  Employee  Services  Case  Study 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution 
of  employee  services  at  Litton  Laser  Systems  based  on  its  company  culture  and  employee  demographics. 


presented  by: 

Litton 

Laser  Systems 


2  Increasing  the  Value  of  Your  Service  Awards  Program  While  Decreasing  Your  Costs 

How  do  employees  want  to  be  recognized?  How  can  employee  recognition  be  maximized  while  simplifying  and  economizing  your  company's 
investment  of  time  and  money?  This  session  will  teach  you  how  to  develop  a  standardized  awards  program  that  will  appeal  to  employees 
while  decreasing  employer  cost. 

Connie  Argus,  CLU,  ChFC,  RHU,  manager  employee  &  community  programs,  Nationwide  Insurance 
Jackie  Sells,  employee  programs  supervisor,  Nationwide  Insurance 

3  Your  Employee  Services  Program:  Surviving  Turbulence 

What  would  happen  if  your  company  was  suddenly  acquired  by  another  corporation?  How  should  you  respond  to  a  sudden  change  in 
management  or  company  philosophy?  Corporations  occasionally  face  adversity,  and  employee  services  must  be  prepared  to  help 
employees  through  this  transition.  Are  your  policies  and  procedures  ready  to  be  scrutinized? 

it  Bob  Crunstedt,  CESM,  executive  director  Honeywell  Employee  Club  of  Minneapolis 
Ralph  Ferrara,  CESM,  manager,  employee  services,  General  Mills 
Phil  Hall,  CESM,  manager,  employee  services,  Compaq  Computer  Corporation 


4  Trends  in  Participatory  Sports 

When  it  comes  to  choosing  a  favorite  sport,  fitness  or  recreational  activity,  Americans  are  spoiled.  According  to  the  Sporting  Goods 
Manufacturers  Association,  there  are  more  than  1 00  activities  that  occupy  the  time  and  attention  of  workout  enthusiasts,  sports  lovers  and 


recreation  seekers.  Although  team  sports  have  been  popular  for  the  last  50  years,  research  has  shown  that  fitness,  outdoor,  extreme,  and  individual  sports  are 
exploding  in  popularity.  Learn  what  activities  will  be  popular  and  which  employees  will  be  participating  in  them. 

Mike  May,  director  of  communications,  Sporting  Goods  Manufacturers  Association 

Exhibit  Hail  Open 
Concurrent  Sessions 

1  Best  Practices:  PERA  Club-Salt  River  Project  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  employee  services 
at  PERA  Club-Salt  River  Project  based  on  its  company  culture  and  employee  demographics. 

2  The  Role  of  the  Leader 

Leadership  is  not  merely  being  in  a  position  of  power  over  subordinates.  Effective  leadership  involves  a  dynamic  relationship  between  leaders  (managers) 
and  followers  (employees).  Responding  to  the  changing  needs  of  your  organization  requires  effective  leadership  strategies.  This  interactive  workshop  will 
use  self-assessments  and  group  discussion  to: 

■  discover  the  personal  characteristics  and  qualities  needed  by  leaders 

■  develop  an  understanding  of  the  leader/follower  relationship 

■  meet  the  challenges  of  today's  team-oriented  workplace 

Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 

3  Reaching  Out:  Community  and  Employee  Volunteerism 

Corporations  understand  that  active  involvement  in  the  community  leads  to  successful  social  and  economic  growth.  Today's  volunteer  involves  personal 
politics  and  interests  in  his  or  her  efforts.  Companies  must  learn  to  provide  adequate  opportunities  for  their  employees  to  become  involved  in  local,  national 
and  international  volunteer  programs.  Learn  how  companies  such  as  Prudential  are  making  volunteer  programs  an  integral  component  of  their  employee 
services  programming. 

Mary  O'Malley,  vice  president,  community  resources,  Prudential 

4  Hot  Tips  for  Holiday  Parties  and  Picnics 

Are  you  ready  to  build  an  unforgettable  company  event?  This  session  will  provide  essential  tips  for  planning  and  implementing  special  events.  Hear  what 
themes  will  generate  employee  excitement.  Learn  how  to  carry  the  event's  theme  throughout  its  promotion,  decor,  entertainment,  giveaways,  menu,  and  more. 
Leave  this  session  energized  and  inspired  by  creative  and  innovative  ideas  that  can  be  implemented  immediately. 

Peggy  Kennedy,  Venue  Chicago  Event  Management 


Evening  Social  Function 

A  Night  in  New  Orleans 

Experience  the  unique  culture  of  New  Orleans  at  this  themed  social  function  at  the  Fairmont  Hotel.  The  evening  will  include  local  cuisine  and  entertainment. 
Share  one  more  night  of  fun  with  your  ESM  Association  peers. 


I 

april  12th 


Closing  General  Session  9:00  -  10:00  a.m. 

Diversity  in  Today's  Workplace:  What  You  Don't  Know 

What  you  don't  know  about  yourself  and  others.  Major  trends  in  the  workplace  and  what  you  should  know  about  them. 

ts  Mauricio  Velasquez,  president,  Diversity  Training  Group 


Closing  Brunch  10:00  a.m.  - 12:00  p.m. 

Come  join  the  fun  of  a  live  auction  benefiting  the  ESM  Association  Foundation.  Dozens  of  door  prizes  will  be  distributed  to  lucky  winners. 
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Full  Name  (Print) _  Nickname 

Position  _ _ _ _ _ 

Company  _  Number  of  Employees 

Address  _ _ .. _ 

City  _ _ _  State _  Zip  Code 

Phone  _  Fax  E-mail _ 


Is  this  your  first  National  Conference?  □  Yes  □  No 

□  Please  check  if  you  have  a  disability  and  require  special  services.  Attach  a  description  of  your  needs. 
Payment  method:  □  Check  (payable  to  ESM  Association) 

□  Visa  □  Mastercard  □  American  Express  □  Discover 

Credit  card  number _ „ _ Exp.  Date 


REGISTRATION  FEES:  PLEASE  CIRCLE  YOUR  CHOICE  AND  INDICATE  THE  TOTAL  AMOUNT  ENCLOSED. 


Conference  Registration  Categories 

Cost 

Prior  to  3/1/01 

Cost 

After  3/1/01 

ESM  Association  Organization  Member 

Chapter,  General,  Individual 

$545 

$570 

Multiple  Attendee  Discount  Two  or  more 

ESM  Association  Members  from  the  same  location 

$495 

$520 

Non-Member  Organization 

$620 

$670 

Associate/Supplier  Non-Exhibiting 

$865 

$890 

College  Student 

$160 

$185 

Retired  ESM  Association  Member 

$125 

$125 

One-day  Registration 

$  Idav  rate)  X  (number  of  days)  = 

Check  dates  of  attendance  O  4/9  □  4/10  □  4/11  □  4/12 

$220 

$245 

TOTAL:  S 


Submit  a  separate  registration  form  for  each  person.  Duplicate  copies  of  this  form  will  be  accepted. 


Advance  registration  will  not  be  accepted  without  full  payment.  Mail  payment  and  registration  form  to:  ESM  Association 
Headquarters,  221 1  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371;  or  fax  the  registration  form  with  your  credit  card  information  to 
ESM  Association  at  (630)  368-1286.  If  you  have  a  question,  please  call  (630)  368-1280. 

Cancellation:  Full  registration  will  be  refunded  if  written  cancellation  notification  is  postmarked  on  or  before  3/1/01 .  After  that 


date,  a  refund  is  not  guaranteed. 

All  room  reservations  must  be  made  directly  with  The  Fairmont  Hotel  by  calling  (800)  635-4440.  State  that  you  are  part  of  the 
ESM  Association  Conference.  The  ESM  Association  Conference  room  rate  at  The  Fairmont  Hotel  is  $149  per  night  (single  or 
double  occupancy).  Our  room  block  is  limited.  To  insure  room  rate  and  availability,  please  make  reservations  before  March  1, 2001. 
Children  under  16  will  only  be  allowed  in  the  Exhibit  Hall  on  Wednesday,  4/11/01. 


FOR  OFFICE  USE  ONLY 
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online  in  the  Member  Resources  Section  of  vwwv.esmassn.org. 


Logging  on 

Accessing  the  new  online  Member  Resources  Section  is  simple.  Just  log  on  to 
www.esmassn.org  and  click  on  the  Member  Resources  Section  button.  You  will  be  asked 
to  provide  an  access  code*  that  includes  your  five-digit  member  number  and  last  name. 
Look  for  your  member  number  on  the  mailing  label  of  this  issue. 


Roginning  with  the  September  2000  issue,  ESM  Magazine’s  Keynotes 
and  Buyer’s  Guide  Update  departments  will  be  exclusively  available 


Keynotes  , _ 

Click  on  the  Keynotes  button  for  the  latest  workplace  trends.  Keynotes  provides 
employee  services  managers  with  short  articles  detailing  work  issues,  quick  tips, 
statistics  and  quotes.  Use  this  information  to  get  organized,  learn  new  concepts  and 
justify  your  programs  to  management.  The  new  online  format  also  allows  you  to  view 
an  archive  of  previous  Keynotes  articles. 

Buyer's  Guide  Update  _ 

Click  on  the  Buyer's  Guide  button  to  obtain  a  monthly  listing  of  new  National 
Associate  Members,  including  their  contact  information  and  product  descriptions.  Then, 
view  the  entire  online  Buyer's  Guide  for  a  complete  listing  of  products  and  services  to 
meet  your  outsourcing  needs. 


Also  in  the  Member  Resources  Section: 

•  Membership  Directory  •  Benchmarking  •  ESM  Foundation  Monographs 
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2211  York  Rd.,  Ste.  207  •  Oak  Brook,  IL  60523-2371 
(630)  368-1280  •  FAX  (630)  368-1286  •  esmahq@esmassn.org  •  www.esmassn.org 


Access  codes  are  only  available  to  ESM  Association  members.  Member  numbers  expire  with  membership.  Unauthorized  use  is  prohibited. 


Why  you  cannot  afford  to  miss  Employee  Services  Management 
(ESM)  Association’s  60th  Annual  Conference  &  Exhibit 


An  employee  services  job  is  a  little  harder  to  come  by  than  the  typical 
management  position.  Not  all  companies  see  employees  as  their  best 
and  most  valuable  assets.  Those  that  do,  understand  why  employees 
deserve  programs  that  help  balance  work  and  personal  life.  Companies  with 
employee  services  programs  are  usually  ahead  of  the  game  in  recruiting  and 
retaining  top  talent.  They  also  pay  close  attention  to  how  each  department 
impacts  the  bottom  line.  Thus,  employee  services  managers  must  learn  to 
speak  the  same  language  as  upper  management  and  position  employee  ser¬ 
vices  programs  as  a  consistent  benefit  to  the  company. 


Why  attend  our  conference? 

Hundreds  of  conference  brochures  come  across  your 
desk  each  year;  budgets  are  tight;  and  the  Internet  has 
opened  the  door  to  a  library  of  free  information.  So 
why  attend  ESM  Association's  60th  Annual  Conference 
&  Exhibit?  The  day  will  come  when  you  must  prove 


that  your  program,  and,  in  some  cases,  your  position, 
have  a  positive  impact  on  the  organization — and  you 
better  be  prepared.  In  today's  tight  labor  market,  it  is 
likely  you  will  be  required  to  justify  the  financial  sig¬ 
nificance  of  all  programming  ideas. 
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Learn  cutting-edge  approaches  to  recruitment  and  retention 
at  ESM  Association's  Annual  Conference  &  Exhibit. 


"Business  as  usual"  is  a  phrase  of  the  past.  Today's 
employee  services  providers  must  keep  their  programs 
fresh,  employees  satisfied  and  eyes  focused  on  the  bot¬ 
tom  line.  To  gain  the  attention  of  upper  management, 
ESM  Association  members  use  creative  techniques  for 
positioning  employee  services  programs  as  solutions  to 
recruitment  and  retention  problems,  low  morale  and 
high  absenteeism.  They  learn  to  effectively  communi¬ 
cate  their  approach  by  attending  ESM  Association's 
Annual  Conference  &  Exhibit.  The  bottom-line  benefits 
of  this  event  make  it  worth  including  in  the  budget. 


your  programs,  ESM  Association's  Annual 
Conference  &  Exhibit  is  the  place  to  be.  The  con¬ 
ference  session  materials  alone  will  save  untold 
hours  of  research  and  benchmarking. 

Network  with  experienced  managers  in  the 
Best  Practices  Concurrent  Sessions.  This  new 
track  will  present  case  studies  of  ESM 
Association  Members,  each  with  different  corpo¬ 
rate  cultures  and  employee  demographics.  Listen 
to  their  experiences,  learn  from  their  triumphs 
and  mistakes,  and  note  their  advice  as  they  share 
how  they  made  history  at  their  companies.  You 
will  acquire  turn-key  programming  ideas  to  pre¬ 
sent  to  staff  and  management. 

Conference  attendees  can  network  with  peers 
from  companies  of  similar  size,  programming 
and  goals  during  the  Strategic  Networking  Forums. 
Conducted  as  roundtable  discussions,  specific  employ¬ 
ee  services  topics  and  peer  questions  will  be 
addressed.  Forum  facilitators  will  also  provide  hand¬ 
outs  with  additional  information  on  such  topics  as  vol¬ 
unteer  recruitment,  staff  management,  facilities, 
work/life  programs,  and  much  more. 

Samples  of  printed  materials  created  by  employee 
services  managers  to  promote  their  programs  will  be 
available  at  ESM  Association's  Creativity  Center.  Find 


A  simple  way  to  remain  in  the  loop 

The  best  technique  for  retaining  employee  interest  in 
employee  services  is  to  constantly  adapt  programs  to  fit 
their  needs.  Yet,  keeping  up  on  the  latest  trends  in  the 
field  can  be  time-consuming  when  you  must  turn  to 
multiple  sources  for  information.  ESM  Association's 
Annual  Conference  &  Exhibit  provides  the  resources 
you  need  to  do  your  job  better.  It  is  the  only  conference 
where  "The  10  Components  of  a  Well-Rounded 
Employee  Services  Program"  are  discussed  in  one  loca¬ 
tion.  Conference  sessions  explain  how  to  implement 
new  programs,  improve  existing  ones  and  position 
employee  services  as  techniques  for  keeping  employ¬ 
ees  productive  and  content.  Move  ahead  of  the  com¬ 
petition  with  timely  information  on  workplace  trends, 
and  learn  which  programs  best  fit  your  corporate  cul¬ 
ture.  Speaker  handouts  provide  statistics,  formulas  and 
success  stories  to  take  back  to  the  office  and  apply 
directly  to  your  work. 

Tools  you  need  to  succeed 

When  looking  for  tidbits  of  information,  the  Internet 
may  provide  immediate  gratification.  However,  when 
you  need  a  quantity  of  pertinent,  hands-on  infor¬ 
mation  and  answers  to  specific  questions  pertaining  to 


The  10  Components 
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Are  you  responsible  for  any  of  the 
following  employee  services?  If  so, 
ESM  Association's  Annual  Confer¬ 
ence  &  Exhibit  is  for  you! 


Employee  Stores 
Community  Services 
Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
Special  Events 
Travel  Services 
Voluntary  Benefits 
Wellness 


WOTFT  — 
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Research  outsourcing  companies  in  the  Exhibit  Hall. 


new  approaches  to  employee  ser¬ 
vices  brochures,  calendars,  news¬ 
letters,  flyers  and  more,  in  this 
area  containing  invaluable  idea¬ 
sharing  resources. 

The  Exhibit  Hall  is  your  interac¬ 
tive  resource  guide  to  over  150 
outsourcing  companies.  Look  to 
our  Exhibitors  for  assistance  with 
the  management  of  outsource 
projects  like:  convenience  ser¬ 
vices,  event  planning,  recognition 
awards,  logo  items,  travel  plan¬ 
ning,  and  more.  To  maximize  this 
experience,  share  your  business 
objectives  with  suppliers  while 
picking  up  their  informational 
brochures  and  business  cards  at 
the  exhibit  booths. 

Take  the  opportunity  to  seek 
advice  from  employee  services  experts  about  achiev¬ 
ing  your  goals.  Before  you  leave  for  New  Orleans, 
LA,  schedule  to  meet  with  peers  and  suppliers  one- 
on-one  at  the  conference. 

Biggest  bang  for  your  buck 

ESM  Association  realizes  that  most  employee  ser¬ 
vices  providers  must  obtain  permission  to  attend 
our  conference.  To  make  this  task  easier,  we  keep 
the  conference  registration  fee  well  below  the 
industry  norm.  The  conference  fee  for  an 
Organizational  Member  to  attend  ESM  Assoc¬ 
iation's  58th  Annual  Conference  &  Exhibit  was  53 
percent  less  than  conference  fees  of  other  human 
resource-related  organizations,  according  to  the 


Network  with  peers  between  sessions. 


2000  COHRMA  Survey,  conducted  by  the  Council 
of  Human  Resource  Management  Associations 
(COHRMA),  a  national  group  of  chief  staff  officers 
of  human  resource-related  nonprofit  associations. 

Your  investment  will  more  than  pay  for  itself  when 
you  improve  your  employee  services  programs 
with  new  concepts  learned  at  the  conference.  Clay 
Clark,  manager,  office  services,  Rolls-Royce  Corp., 
Indianapolis,,  IN,  did  just  that  after  attending  ESM 
Association's  Annual  Conference  &  Exhibit.  For  over 
15  years,  the  goal  of  his  company  store  was  to 
achieve  $300,000  in  total  sales.  As  a  result  of  imple¬ 
menting  ideas  he  learned  while  attending  the  confer¬ 
ence,  Clark  was  able  to  increase  the  sales  volume  of 
his  company  store  by  100  percent  over  a  two-year 
period.  In  1999  alone,  the  store's  total  sales  went 
from  $285,000  to  $425,000.  "My  company's  invest¬ 
ment  in  ESM  Association's  Annual  Conference  & 
Exhibit  has  been  repaid  many  times  over,"  he  says. 

When  you  consider  the  time  saved  researching 
products  and  services,  the  discounts  received  as  an 
ESM  Association  Member,  and  the  reduction  of 
recruitment  and  retention  costs  resulting  from  ideas 
obtained  at  ESM  Association's  Annual  Conference  & 
Exhibit,  you  cannot  afford  to  miss  it. 

The  motivation  to  make  a  difference 

Upon  arrival  at  ESM  Association's  Annual 
Conference  &  Exhibit,  there  is  a  very  real  and  notice¬ 
able  difference  in  the  atmosphere  of  this  event  com¬ 
pared  to  other  educational  seminars.  Our  members 
form  a  special  bond  that  generates  contagious  enthu- 
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siasm.  ESM  Association  Members  are  a  down-to- 
earth  and  welcoming  group,  with  open  minds  and 
generous  hearts.  When  you  ask  an  ESM  Association 
Member  for  advice,  you  are  likely  to  learn  more  than 
you  anticipated. 

Conference  speakers  are  very  knowledgeable  and 
approachable,  with  a  genuine  passion  for  the  profes¬ 
sion.  You  will  walk  away  from  sessions  with  a  fresh 
approach  to  work  and  a  new  appreciation  for  the 
employee  services  field.  The  overall  experience  will 
remind  you  of  the  wonderful  role  you  play  in  helping 
employees  balance  work  and  personal  life. 

It's  up  to  you 

You  should  attend  ESM  Association's  Annual 
Conference  &  Exhibit  if  you  are  responsible  for  any  of 
"The  10  Components  of  a  Well-Rounded  Employee 


Services  Program."  Presidents,  CEOs,  employee  ser¬ 
vices  providers,  human  resource  managers,  work/life 
professionals,  and  others  will  benefit  from  this  event. 
Learn  to  approach  employee  services  with  an  eye  for 
the  bottom  line,  thereby  proving  to  management  time 
and  again  that  employee  services  programs  are 
invaluable  to  your  company  and  a  mainstay  in 
corporate  America.  See  page  21  for  detailed  descrip¬ 
tions  of  conference  sessions  and  to  register.  Visit 
www.esmassn.org  for  conference  updates.  esm 

Renee  M.  Mula  is  the  editor  of  ESM  Magazine,  publish¬ 
ed  by  Employee  Services  Management  (ESM)  Association, 
Oak  Brook,  IL.  You  may  reach  her  at  (630)  368-1280 
or  reneemula@esmassn.org. 


Breckenridge  Condo 

2  bedroom  condo  at 
Park  Place,  Cimmarron. 

Based  on  quad  occupancy  in  a  2  bedroom/  2  bath.  Does  not  include  tax 
or  surcharge.  Based  on  availability,  some  restrictions  may  apply. 
Available  Sunday  -  Friday  in  March  2001.  Additional  rates  available. 


All  prices  are  per  person.  Based  on  quad  adult  occupancy  in  a  2-bedroom  condominium.  Additional  rates  available.  For  all  packages  there  is  limited  avail¬ 
ability  and  inventory.  Not  all  properties  participate  in  all  packages  and/or  for  all  dates.  Rates  may  not  be  available  on  all  dates  or  for  all  lengths  of  stay. 
Surcharges  and  taxes  additional.  Other  restrictions  may  apply.  These  offers  cannot  be  combined  with  any  other  discounts  or  special  offers.  Call  for  details. 


MARCH  MIDWEEK  PACKAGE 

STAY  5  NIGHTS,  SKI  4  DAYS,  SUNDAY  THROUGH  FRIDAY  PACKAGES 


IB 

mH  W  T  ocated  in  a  historic  Victorian 
■■V®  1  j mining  town,  Breckenridge 

BRECKENRIDGE  0ffers  expansive  terrain  on  four 
peaks,  fun  events  and  some  of  Colorado's  best  vacation 
variety  and  value.  Advanced,  intermediate  and  beginner 
skiers  and  snowboarders  will  love 
the  peak-to-peak  terrain  and 
diverse  nightlife  in  picturesque 
Breckenridge. 


To  request  immediate  information, 

call  888.521.SNOW 

or  visit  us  at:  www.breckenrxdge.coni 
Please  mention  your  ESM  membership. 
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Ip  I  justify  work/life  programs  to  management 
;gal  issues  are  involved  with  employee  associate 

ere  can  I  find  information  about  starting  an 
eldercare  referral  service? 


You  Have  Questions, 

ESM  Association  Has  Answers 


ESM  Association’s  Research  Assistance 

Whether  you  desire  information  to  justify  your  eldercare  program,  the  most  recent 
statistics  on  recruiting  and  retaining  employees  or  sample  newsletters  and 
brochures,  ESM  Association  has  the  facts,  figures  and  samples  necessary  for  your 
next  business  meeting,  presentation  or  year-end  report. 


ESM  Association’s  Advice  Service 

ESM  Association’s  staff  is  available  to  assist  members  with  special  requests.  Just 
call,  e-mail  or  fax  your  topics  of  interest  and  you  will  be  paired  with  one  of  out- 
knowledgeable  Member  Seivices  representatives.  Our  staff  will  save  you  time  by 
immediately  connecting  you  with  the  resources  you  need. 


Human  resource  professionals  are  recognized 

for  contributions  to  the  field 

The  National  Academy  of  Human  Resources  (NAHR),  Santa  Fe,  NM, 
recently  announced  its  ninth  class  of  Fellows,  an  honor  considered  most 
prestigious  in  the  field  of  human  resources.  The  11  Fellows  named  to  the 
2000  class  represent  a  wide  range  of  professional  backgrounds  and  are 
among  the  field’s  top  practitioners  and  scholars. 

“The  new  class  of  Fellows  continues  our  tradition  of  recognizing  the  nation’s 
top  human  resource  leaders,”  says  Harold  W.  Burlingame,  chair  of  the  NAHR 
and  executive  vice  president,  AT&T.  “The  contributions  of  these  leaders,  to 
their  organizations,  our  country  and  the  profession,  are  well  recognized  and 
appreciated  by  their  peers.” 


Class  of  2000 

Announcing  NAHR's  2000  Class  of  Fellows: 

•  Kathleen  S.  Barclay,  vice  president,  global  human 
resources,  General  Motors  Corp. 

•  Ram  Charan,  consultant 

•  Michele  S.  Darling,  executive  vice  president,  cor¬ 
porate  governance  and  human  resources,  Prudential 

•  Steven  R.  Hill,  senior  vice  president,  human 
resources,  Weyerhaeuser  Co. 

•  R.  Kenneth  Hutchinson,  vice  president,  human 
resources,  University  of  Missouri  System 


•  Bert  W.  Levan,  retired  vice  president,  human 
resources,  Shell  Oil  Co. 

•  Alfred  Little,  Jr.,  vice  president,  human  resources 
and  environmental  health  and  safety,  Newport 
News  Shipbuilding 

•  Robert  B.  McKersie,  Ph.D.,  Sloan  Fellows  Society 
of  Management,  Emeritus,  Sloan  School, 
Massachusetts  Institute  of  Technology 

•  Noel  M.  Tichy,  professor,  organizational  behavior 
and  human  resource  management,  University  of 
Michigan  Graduate  School  of  Business 
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High  Honors 


The  NAHR's  2000  Class  of  Fellows  are  (from  left  to  right!:  Robert  B  McKersie,  Ph.D.,  Kathleen  S.  Barclay,  Steven  R.  Hill, 
Noel  M.  Tichy,  Sheila  W.  Wellington,  Alfred  Little,  Jr.,  John  Calhoun  Wells,  Ph.D.,  Bert  W.  Levan,  Michele  S.  Darling,  Ram 
Charan,  and  R.  Kenneth  Hutchinson. 


•  Sheila  W.  Wellington,  president,  Catalyst 

•  John  Calhoun  Wells,  Ph.D.,  president,  Wells 
and  Co. 

Academy  members  select  Fellows  based  upoth 
achievements,  sustained  excellence  and  contributions 
to  the  broad  field  of  human  resources.  Fellows  reprer 
sent  a  variety  of  public,  private  and  nonprofit  organizal- 
tions.  In  addition  to  human  resource  practitioners,  can¬ 
didates  eligible  for  NAHR  Fellowship  include  any  con¬ 
tributors  to  the  field  who  warrant  peer  recognition!, 
such  as  scholars,  lawyers,  journalists,  association  exec¬ 
utives,  and  consultants. 

I 

Distinguished  Fellows 

Through  Academy  Foundation-sponsored  educationj- 
al  programs  and  research  projects,  NAHR  expands  the 
knowledge  base  and  supports  the  achievements  of 
human  resource  professionals.  The  Academy  annually 
recognizes  individuals  and  institutions  in  human 
resources  for  sustained  outstanding  professional 
achievement  and  contributions  to  the  field.  Since  its 


inception  in  1992,  the  NAHR  has  honored  87  human 
resource  professionals  as  Fellows.  This  year,  the 
Academy  has  named  the  following  individuals  as 
Distinguished  Fellows,  NAHR's  highest  honor: 

•  Madelyn  Pulver  Jennings,  retired  senior  vice 
president,  personnel,  Gannett  Co.,  Inc.  (1998, 
Fellow  Class  of  1 992) 

•  Howard  V.  Knicely,  executive  vice  president, 
human  resources  and  communications,  TRW  Inc. 

(1 997,  Fellow  Class  of  1 992) 

•  Walton  E.  Burdick,  retired  senior  vice  president, 
personnel,  IBM  Corp.  (1995) 

•  The  Honorable  John  T.  Dunlop,  Harvard  professor 
and  former  U.S.  secretary  of  labor  (1994) 

•  William  Emerson  Brock,  former  U.S.  senator  and 
secretary  of  labor  (1 993) 

•  Frank  P.  Doyle,  retired  executive  vice  president, 

Generali  Electric  (1992).  esm 


For  more  information,  contact  William  Stewart  Johnson, 
president,  NAHR,  at  (505)  983-5603  or  NAHRHq@aol.com. 


i  36 
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Work  Life 


By  Michael  P.  Scott 

Children  under  the  weather 

Meeting  sick  and  emergency  childcare  needs 


It  is  Monday,  6  a.m.,  and  Michelle  is  up  busily  preparing  for  the  day.  It  is  crit¬ 
ical  the  day  get  off  to  a  good  start,  since  her  work  calendar  is  filled  with 
one  meeting  after  another.  Michelle  and  her  husband  get  ready  for  work 
and  prepare  to  get  their  two  young  sons  ready  to  go  as  well.  “Wake  up, 
Jared.  Wake  up,  Paul.  It’s  time  to  get  ready  for  school,”  Michelle  says.  Out  of 
Jared’s  mouth  come  the  words  that  every  working  parent  fears:  “Mom,  I 
don’t  feel  well.”  In  the  home  of  two  working  parents,  the  decision  of  who  is 
going  to  stay  home  with  the  sick  child  can  become  the  source  of  major 
stress.  For  a  single  parent,  this  situation  can  be  a  nightmare. 


Companies  nationwide  have 
established  a  variety  of  programs 
to  address  this  issue.  Some  compa¬ 
nies  offer  sick/emergency/backup 
childcare  where  children  can  go  if 
a  sitter  is  sick,  it  is  a  school  holiday 
or  the  child  is  mildly  ill  and  cannot 
go  to  group  daycare.  There  are  sev¬ 
eral  options  to  consider  when 
structuring  this  program. 

Fulfilling  a  need 

The  American  Medical  Assoc¬ 
iation,  Chicago,  IL,  reports  the  typ¬ 
ical  child  is  sick  from  6-10  times  a 
year  for  an  average  of  3-9  days 
each  occurrence.  According  to  a 
recent  Working  Mother  magazine 
survey,  working  mothers  say  a  sick 
child  creates  the  worst  possible 
conflict  between  work  and  family 
responsibilities.  The  impact  of 
establishing  a  sick  and  emergency 
childcare  initiative  can  be  enor¬ 
mous.  Of  all  the  family-friendly 
programs  offered,  this  is  one  of  the 
easiest  to  justify  to  senior  manage¬ 


ment  due  to  substantial  bottom- 
line  payoffs  and  the  company's 
resultant  reputation  as  a  quality 
employer.  In  this  regard,  a  sick 
childcare  program  can  serve  as  a 
strategic  tool  for  companies  seek¬ 
ing  to  recruit  and  retain  the  best 
and  the  brightest. 

Be  prepared 

Consider  the  following  tips  when 
establishing  a  sick/emergency 
childcare  program. 

1.  Collaborate  with  area  em¬ 
ployers.  Sick  childcare  can  be 
expensive.  The  cost  for  a  company 
to  run  a  free  standing  facility 
exclusively  for  backup  childcare 
can  be  significant.  At  the  same 
time,  the  cost  for  parents  to  pur¬ 
chase  sick  childcare  slots  through 
a  community  facility  is  also  high. 
These  slots  are  not  easy  to  obtain 
with  short  notice,  either.  To  help 
employees  in  a  bind,  the  company 
can  purchase  slots  in  advance  for 
parents  to  use  as  needed.  But, 


when  some  slots  go  unused,  the 
company  loses  out.  Companies  sit¬ 
uated  in  corporate  parks  have 
evaded  this  issue  by  partnering 
with  nearby  businesses  and  subsi¬ 
dizing  the  cost  of  sick  care  slots. 

2.  Partner  with  a  local  hospital. 
"Because  hospitals  already  have 
all  of  the  resources  necessary  to 
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provide  adequate  care,  we  found 
this  to  be  a  simple  and  successful 
way  to  offer  sick  childcare,"  says 
Shelly  Sanford,  occupational 
health  wellness  specialist,  Roche 
Diagnostics,  Indianapolis,  IN.  For 
example,  the  Community  Hospital 
of  Indianapolis  has  developed  a 
daycare  program  for  sick  children 
called  Parents  in  a  Pinch.  Staffed  by 
pediatric  clinical  technicians  and 
supervised  by  a  team  of  nurses,  the 
cost  for  care  is  only  $5  per  hour. 

3.  Provide  options.  Parents  are 
rightfully  selective  when  choosing 
a  sick  childcare  provider.  Some 
may  not  want  a  care  provider  in 
their  home,  while  others  may  not 
want  their  sick  child  to  leave  the 
house,  and  still  others  may  not 
want  to  expose  their  children  to 
other  illnesses  so  prevalent  in  a 
group  setting.  Therefore,  it  is 
important  to  offer  options.  "We 
offer  employees  options  via  a  list 
of  home-based  providers  in  the 
area  that  are  available  when  an 
employee  is  in  a  bind,"  says  Randy 
Schools,  CESM,  president,  Recre¬ 
ation  and  Welfare  Program, 
National  Institutes  of  Health, 


Bethesda,  MD.  Jack  Poll,  recre¬ 
ation  and  fitness  manager,  SAS 
Institute,  Cary,  NC,  says  his  com¬ 
pany  offers  unlimited  family  sick 
leave  with  no  set  number  of 
days.  The  company  has  also 
been  known  to  excuse  time  off 
for  serious  and  unusual  sick 
childcare  occurrences. 

4.  Market  the  program.  I  was 
recently  involved  in  a  work/life 
focus  group  discussion  with  a 
group  of  employees.  During  the 
session,  an  employee  complained 
about  her  company's  sick  child¬ 
care  program.  Although  she  had 
never  used  the  program,  she  had 
based  her  perceptions  on  hearsay. 
Fortunately,  another  participant 
had  a  very  positive  experience  and 
set  the  record  straight.  Remember 
your  best  marketers  are  satisfied 
users.  Take  advantage  of  every 
opportunity  to  get  testimonials  and 
then  use  them  in  promotional 
materials.  Utilize  open  houses, 
benefits/wellness  fairs  and  brown 
bag  seminars  to  convey  the  impor¬ 
tant  message  of  the  value  of  your 
sick  child  services. 


Education 
and  planning 

Employee  services  can  play  a 
vital  role  in  anticipating  home/life 
emergencies.  A  wide  variety  of 
options  exist,  from  informal  sys¬ 
tems  that  encourage  employees  to 
swap  hours,  to  educational  pro¬ 
grams  that  teach  managers  and 
supervisors  how  to  respect  em¬ 
ployee  choices,  to  the  develop¬ 
ment  of  a  list  of  backup  childcare 
providers  in  anticipation  of  future 
sick  care  occurrences.  Whatever 
direction  you  take,  remember  to 
be  proactive,  for  an  ounce  of 
preparation  is  far  better  than  a 
frustrated  employee.  esm 


Michael  P.  Scott  is  a  regular  colum¬ 
nist  for  ESM  Magazine  and  the  author 
of  the  book  Catch  Your  Balance  and 
Run:  Proven  Life  Management  Strate¬ 
gies  to  Assist  You  in  Today's  Fast-Paced 
World.  He  can  be  reached  at 
power2u@ix.netcom.com. 
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ESM  Association's  60th  Annual  Conference  &  Exhibit 

Employee  services  are  popular  now  more  tl 
ever  because  corporations  realize  the  direct  imp 
they  have  on  the  bottom  line.  By  attending  E 
Association's  60th  Annual  Conference  &  Exhibit,  \ 
can  learn  to  implement  and  grow  employee  servi 


on,  e 
■vents, 
loyee 


programs  that  will  help  recruit  and  retain  worker; 

For  the  last  seven  decades,  ESM  Associatic 
Annual  Conference  &  Exhibit  has  brought  toget 
quality  speakers,  timely  subjects  and  innovai 
products  and  services  for  the  benefit  of  our  memb 
The  Fairmont  Ftotel,  New  Orleans,  LA,  promise; 
be  a  great  venue  for  learning  about  new  progrs 
and  services  as  well  as  networking  with  E 


more 


The  ESM  Association  Board  of  Directors  met  at  the  Wyndham 
Drake  Hotel  in  Oak  Brook,  IL,  on  October  28,  2000.  After  a  year  of 
transition  as  well  as  financial,  structural,  and  programming  challenges, 
ESM  Association  hired  Rick  Dorman,  president/CEO,  Catalyst  Croup  of 
Alexandria,  VA,  to  conduct  a  Needs  Assessment  Survey  of  our  mem¬ 
bership  that  would  indicate  strengths  and  weaknesses  of  the  organiza¬ 
tion.  Using  the  survey's  results  as  a  starting  point,  the  Board  of 
Directors  reviewed  current  programs  and  began  to  evaluate  new 
avenues  for  future  success. 

The  Board  approved  a  motion  by  Joe  Kopinski,  CESM,  to  suspend 
the  member  Certification  Program  until  further  notice.  The  program  is 
being  thoroughly  reviewed  and  new  criteria  is  being  developed  to 
reflect  the  skills  required  of  today's  effective  employee  services 
provider.  Members  who  had  requested  and  received  certification  tests 
prior  to  the  Fall  Board  Meeting  will  be  certified  under  the  previous  pro¬ 
gram  structure  upon  passing  the  test.  Newly  certified  members  will  be 
honored  at  the  Member  Appreciation  Luncheon  at  ESM  Association's 
60th  Annual  Conference  &  Exhibit. 

A  motion  by  Bud  Fishback,  CESM,  was  approved  to  appoint  Cindy 
Jameson,  CESM,  Time  Warner  Communications,  as  President-Elect  and 
reappoint  Kopinski,  Mary  Lou  Panzano,  RVESRA,  and  Denise  Staudt, 
CESM,  as  Directors  at  Large.  Richard  Stubbs,  RVESRA,  Bath  Iron 
Works,  Wiscasset,  ME,  will  replace  retiring  board  member  Quintin 
Cary,  CESM,  as  Northeast  Region  National  Director.  Betsy  Long,  Betsy 
Long  &  Associates,  Sunnyvale,  CA,  will  replace  retiring  board  member 
Dale  Shafer,  CESM,  as  Western  Region  National  Director.  Patricia 
Claassen,  Employee  Printing  Services,  Bedford  Park,  IL,  will  replace 
Craig  Batten  as  Associate  Member  Representative.  Patrick  B.  Stinson, 
executive  director,  ESM  Association  Headquarters,  Oak  Brook,  IL, 
thanked  outgoing  Board  members  Batten,  Cary  and  Brenda  Robbins, 
CESM,  for  their  participation  and  contributions  during  their  tenure. 


Caiendai 

February  1 5-1 8,  2001 
Winter  Board  of 
Directors  Meeting 
The  Fairmont  Hotel, 

New  Orleans,  LA 

April  6-7,  2001 
Spring  Board  of 
Directors  Meeting 
The  Fairmont  Hofei, 

New  Orleans,  LA 


April  8-12,  2001 
ESM  Association's  60th  Annual 
Conference  &  Exhibit 
The  Fairmont  Hotel, 

New  Orleans,  LA 


September  5-9,  2001 
ESM  Association's  Western 
Region  Conference  &  Exhibit 
Cameiback  Inn  Marriott, 

Scottsdale,  AZ 
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Westgate  Resorts  offer : 

Studio,  1,  2,  3,  &  4  Bedroom  Villas 
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Numerous  Children's  Pools 
Whirlpools 
Watersports 


Choose  any  of  our  Westgate  Resorts  and  you 
will  have  the  vacatlon  experience  of  a  lifetime! 


Sand  Volleyball  ' 

Basketball 

Bicycles  r 

Video  Arcade 

Fishing;  Lake  .  ■ 

Shuffteboand 
Children’s  Playground 
Restaurants,  Pool  Bars,  &  Delis 
Family  and  Children’s  Scheduled  Activities 


for  both 

Orlando  and  Kissimmee 
locations I 
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questions.  Many  organizations 
provide  a  written  job  description, 
yet  even  the  most  thorough  docu¬ 
ments  invariably  leave  something 
out.  Go  over  your  expectations 
point-by-point 
until  new  hires 
understand  and 
feel  comfortable 
with  them. 

3.  Qualifications 
do  not  automati¬ 
cally  equal  suc¬ 
cess.  Just  because 
a  new  employee 
is  well-qualified 
does  not  mean 
he  will  immedi¬ 
ately  take  to  the 
new  job.  A  new 
hire  may  be  tre¬ 
mendously  strong 
in  one  area  (i.e., 
planning)  but 
weaker  in  anoth¬ 
er  area  (i.e.,  com¬ 
munication)  that  is  just  as  critical 
to  success  in  the  new  position. 
Watch  for  signs  of  inexperience 
and  immediately  begin  coaching 
the  employee  on  how  to  solve 
these  problems. 

4.  Spell  out  important  points 
about  business  goals  and  company 
dynamics.  Thoroughly  discuss 
business  goals  and  corporate  cul¬ 
ture.  Be  sure  to  cover  such  big-pic¬ 
ture  topics  as  overall  strategy,  mar¬ 
ket  share  and  projections  for  the 
company's  future.  Never  assume 
new  hires  already  know  the  basics, 
even  if  they  have  been  transferred 
from  another  division  of  the  same 
company.  Knowledge  and  culture 
differ  from  department  to  depart¬ 
ment.  It  is  better  to  address  these 
issues  at  the  beginning  than 
assume  your  new  hire  will  ask 
about  them  or  pick  them  up 
through  trial  and  error,  which  can 
be  dangerous. 


5.  Help  new  employees  nurture 
the  network.  Explain  the  structure 
of  the  organization  and  who  will 
affect  the  job.  Identify  subordi¬ 
nates,  major  clients  and  the  people 


to  whom  the  new  employee 
should  report.  The  employee's  suc¬ 
cess  will  likely  hinge  on  the  ability 
to  form  a  strong  business  network. 
Be  open  about  difficult  personali¬ 
ties,  and  offer  specific  suggestions 
for  building  solid  relationships 
with  key  people. 

6.  Be  honest  about  potential  pit- 
falls  and  past  mistakes.  Most  orga¬ 
nizations  avoid  revisiting  past  fail¬ 
ures,  yet  these  are  often  the  most 
valuable  learning  experiences.  Talk 
with  new  hires  about  former 
employees  who  quit  or  were  fired 
and  explain  what  went  wrong  and 
why.  If  necessary,  review  your 
notes  from  past  exit  interviews.  If 
you  do  not  hold  exit  interviews, 
start  now.  Companies  that  learn 
from  their  mistakes  are  less  likely 
to  repeat  them. 

7.  Hold  regular  assimilation  re¬ 
views.  The  "honeymoon  period" 
lasts  about  six  months.  During  that 


Peter  Cairo,  Ph.D.,  is  executive 
coach  and  partner  of  CDR  Inter¬ 
national,  Inc.,  Portland,  OR.  CDR 
International,  Inc.  is  a  provider  of 
top-tier,  in-house  executive  ed¬ 
ucation,  coaching  and  consulting 
projects.  For  more  information, 
contact  Cairo  at  (503)  223-5678 
or  mailbox@cdr-intl.com. 


time,  hold  monthly  meetings  to 
discuss  the  new  job,  review 
early  performance  and  ask  for 
feedback.  Knowing  this  meeting 
is  on  the  horizon  will  help 
both  of  you  stay 
focused  on  the 
success  of  the 
transition  and  ulti¬ 
mately,  the  new 
hire's  success  as  a 
valuable,  contri¬ 
buting  employee. 


Conclusion 

Finding  quality 
employees  is  a  dif¬ 
ficult  and  expen¬ 
sive  feat.  Make  it 
your  personal  goal 
to  work  side  by 
side  with  new  hires 
until  they  learn  the 
ropes  and  establish 
themselves  within 
the  company.  Do 
your  best  to  help  them  thrive  dur¬ 
ing  the  critical  transition  period 
and  your  efforts  will  pay  off  in  the 
long  run.  esm 
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Boosting  Morale 


By  Peter  Cairo,  Ph.D. 

The  new  hire  honeymoon 

Increase  retention  of  new  hires  by  helping  them  survive 
the  transition  period 


After  months  of  blood,  sweat  and  tears — 
and  thousands  of  dollars  in  recruiting 
costs — that  critical  position  in  your 
department  has  finally  been  filled.  Now  that  Jill, 
your  new  secret  weapon,  is  setting  up  her  office, 
you  can  finally  relax  and  pat  yourself  on  the  back 
for  a  job  well  done,  right?  Actually,  the  real  work 
has  only  just  begun.  It  is  up  to  you  to  help  Jill  nav¬ 
igate  the  often-choppy  waters  of  her  next  phase: 
the  transition  period. 


Transition  support 

The  transition  period  is  the  point 
where  many  companies  drop  the 
ball.  Most  companies  recognize 
that  new  hires  need  support  during 
this  period,  but  they  do  not  give  it 
a  proportionate  level  of  attention 
when  compared  to  recruiting. 
Some  offer  an  orientation  period 
that  focuses  solely  on  trivialities 
like  where  to  find  the  key  to  the 
men's  or  ladies'  room.  Managers 
who  really  want  their  new  hires  to 
succeed  will  address  key  issues 
directly  and  immediately. 

Many  situations  warrant  transi¬ 
tion  support,  whether  an  employee 
is  transferred  from  another  geo¬ 
graphic  division  of  the  company, 
promoted  from  another  depart¬ 
ment  or  given  new  management 


responsibilities.  Managers  tend  to 
assume  that  since  Jill  has  done  an 
outstanding  job  for  the  past  five 
years  in  her  previous  position,  she 
will  step  up  to  the  plate  in  her  new 
job.  That  is  often  a  flawed 
assumption.  There  can  be  tre¬ 
mendous  cultural  differences 
from  one  division  to  another;  the 
coworkers  that  she  must  network 
with  are  very  different;  and  man¬ 
aging  several  employees  after 
years  of  only  being  responsible 
for  personal  results  poses  tre¬ 
mendous  challenges. 

From  day  one 

The  amount  of  support  needed 
depends  on  where  the  new  hire 
came  from,  but  the  steps  are  basical¬ 
ly  the  same.  Here  are  seven  tech¬ 


niques  managers  can  use  to  help 
new  employees  make  the  transition. 

1.  Make  coaching  resources 
available  before  there  is  a  crisis. 

Too  many  companies  wait  until  an 
employee  is  in  serious  trouble  or 
on  the  verge  of  quitting  before  they 
take  action.  Be  sure  the  new 
employee  is  coached  during  the 
transition  period.  As  manager,  you 
are  the  most  motivated  to  see  the 
new  hire  succeed;  therefore,  you 
should  either  establish  yourself  as 
a  coach  or  hire  a  professional 
executive  coach  as  an  unbiased 
third  party. 

2.  Clarify  your  expectations  up 
front.  Often,  new  employees  do 
not  understand  the  whole  process 
of  their  department  and  they  may 
feel  uncomfortable  asking  several 

CONTINUED  ON  PAGE  42 
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NOW  SAVE  15%  AT 
THOUSANDS  OF  CHOICE 
HOTELS  WORLDWIDE! 


The  next  time  you’re  traveling,  call  1-800-258-2847  and 
request  Employee  Services  Management  Association 
discount  ID  #00044073.  You’ll  save  15%  at  thousands 
of  Sleep®,  Comfort®,  Quality®,  Clarion®,  Econo  Lodge®, 
MainStay®,  and  Rodeway  Inns®,  Hotels  and  Suites.* 


1,600  Choice  Hotels  will  provide  a  free  continental  break¬ 
fast  and  children  18  and  younger  stay  free  when  they 
share  the  same  room  as  their  parents  or  grandparents. 


Clarion 


MainStay 

Suites 


Call  1-800-258-2847 
ID#  00044073 


Enjoy  free  membership  into  our  Guest  Privileges  Frequent  Stay  Program. 
Call  1-888-770-6800  for  details  or  visit  our  website  at  httpdlwww.guest- 
privileges.com.  Advance  reservations  are  required  through  1-800-258- 
2847.  Discount  is  based  on  availability  at  participating  hotels  and  cannot 
be  used  in  conjunction  with  other  discounts  or  promotions. 


_ _ _ 

— 
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Comfort 

Quality 

Xylo  offers  a  unique  Web-basec 
work/life  program  that  saves 
employees  time,  money  and 
simplifies  their  lives.  We  feature 
hundreds  of  great  discounts, 
outstanding  savings  and  creative 
solutions  that  are  fast,  easy  and 
convenient  to  use — from  work 
and  home. 


The  Xylo  program  offers  busy 
HR  professionals  an  effective 
work/life  solution  to  attract  and 


keeping  it  simple 
finding  a  balan 
making  it  work 


retain  top  talent.  It  helps  to 
reinforce  corporate  culture  and 
facilitate  existing  programs.  Xylo 
connects,  inspires  and  informs 
employees. 


Employee  Services  Management 
Association  endorses  Xylo,  Inc. 


For  more  information,  please  contact  us  today  at  info@xylo.com 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com 
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S.G.  Johnson 


SAVE  15% 

in  Florida  there  are  127  wonderful  choices 
at  which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%/ 


ATLANTIC  BEACH 

Comfort  Inn  Mayport 

BONITA  SPRINGS 

Comfort  Inn 

CAPE  CORAL 

Quality  Inn  Nautilus 

CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 

COCOA  BEACH 

Comfort  Inn  &  Suites 

DAYTONA  BEACH  SHORES 

Quality  Inn  Ocean  Palms 

DELAND 

Comfort  Inn 

DEERFIELD  BEACH 

Comfort  Inn  Oceanside 

Comfort  Suites 

Quality  Suites 

DESTIN 

Comfort  Inn 

FT.  LAUDERDALE 
Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 

Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 

Comfort  Inn  Airport 

Clarion  Hotel 
Hollywood  Beach 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 


JACKSONVILLE  BEACH 
Comfort  Inn  Oceanfront 

KEY  WEST 

Comfort  Inn 

Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  ''/ISTA 
Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 

MainStay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI 
Quality  Inn 

MIAMI  BEACH 
Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 

Comfort  Inn  Airport  East 

Clarion  Hotel 

Comfort  Inn  8c  Suites 
Miami  Airport 


MT.  DORA 

Comfort  Inn 

/- 

NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 

Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites  * 

Golf  Resort 

NAVARRE 

Comfort  Inn  &  Conference  Center  • 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 

NICEVILLE 

Comfort  Inn 

OCALA 

Comfort  Inn 

Quality  Inn  1-75  < 

ORLANDO 

Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH  1 

Comfort  Inn  Interstate 

I 

Sleep  Inn 

PALM  COAST 

Sleep  Inn 

ST.  AUGUSTINE  BEACH 

Comfort  Inn 

ST.  PETERSBURG  * 

Comfort  Inn  Sc  Suites 
at  Tropicana  Field  ' 

TAMPA 

Comfort  Suites 


Comfort  Suites 

MainStay  Suites 

Sleep  Inn  Miami  Airport 

MILTON 
Comfort  Inn 


Sleep  Inn 

WESLEY  CHAPEL 

Sleep  Inn 

WEST  PALM  BEACH 
Comfort  Inn 
Palm  Beach  Lakes 


* 


MainStay  Suites 
Quality  Inn  Sc  Suites 
Quality  Hotel  Southpoint 


Please  call  1-800-258-2847  and  request  ESM  Rate  ID  # 00044073 . 
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Making  waves 

Becoming  a  corporate  trailblazer 
within  your  organization 


Renee  M.  Mu  la 
Editor 

reneemula@esmassn.org 
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The  employee  services  providers  who  make  up  ESM  Association  are  a 
diverse  group.  Their  functions  run  the  gamut  from  selling  employee 
discount  tickets  to  helping  upper  management  reduce  absenteeism. 
They  are  volunteers,  administrators  and  managers.  Yet,  the  one  trait 
ESM  Association  Members  share  is  a  passion  for  employee  services — that's  why 
they  joined  this  association.  If  they  have  yet  to  make  waves  within  their 
organizations,  they  soon  will.  In  fact,  many  ESM  Association  Members  are 
corporate  trailblazers. 

Corporate  trailblazers  have  initiative,  drive,  influence,  persistence,  and  a  strong 
belief  in  their  work.  These  employees  are  industry  leaders  who  leverage  their 
innate  qualities  to  make  a  difference  within  their  organization.  Their  passion  and 
energy  have  helped  them  initiate  change  in  business.  Many  ESM  Association 
Members  have  used  innovative  program  ideas  and  ESM  Association's  member  ser¬ 
vices  to  influence  upper  management's  decisions. 

This  month's  cover  story  is  about  one  member's  passion  for  employee  services. 
As  a  frequent  ESM  Association  Conference  &  Exhibit  attendee  and  an  ESM  Select 
Member,  James  C.  Malone,  CESM,  manager  of  recreation  and  fitness,  S.C. 
Johnson,  Racine,  WI,  believes  that  employee  services  are  a  necessary  component 
of  business.  He  wants  everyone  within  his  company  to  share  his  passion  as  well. 
His  trailblazing  began  when  he  recognized  that  employee  services  could  help 
recruit  workers.  As  a  result,  he  has  strived  to  remain  in  contact  with  key  depart¬ 
ment  heads  who  help  spread  the  word  about  the  company's  employee  services 
program  to  potential  hires.  Employee  services  now  play  an  integral  role  in  S.C. 
Johnson's  recruitment  strategies.  In  some  cases,  they  are  a  contributing  factor  in 
hiring  a  new  worker  or  retaining  a  current  one. 

As  a  corporate  trailblazer,  Malone  uses  his  leadership  skills  and  ESM 
Association  resources  to  strategically  position  employee  services.  The  key  result 
in  Malone's  efforts  is  that  the  employee  services  department  has  set  a  precedent. 
The  employees  expect  these  services.  Without  them,  they  may  look  for 
work  elsewhere. 

Your  mission  is  to  find  a  strategic  niche  for  employee  services  within  your  cor¬ 
porate  culture  and  create  both  a  demand  for  services  and  a  need  for  them  in  busi¬ 
ness.  The  simple  fact  that  employee  services  exist  within  your  corporation  should 
be  enough  motivation  to  begin  your  trailblazing  efforts.  Colleagues  at  your  com¬ 
pany  believe  in  their  benefits.  Your  job  is  to  partner  with  these  believers  and  make 
employee  services  even  stronger.  Identify  the  issues  that  your  corporation  is  cur¬ 
rently  facing  for  which  employee  services  could  lend  a  hand.  Remember  that  the 
foundation  you  build  today  will  help  solidify  your  department  for  the  future.  If 
your  company  finds  itself  in  the  middle  of  a  corporate  merger,  the  necessity  of 
your  department  could  determine  the  fate  of  your  job. 


ESM  ASSOCIATION  OFFICES 


Headquarters 

2211  York  Rd. 

Suite  207 
Oak  Brook,  IL 
60523-2371 
(630)  368-1280 
(630)  368-1 286  FAX 
http://www.esmassn.org 
esmahq@esmassn.org 


Western  Field  Office 

Phyllis  Smith,  CESM 
18530  Dancy  St. 
Rowland  Heights,  CA  91748 
(626)  913-4014 
(626)  964-7242  FAX 
esma.fo@gateway.net 
Serving  states  west  of  the 
Mississippi  River 
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President 

BUD  FISHBACK,  CESM 
The  Boeing  Company 
Seattle,  WA 

President-Elect 

CINDY  JAMESON,  CESM 
Time  Warner 
St.  Petersburg,  FL 

immediate  Past  President 

ROGER  LANCASTER,  CESM 
USDA  Employee  Services  & 
Recreation  Association 
Washington,  DC 

Executive  Director 

PATRICK  B.  STINSON 

Directors  at  Large 

DAVID  DALE,  CESM 
Ashland  Inc. 

Lexington,  KY 

MARY  LOU  PANZANO,  RVESRA 
Prudential,  Newark,  NJ 

JACK  POLL 
SAS  Institute,  Inc. 

Cary,  NC 

JOE  KOPINSKI,  CESM 
Wisconsin  Electric  Power  Co. 
Milwaukee,  WI 


DENISE  STAUDT,  CESM 
Security  Service  F.C.U. 

San  Antonio,  TX 

National  Directors 
Northeast  Region 

RICHARD  STUBBS,  RVESRA 
Bath  Iron  Works 
Wiscasset,  ME 

Midwest  Region 

MARY  DANIELS 
3M  Club 
Lake  Elmo,  MN 

Southwest  Region 

PHIL  HALL,  CESM 
Compaq  Computers 
Houston,  TX 

Western  Region 

BETSY  LONG 
Betsy  Long  &  Associates 
Sunnyvale,  CA 

Associate  Member  Representative 

PATRICIA  CLAASSEN 
Employee  Printing  Services 
Bedford  Park,  IL 


THE  TEN 
COMPONENTS 
of  a  Well-Rounded 
Employee  Services 
Program 
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\  Employee  Stores 
\  Community  Services 
\  Convenience  Services 
\  Dependent  Care 
J  Recreation  Programs 
I  Recognition  Programs 
I  Special  Events 
/  Travel  Services 
/  Voluntary  Benefits 
/  Wellness 
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ESM  Foundation  to  present  Silent  and  Live  Auctions  at 
ESM  Association’s  60th  Annual  Conference  &  Exhibit 

In  2000,  conference  attendees  won  fabulous  prizes  such  as  a  guitar  auto¬ 
graphed  by  country-music  star  Billy  Ray  Cyrus,  a  basketball  autographed 
by  the  Minnesota  Timberwolves  and  a  baseball  jersey  from  the  television 
show  The  Sopranos.  This  year's  auction  promises  even  more  exciting  items: 


■  Sports  memorabilia 
m  Gift  certificates 
m  Jewelry 

m  Chapter  Gift  Baskets 
u  Vacations 

The  Silent  Auction  will  be  held  during  Exhibit  Hall  hours,  and  the  Live 
Auction  will  occur  during  the  Closing  Brunch  at  ESM  Association's  60th 
Annual  Conference  &  Exhibit  in  New  Orleans,  LA,  April  8-12,  2001.  The 
money  raised  by  these  auctions  will  help  fund  The  ESM  Foundation — the  only 
research  organization  dedicated  exclusively  to  the  field  of  employee  services. 


If  you  are  interested  in  donating  items  for  the  auction,  contact 
Chuck  Bouchard,  RVESRA,  at  (561)  398-0401  or  (603)  755-2004. 


\  Employee  Stores 
\  Community  Services 
\  Convenience  Services 
\  Dependent  Care 
Recreation  Programs 
I  Recognition  Programs 
/  Special  Events 
/  Travel  Services 
/  Voluntary  Benefits 
/  Wellness 


Piece  of  mind 

Solutions  to  employees’  long-term  care  concerns 

By  Brian  S.  Vestergaard 

Seventy-seven  million  Baby  Boomers  are  becoming  acutely  aware  of  the 
necessity  to  plan  for  the  financial,  physical  and  emotional  strains  of  long¬ 
term  care  as  they  experience,  first-hand,  the  turmoil  involved  in  taking  care 
of  an  aging  parent.  Many  Americans  believe  that  their  health  plan  or 
Medicare/Medicaid  will  protect  their  families  against  the  high  financial  costs 
of  long-term  care.  However,  health  plans  do  not  generally  cover  these 


costs  and  Medicare  covers 
very  little  in  the  way  of  long¬ 
term  care.  Although  Medicare 
pays  for  either  short-term, 
skilled,  nursing-home  care 
following  hospitalization  or 
partial  skilled,  at-home  care 
for  home-bound  individuals, 
it  does  not  pay  for  ongoing 
assistance,  or  the  kind  of  cus¬ 
todial  care  that  many  may 
need.  It  is  only  after  a  family 
has  depleted  their  own  assets 
that  Medicaid  will  cover 


long-term  care  services,  and 
the  type  and  location  of  care 
are  usually  limited. 

Your  family 
deserves  the  best 

Even  though  long-term  care 
insurance  has  been  available 
since  the  1960s,  its  preva¬ 
lence  and  stature  in  the  insur¬ 
ance  market  have  only  grown 
steadily  in  recent  years.  As 
Americans  live  longer,  there 
is  an  increased  need  for  assis- 
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tance.  Because  the  nuclear  fami¬ 
ly  is  now  dispersed,  family 
members  are  rarely  available  to 
take  on  the  caregiver  role,  fur¬ 
ther  necessitating  the  need  for 
professional  services.  This  de¬ 
mand  for  services  has  dramati¬ 
cally  increased  the  cost  of  care. 
Private,  long-term  care  coverage 
helps  employees  manage  the 
cost  of  care  and  provides 
the  widest  choice  of  long-term 
care  services. 

Saving  for  the  future 

The  average  rate  for  nursing- 
home  care  is  approximately  $125 
a  day.  The  cost  of  a  one- 
year  nursing-home  stay 
averages  $50,000  and, 
currently,  the  average  stay 
is  approaching  two-and-a- 
half  years.  Add  the 
$15,000  estimated  annual 
cost  for  home  care  for  the 
chronically  disabled  and  it 
is  easy  to  see  how  long¬ 
term  care,  without  ap¬ 
propriate  planning,  can 
be  financially  devastating. 

When  you  realize  that  40 
percent  of  those  receiving 


long-term  care  today  are  between 
the  ages  of  1 8  and  64,  the  need  for 
financial  resources  becomes  even 
more  necessary  and  immediate. 

A  sense  of  security 

Many  employers  are  now  mak¬ 
ing  long-term  care  insurance 
available  as  a  voluntary  benefit. 
Group  programs  typically  provide 
comprehensive  coverage  of  home 
care,  assisted  living,  hospice, 
nursing  homes,  and  adult  daycare. 
Covered  services  can  range  from 
unskilled  custodial  care  and 
housekeeping  services  to  skilled 
nursing  care.  A  range  of  benefit 


dollar  choices  is  also  available 
that  allows  employees  to  choose 
the  plan  that  is  right  for  them. 

Choosing  a  carrier 

The  insurance  carrier  you  select 
should  have  substantial  tenure  (at 
least  15  years)  in  the  long-term 
care  insurance  marketplace.  Ad¬ 
ditionally,  the  underwriting  com¬ 
pany  should  be  a  leading  provider 
of  such  benefits  and  demonstrate 
strong,  stable  financial  ratings 
from  the  main  rating  agencies, 
such  as  Standard  &  Poor  or  A.M. 
Best.  By  selecting  insurance  carri¬ 
ers  and  underwriters  with  a  prov¬ 
en  track  record  in  the  long-term 
care  field,  you  ensure  that  your 
employees  will  have  the  care  they 
need  when  they  need  it. 

Conclusion 

Long-term  care  insurance  de¬ 
serves  your  immediate  attention, 
whether  you  are  26  or  62.  A  well- 
thought-out  program  and  appro¬ 
priate  employee  education  can 
mean  the  difference  between  a 
comfortable  future  and  one 
filled  with  angst  and  financial  dis¬ 
comfort.  Long-term  care  options 
are  available  to  all  Employee 
Services  Management  (ESM) 
Association  member  organiza¬ 
tions  via  the  voluntary  bene¬ 
fits  provider,  ESM  Employee 
Preferred.  To  learn  more, 
contact  Jamie  Kelly,  man¬ 
ager  of  member  services, 
ESM  Association  Head¬ 
quarters,  Oak  Brook,  IL,  at 
(630)  368-1280  or  jamie 
kelly@esmassn.org.  csm 

Brian  S.  Vestergaard  is  as¬ 
sistant  vice  president  of 
CNA's  Croup  Long-Term 
Care  Division,  Chicago,  IL. 
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Trimming  the  fat 

Will  you  survive  the  job  cuts  of  the 
slowing  economy? 

By  John  A.  Challenger 


The  slowing  economy  and  announcements  of  job  cuts  have  left  workers 
wondering  what  they  can  do  to  minimize  their  chances  of  being  laid  off. 
At  the  same  time,  employers  are  finding  that  cutting  experienced  employees 
to  temporarily  solve  bottom-line  woes  can  have  a  negative  impact  on  com¬ 
petitiveness,  customer  sen/ice  and  productivity.  Therefore,  a  clear  picture 
has  emerged  of  who  the  winners  will  be  in  the  tightening  job  market.  Here 
are  the  attributes  of  eight  types  of  workers  who  are  most  likely  to  retain  their 
jobs  and  receive  top  compensation  during  the  economic  slowdown. 


Border  Crossers.  Cost-conscious 
employers,  especially  those  with 
smaller  firms,  often  cannot  afford 
to  hire  specialists.  Employees  who 
display  flexibility  and  perform  sev¬ 
eral  tasks  well  can  do  the  jobs  of 
two  or  more  employees,  saving 
payroll  dollars. 

Trouble  Seeker.  These  employees 
adopt  an  employer  attitude  toward 
problem-solving  by  seeking  out 
challenging  assignments.  Individ¬ 
uals  who  gear  their  work  lives  in 
this  direction  can  make  them¬ 
selves  untouchable  during  a 
downsizing  or  reorganization. 


The  Great  Facilitator.  Today, 
diversity  is  more  than  a  buzzword. 
Companies  value  employees,  at  all 
skill  levels,  who  can  create  bonds 
among  groups.  The  ability  to 
resolve  conflicts  often  comes  from 
experience  in  community  and  vol¬ 
unteer  work.  Companies  will  rely 
on  coalition  builders  in  an  increas¬ 
ingly  team-oriented  workplace. 

Non-Stop  Students.  Enthusiastic 
employees  who  are  eager  and 
quick  to  learn — especially  in  the 
areas  of  technology  and  global 
business — are  more  likely  to  find  a 
secure  niche  within  their  compa¬ 


nies.  Employers  value  an  employ¬ 
ee  who  uses  new  information  to 
enhance  the  job. 

Clockless  Workers.  These  em¬ 
ployees  make  themselves  available 
for  problem  solving  by  adopting  a 
clockless  workday.  They  demon¬ 
strate  a  willingness  to  work  within 
management's  style,  displaying  an 
understanding  of  the  competitive 
pressures  and  making  the  compa¬ 
ny's  concerns  their  own. 

job  Vacuum.  These  employees 
sweep  up  extra  tasks  without  being 
asked.  They  display  a  strong  work 
ethic  and  a  willingness  to  tackle 
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sure  of  self-management  to  their 
jobs  and,  as  a  result,  are  virtually 
untouchable.  Typically  armed  with 
education  as  well  as  access  to 
technology,  self-managers  often 
communicate  directly  with  super¬ 
visors,  cutting  the  need  for 
layers  of  bureaucracy  and  saving 
valuable  time.  esm 


John  A.  Challenger  is  chief  ex¬ 
ecutive  officer  of  Challenger,  Cray 
&  Christmas,  Inc.,  an  interna¬ 
tional  outplacement  firm  in  North¬ 
brook,  IL.  Challenger  can  be  reached 
at  (312)  332-5790. 


jobs  that  many  others  would  find 
unattractive.  Management  is  likely 
to  take  note  of  such  commitment 
and  selflessness  in  a  time  of  reor¬ 
ganization  and  change. 

Un-retirees.  Older  workers,  many 
of  whom  retired  but  are  returning 
to  work,  will  be  highly  sought  after 
in  a  slowing  economy.  These  sea¬ 
soned  veterans  need  little,  if  any, 
training  and  many  are  willing  to 
work  part-time,  lowering  com¬ 
panies'  payroll  costs.  Despite 
fewer  hours  on  the  job,  these 
experienced  workers  can  equal 
the  output  of  two  full-time, 
entry-level  workers. 

Self-managers.  These  are  em¬ 
ployees  who  have  the  disci¬ 
pline  and  skills  to  impose  a  mea- 


MARCH  MIDWEEK  PACKAGE 

STAY  5  NIGHTS,  SKI  4  DAYS,  SUNDAY  THROUGH  FRIDAY  PACKAGES 


■■  W  TT  ocated  in  a  historic  Victorian 
■■V®  X-/ mining  town,  Breckenridge 

BRECKENRIDGE  0ffers  expansive  terrain  on  four 
peaks,  fun  events  and  some  of  Colorado's  best  vacation 
variety  and  value.  Advanced,  intermediate  and  beginner 
skiers  and  snowboarders  will  love 
the  peak-to-peak  terrain  and 
diverse  nightlife  in  picturesque 
wa  Breckenridge. 

To  request  immediate  information, 

call  888.52 1 -SNOW 

or  visit  us  at:  www.breckenridge.com 
.  Please  mention  your  ESM  membership. 


Breckenridge  Condo 

2  bedroom  condo  at 

Park  Place,  Cimmarron. 

$514":  per  person 

Based  on  quad  occupancy  in  a  2  t 
or  surcharge.  Based  on  availabiliti 
Available  Sunday  -  Friday  in  Marc 

ledroom/  2  bath.  Does  not  include  tax 
f,  some  restrictions  may  apply, 
h  2001.  Additional  rates  available. 

*  All  prices  are  per  person.  Based  on  quad  adult  occupancy  in  a  2-bedroom  condominium.  Additional  rates  available.  For  all  packages  there  is  limited  avail¬ 
ability  and  inventory.  Not  all  properties  participate  in  all  packages  and/or  for  all  dates.  Rates  may  not  be  available  on  all  dates  or  for  all  lengths  of  stay. 
Surcharges  and  taxes  additional.  Other  restrictions  may  apply.  These  offers  cannot  be  combined  with  any  other  discounts  or  special  offers.  Call  for  details. 
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Getting  your  point  across 

Tips  for  better  PowerPoint®  presentations 

By  Charles  W.  Coker 


Employee  services  providers  are  frequently  asked  to  accumulate,  clas¬ 
sify,  quantify  and  present  material  to  management  that  justifies  their 
programs.  An  approach  that  quickly  gains  control  and  commands  the  audi¬ 
ence’s  attention  is  most  influential.  One  of  the  best  presentation  tools  is 
Microsoft  PowerPoint®.  This  computer  program  allows  you  to  create  pre¬ 
sentation  materials  that  turn  an  ordinary  speech  into  a  memorable  event. 
Here  are  some  quick  tips  for  maximizing  the  features  of  PowerPoint®. 


Viewing  and  printing 

Begin  by  deciding  on  a  presenta¬ 
tion  method.  PowerPoint®  permits 
the  use  of  a  computer  for  screen 
projection  as  well  as  the  creation 
of  35mm  slides,  transparencies, 
handouts,  and  speaker's  notes. 

When  viewing  a  presentation  on- 
a  computer  screen,  notice  the  out¬ 
line  on  the  left  panel  that  provides 
a  summary  of  each  slide.  The  pre¬ 
senter  uses  this  format  during  the 
creative  process.  To  view  the  slide 
in  formal  presentation  mode, 
choose  Slide  Show  or  View  from 
the  menu  bar  (Chart  A). 

Go  to  File  on  the  Menu  Bar  and 
select  Print  to  view  several  options 
for  printing  a  presentation  includ¬ 
ing  slides,  handouts  (with  the 
option  of  displaying  several  slides 
per  page),  notes  pages,  or  outline 
format.  Choose  the  one  that  best 
fits  the  presentation's  purpose.  For 
example,  if  you  would  like  the 
audience  to  follow  along  without 


Chart  A 

r  4  File  Edit  t 
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Gu*-Vh«t  to  do? 


a  CD  Workforce  Demographic; 

labor  Trends: 

i  60®  or  the  woikforeo  *  made  up  of  duil  timer  couplet  (department  of  Libor, 
1993) 

1  75®  of  iH  mot  hors  ire  empbyed  (Department  of  Libor,  1995) 

2  By  year  2000,61 .3®  of  id  women  and  80®  of  mothers  will  be  it  work 
i  85®  of  working  women  win  be  pregnent  during  thelroireere 

3  a  Workforce  Demographics 

Farrlly  Structure. 

>  8  2  mil  e  -  presence  l  aged  children  hive  working  mothers  (Witfibgton  Bushes* 
Joumil,  1 993) 

t  1 1  m Alton  Ametloen  children  live  with  i  stogie-parent  vd>o  It  working  (Census 
Bureau ,  1 997) 

i  26®  of  Amerben  children  live  In  shglr  parent  homes 
i  1 .9  million  fathers  ire  primary  oireg ivers 

6  o  Workforce  Demographics 

Elcte rears  Issues. 

1  Averegeeloe-  reeo*  'byre-se  no  lo-n  ol  eoccblcare  Havre  Sifcci  Cam  mluae  Aging) 
t  BOMalrerekxatomoevhelso-avbMByle-nlV  wiri  IAAW) 
i  iy  /re  1000.  .*e«  wll  •«  1  retiree  la.cve.y  l«  U'i 
l  Hs-e  ■  me  14.4  «V  o-  «ut  orevbecare  lo-eb»V  reblkree 

7  Q  Trencfe 

z  Generation  X(18-24yre.) 

\Mfing  tomato  sacrifices  in  their  education,  careers  and  jetos  for 
their  pe*scna  and  farrtly  Ives,  a* 

i  Ftesearch  with  younger  workers  (1 200)  suggests  that  the  ability  to 
_ hg/e  ape’sor-d  life  s  tahng  cn  rxre  irrpytar.ee  (an.ikmtv, 
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Chart  B 


taking  notes,  choose  six  slides  per 
page.  If  you  want  them  to  take 
notes,  choose  three  slides  and  pro¬ 
vide  white  space  for  notes. 

When  creating  transparencies, 
choose  one  of  two  print  options:  print 
individual  slides  one  page  at  a  time 
directly  to  a  printer  with  transparency 
capability,  or  print  hard  copies  onto 
printer  paper  and  then  make  trans¬ 
parencies  on  a  copy  machine. 

Getting  noticed 

In  the  Format  menu,  choose 
Apply  Template  Design  (this  also  is 
available  when  the  program  is  first 
opened)  to  browse  template 
options.  Choose  one  that  is  appro¬ 
priate  to  the  audience,  making 
sure  that  the  graphics  and  head¬ 
ings  complement  the  main  points 
in  the  speech.  Avoid  using  industry 
terms  that  only  experts  in  the  field 
will  understand. 

Consider  the  size  and  shape  of 
the  meeting  room.  Whether  pre¬ 
senting  at  a  desk,  in  a  small  board- 
room  or  large  ballroom,  the  moni¬ 
tor  or  screen  should  be  large 
enough  for  everyone  to  see  and 
read  from  all  areas  of  the  room.  If 
there  is  any  doubt  of  visibility, 
reduce  the  amount  of  material  on 
each  slide  and  use  larger  fonts  (see 
Format  menu).  Certain  fonts  are 
more  difficult  to  read  from  a  dis¬ 
tance  than  others.  Avoid  sans  serif 
fonts,  which  have  soft  corners  (see 
Format  menu).  Also,  the  colors  of 
the  background  and  lettering 
should  distinctly  contrast  one 
another  (see  Format  menu).  For 
example,  avoid  using  white  letters 
on  a  yellow  background. 

Practice  the  presentation  in  front 
of  a  trusted  friend  or  coworker. 
Choose  someone  who  is  willing  to 
honestly  critique  your  work.  Ask  if 
the  message  is  clear.  Even  when 
Spell  Check  is  used  (see  Tools 
menu),  it  is  wise  to  have  another 
person  verify  grammar  usage. 


*-*  *  *  ** 


Recon 


Blended  Family 


Children 


College 


Marriage/ 

Partner 


Eldercare 


Retirement 


•  For  better  print  contrast  when 
printing  black  and  white  handouts, 
create  them  in  PowerPoint's  black 
and  white  format.  Do  so  from  the 
View  menu  or  in  the  bottom  left 
corner  of  the  Print  menu,  which 
can  be  found  under  File. 

•  Your  presentation  can  be 
saved  in  a  web  page  format  (under 
File  menu)  or  set  up  as  a  hyperlink 
(Edit  menu). 

•  Slides  that  are  similar  in 
appearance  can  be  copied,  pasted 
into  other  locations  and  modified 
as  would  a  text  document  (see 

Edit  menu). 

•  On  the  View  menu,  use  the 
Header  and  Footer  option  to  tag 
the  presentation  for  future  refer¬ 
ence.  Include  the  date,  topic  and 
name  of  event  for  which  the  pre¬ 
sentation  was  used. 

•  View  the  entire  presentation  at 
once  using  the  Slide  Sorter  option 
on  the  View  menu.  This  feature 
also  allows  the  presenter  to  click 
and  drag  a  slide  from  one  place 
to  another. 

•  Use  the  Insert  menu  to  import 
a  variety  of  program  enhance¬ 
ments  onto  the  presentation  pages 


•  On  the  Slide  Show  menu, 

there  are  over  40  options  for  tran¬ 
sitioning  from  one  screen  image  to 
the  next  including  fading  in  or  out, 
breaking  apart,  and  moving  to  the 
right  or  left,  or  top  or  bottom.  All 
are  available  at  slow,  medium  or 
fast  speeds. 

•  Time  the  presentation  using 

the  Rehearse  Timings  option  on 

the  Slide  Show  menu. 

Conclusion 

It  will  take  some  practice  before 
you  feel  at  ease  with  PowerPoint®. 
Once  you  get  the  hang  of  it,  the 
program  will  allow  you  to  com¬ 
municate  in  a  concise  and  enter¬ 
taining  manner.  As  you  become 
proficient,  seek  more  creative 
formats  for  attractively  presenting 
your  materials.  esm 

This  article  was  provided  by  the 
Incredible  Speakers  Bureau,  Orlando, 
FL.  Charles  W.  Coker,  Ph.  D.,  is  a 
consultant,  trainer  and  speaker  for 
LifeThrive  Performance  Systems,  Inc., 
Jacksonville,  FL.  He  may  be  reach¬ 
ed  at  (904)  220-8113  or  cwcoker@ 


Advanced  features 

PowerPoint®  offers  hundreds  of 
tools  that  help  make  presentations 
more  dynamic: 


such  as:  text  boxes,  tables,  graph¬ 
ics,  slides,  movies,  and  even  charts 
created  in  other  programs  such  as 
Microsoft  Excel®  (Chart  B). 
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We  do  all  the  work. 
Your  employees  have 
all  the  fun! 


Introducing  America’s  fastest-growing  family 
travel  program.  Get  Away  Today  Vacations  offers 
a  completely  cost-free  benefit.  You  have  nothing 
to  do  except  distribute  our  colorful  brochures  to  your 
employees.  And  that’s  the  fun  part  because  low-price 
Get  Away  Today  vacations  save  families  30%,  40% 
and  even  50%  on  every  vacation  to  the  Disneyland® 
Resort,  Walt  Disney  World®  and  San  Diego. 

— We  will  also  donate  a  portion  of  the 
yM.  price  of  every  vacation  purchased 


through  your  organization  to  the  ESM 
Education  and  Research  Foundation. 

To  enjoy  Get  Away  Today  Vacations 
benefits,  simply  order  your  free  vaca¬ 
tion  planners  now.  We  do  all  the  work. 
You  have  all  the  fun. 


Opening  February  8,  2001 


_ YES,  please  send  me  one  2001  Vacation  Planner  for  each 

employee.  I  will  insert  these  into  a  payroll  envelope  or  company 
newsletter. 

Walt  Disney  World®/Orlando  Planners  Needed _ 

Disneyland®  Resort/Southern  California  Planners  Needed _ 

Send  the  FREE  brochures  to: 

Organization _ 

Contact _ 

Address _ City _ 


Your  E-mail  Address _ 

Mailing  Address: 

Get  Away  Today  Vacations 
1650  East  5700  South 
South  Ogden,  UT  84403 

Or  fax  to:  (801)  479-4693 
Phone:  800-523-6116 
www.getawaytoday.org 


\  A  * 


We’re  #1  in  low-price  fun!™ 


S.C  Johnson  uses  employee  services  to  lure  top  talent 


By  Renee  M.  Mula,  editor 


s  manager  of  employee  services  for 


n; 


S.C.  Johnson,  Racine,  Wl,  Jim  Malone 


is  pumped  up  after  giving  a  potential 
hire  the  grand  tour  of  his  company’s 
employee  service  facilities,  including 
Armstrong  Park,  the  company’s  private, 
146-acre  grounds  complete  with  childcare 
and  recreation  centers.  The  tour  is  part  of 
the  household-product  marketer’s  highly- 
competitive  recruitment  process,  where 
top  talent  are  courted  first  by  the  Human 
Resource  Department  and  then  by  the 
Employee  Services  Department. 


On  the  job:  Jim  Malone,  manager  of  employee 
services  for  S.C.  Johnson,  Racine,  Wl. 
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"We  have  to  compete  with  other  brands  on  the  shelf 
and  quality  employees  help  make  that  happen. 
Therefore,  we  make  an  extra  effort  to  showcase  the  ser¬ 
vices  that  help  employees  balance  work  and  personal 
life,"  Malone  says.  "In  fact,  upon  a  second  interview, 
we  like  to  talk  with  our  prospect's  immediate  family 
and  show  them  our  program  as  well.  At  S.C.  Johnson, 
employee  services  exist  to  help  the  company  uphold  its 
reputation  as  an  Employer  of  Choice." 

The  recruitment  process 

The  courting  process  begins  when  the  Human 
Resources  Department's  hiring  manager  requests  an 
employee  services  tour  for  a  hot  prospect.  Malone 
determines  if  the  person  has  a  hobby,  favorite  sport, 
and/or  children.  The  tour  is  then  customized  to  best  fit 
the  interviewee's  needs. 

After  a  long  day  of  interviews  with  the  hiring  manag¬ 
er,  human  resource  generalist  and  departmental  team, 
the  prospect  takes  the  employee  services  tour.  It  begins 
with  a  brief  history  of  the  company's  employee  associ¬ 
ation,  Johnson  Mutual  Benefit  Association  (JMBA),  as 
well  as  a  tour  of  Armstrong  Park's  Recreation  and 
Fitness  Facilities  and  Aquatic  Center.  "The  message  we 
want  to  convey  is  that  you  can  do  a  lot  in  your  discre¬ 
tionary  time  here  at  S.C.  Johnson,"  Malone  contends. 
"The  tour  is  tangible  evidence  that  the  company  pro¬ 
motes  a  life  outside  of  work." 

Something  for  everyone 

The  prospects'  reactions  to  the  facilities  are  consis¬ 
tently  ones  of  amazement  over  the  services  provided — 
especially  when  considering  that  S.C.  Johnson  is  a  rel¬ 
atively  small  company  with  4,000  U.S.  employees  and 
10,000  worldwide.  "Over  time,  it's  easy  to  take  for 
granted  what  we  have  here,"  Malone  says.  "Seeing  the 
prospects'  reactions  pumps  me  up  and  makes  me 
appreciate  what  we  have  all  over  again." 

S.C.  Johnson  prides  itself  on  quality  employee  ser¬ 
vices  programs  that  offer  something  for  everyone.  The 
company's  four  fitness  centers  are  always  busy.  The 
onsite  physical  therapist  and  personal  trainer  are  big 
draws.  Kickboxing  and  spinning  classes  are  popular 
with  the  younger  employees,  while  basket  making  is  a 
favorite  among  the  older  crowd.  Other  popular  activ¬ 
ities  include  self-directed  programs  such  as  men's, 
women's  and  retirees'  golf  leagues.  When  it  comes 
to  intramural  sports,  Malone  observes  that  tennis  is 
making  a  comeback;  basketball  and  volleyball  are 
going  strong;  and  racquetball  and  squash  are  on 
the  decline. 


S.C.  Johnson  employees  enjoy  an  aqua  class  in  the 
Aquatics  Center  at  Armstrong  Park,  Racine,  Wl. 


Seeing  results 

The  Human  Resources  Department  does  not  seek 
Malone's  opinion  on  candidates,  nor  are  hard  facts  col¬ 
lected  to  prove  that  the  employee  services  tour  makes 
a  difference  in  a  candidate's  decision  to  join  the  com¬ 
pany.  Instead,  Malone  measures  success  by  what  he 
sees.  "Many  of  our  employees  have  purchased  homes 
near  Armstrong  Park  to  make  it  more  convenient  to 
use  the  facilities."  He  also  sees  it  as  positive  that  he 
is  asked  to  perform  an  average  of  four  tours  each 
week.  Add  to  this  the  programs'  high  participation 
numbers,  and  Malone  knows  success  is  in  hand. 

Malone  considers  the  employee  services  tours  a  part 
of  S.C.  Johnson's  human  resources  function.  The 
Employee  Services  Department  remains  in  close  con¬ 
tact  with  the  Human  Resources  Department,  keeping 
the  hiring  manager  appraised  of  the  latest  employee 


The  employee  store  offers  workers  the  convenience 
of  onsite  shopping. 
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Family  members  of  S.C.  Johnson  employees  are 
invited  to  use  the  company's  facilities. 


services  programs.  The  Human  Resource  Department 
provides  all  job  candidates  with  a  list  of  the  company's 
employee  services,  regardless  of  how  hot  a  prospect 
they  may  be.  According  to  Sheronda  Glass,  assistant 
human  resources  manager  of  corporate  human 
resources  at  S.C.  Johnson,  "The  employee  services 
material  provided  to  prospects  is  one  of  our  top  recruit¬ 
ing  tools.  It  is  easy  for  new  employees  to  feel  lost  once 
they  are  hired.  Our  employee  services  program  gives 
them  a  place  to  go  where  they  can  feel  like  they  fit  in 
immediately."  She  speculates  that  these  services  could 
very  well  be  a  contributing  factor  to  S.C.  Johnson's  low 
turnover  rates.  The  average  tenure  is  five  years  in  the 
Marketing  Department  and  an  astounding  25  years  in 
the  Research  and  Engineering  Department. 


Proving  value 

Employee  services  are  closely  aligned  with  S.C. 
Johnson's  corporate  philosophy  of  a  commitment  to 
supporting,  encouraging,  developing  and  strengthen¬ 
ing  its  team  of  employees.  According  to  Malone, 
"Every  company  has  a  people  component  to  their  phi¬ 
losophy.  This  is  where  employee  services  reside. 
Employee  services  providers  need  to  leverage  that 
commitment  by  understanding  the  company's  goals 
and  being  aware  of  the  strategic  plan." 

The  Employee  Services  Department  adds  the 
employee-relations  perspective  to  S.C.  Johnson's 
recruitment  efforts.  During  college  campus  recruiting, 
an  employee  services  representative  is  present  to  pro¬ 
mote  the  perks  of  being  a  S.C.  Johnson  employee.  The 
employee  services  staff  has  also  helped  boost  morale 
during  times  of  corporate  transition.  When  the  compa¬ 
ny  recently  acquired  DowBrands,  Inc.,  a  home  care 
and  home  food  management  business,  S.C.  Johnson 


not  only  gained  new  products,  but  also  new  employ¬ 
ees.  The  Employee  Services  Department  provided  the 
new  employees  with  orientation  to  S.C.  Johnson's  cor¬ 
porate  culture,  helping  them  become  a  part  of  the  fam¬ 
ily.  "Even  when  times  get  tough,  the  elimination  of  our 
department  has  never  been  discussed  because  it  is  so 
interwoven  into  the  fabric  of  the  company.  Upper  man¬ 
agement  knows  the  employees  would  go  ballistic 
if  their  employee  services  were  taken  away," 
Malone  says. 

Other  recruitment  efforts 

Employee  services  are  just  one  of  S.C.  Johnson's 
recruitment  strategies.  Glass  mentions  that,  in  addition 
to  providing  work/life  programs  and  employee 
resources,  a  sound  compensation  and  benefits  package 
and  room  for  advancement  are  also  important. 
"Employees  need  to  know  how  they  can  succeed  in  the 
company,"  she  explains.  The  company  also  provides 
other  value-added  components  to  the  work  experi¬ 
ence.  For  example,  the  finance  group  is  planning  a  trip 
to  England  for  a  team-building  excursion  to  foster  out- 
of-the-box  thinking.  The  company  also  sets  sales  objec¬ 
tives  that  motivate  employees  to  be  productive  and  cre¬ 
ative  in  meeting  company  goals. 

'U'OitlCf  §J08©ift 

In  today's  tight  labor  market,  employers  are  seeking 
creative  recruitment  strategies  to  set  them  apart  from 
the  competition.  Since  employee  services  are  a  large 
part  of  S.C.  Johnson's  corporate  culture,  it  makes  sense 
to  give  prospective  employees  a  tour  that  demonstrates 
life  at  S.C.  Johnson.  Prospective  employees  are  always 
enthusiastic  about  the  services  offered.  While  inter¬ 
views  determine  corporate  fit,  the  employee  services 
tour  determines  whether  or  not  the  prospect  will  fit  into 
the  corporate  culture— another  great  method  for 
recruiting  and  retaining  the  best  talent.  esm 


Renee  M.  Muia  is  editor  of  Employee  Services 
Management  (ESM)  Magazine.  She  may  be  reached  at 
(630)  368-1280  or  reneemula@esmassn.org. 
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Maximizing  the  benefits  of  your  internship  program 

By  Veda  E.  Ward,  Ph.D.,  CPRP,  and  Rachel  Keller-Lozano 

Today’s  students  are  surrounded  by  a  wide  variety  of  stimuli.  While  some 
students  plunge  straight  into  the  working  world  after  college,  others 
punctuate  their  education  with  training,  starting  a  family  or  traveling  over¬ 
seas.  As  a  result,  highly  diverse  learning  experiences  are  a  necessity  to  keep 
students  actively  engaged  in  their  field  of  study.  Most  universities  require  stu¬ 
dents  to  perform  an  internship  so  that  theories  learned  in  school  can  be  inte¬ 
grated  with  practices  learned  in  a  work  environment.  The  academic  goal  is  for 
students  to  have  high-quality  learning  experiences  where  specific,  measurable 
outcomes  are  achieved  through  the  design,  implementation  and  evaluation  of 
employee  services  programs.  The  organization  benefits  from  the  intern’s 
energy,  creativity  and  enthusiasm  as  it  is  applied  directly  to  the  business.  The 
next  time  you  have  the  opportunity  to  provide  an  employee  services  intern¬ 
ship,  consider  the  following  ideas  to  add  pizzazz  to  your  program. 
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Building  an  infrastructure 

When  developing  an  internship  program,  it  is  impor¬ 
tant  to  build  a  corporate  infrastructure  that  supports 
student  learning  and  maximizes  future  internship  expe¬ 
riences.  If  the  following  internship  program  features  are 
not  already  in  place,  consider  having  the  intern  under¬ 
take  them. 

•  Establish  an  internship  manual  including  past 
projects  and  future  concepts  for  implementation. 

•  Develop  a  website  for  prospective  interns  with 
links  to  specific  majors  or  academic  programs  tied  to 
your  organization. 

•  Design  meet-the-intern  activities  to  fully  integrate 
the  program  into  the  corporation. 

•  Establish  an  intern  work  area  that  includes  a  state- 
of-the-art  workstation  and  a  photo  collage  of  past  interns. 

•  Design  a  list  of  website  links  to  sources  of  employee 
services  research  and  benchmarking. 

•  Create  a  formal  evaluation  procedure  for  the  over¬ 
all  internship  program  as  well  as  the  intern's  own 
experiences.  Provide  feedback  mechanisms. 

Program  enhancement 

Some  components  of  the  internship  program  become 
so  popular  that  they  are  repeated  each  year.  Yet,  even 
those  programs  may  eventually  loose  steam.  Allow  the 
interns  to  take  an  objective  look  at  all  existing  corpo¬ 
rate  programming.  Encourage  them  to  develop  new, 
fun,  intergenerational,  or  technologically-advanced 
program  enhancements. 

•  Form  chat  rooms  or  discussion  groups  to  help 
measure  the  success  of  your  programs. 

•  Once  reactions  to  events  are  gathered  from  partic¬ 
ipants,  write  them  up  in  the  company  newsletter. 

•  Add  new  dimensions  to  community  service  projects. 
For  example,  a  love-thy-neighbor  program  could  be 
instituted  that  would  garner  supporters  and  collabo¬ 
rators  for  fund  raisers,  blood  drives,  emergency  relief, 
and  more. 

Program  development 

Interns  are  often  sought  after  because  of  their  expo¬ 
sure  at  college  to  cutting-edge  information,  ideas  and 
technology.  Maximize  these  skills  by  having  interns 
interview  employees  to  determine  the  awareness  of  the 
employee  services  currently  provided  and  their  desire 
for  new  programs.  Using  research  skills  and  theories  of 
data  collection,  the  interns  can  provide  an  analysis  of 
their  findings  and  offer  suggestions  for  new  programs. 

Before  assigning  interns  the  responsibility  of  develop¬ 
ing  new  program  ideas,  you  must  lay  the  groundwork. 


•  Provide  a  thorough,  written  rationale  for  the  need 
for  the  new  program. 

•  Clearly  define  the  target  audience. 

•  Provide  access  to  information  on  similar  model 
programs.  Employee  Services  Management  (ESM) 
Association  peers  make  great  resources. 

•  Allow  for  adequate  time  to  research  and  pilot 
new  ideas. 

•  Define  an  appropriate  budget  to  cover  the  scope  of 
the  project. 

•  Assign  a  staff  member  to  approve  decisions  and 
encourage  progress. 

•  Have  interns  job-shadow  employees  from  different 
departments  to  learn  about  the  organization  from 
several  perspectives.  This  way,  it  will  be  easier  for 
them  to  assimilate  how  the  new  program  will  affect 
all  employees  rather  than  a  select  few. 

Program  evaluation 

Rather  than  simply  handing  out  a  survey  following  an 
activity  or  program,  commission  the  interns  to  conduct 
a  focus  group  and  report  the  findings  to  your  advisory 
board.  They  may  also  serve  as  a  non-threatening,  non- 
biased  party  for  obtaining  the  opinions  of  non-partici¬ 
pants.  Ask  the  interns  to  suggest  methods  for  gaining 
the  participation  of  this  valuable  group.  Encourage  cre¬ 
ative  suggestions  and  out-of-the-box  solutions. 

Interns  can  bring  new  energy  to  projects,  but  beware 
of  setting  them  up  for  failure.  Avoid  responding  to  their 
ideas  with,  "We  tried  that,  and  it  did  not  work." 
Innovation  and  open-mindedness  should  be  encour¬ 
aged  across  the  board — not  just  in  areas  where  an 
intern  is  at  work.  Your  organization  will  reap  the 
rewards  of  a  more  enthusiastic  and  involved  workforce. 
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Conclusion 

The  key  to  successful  internships  lies  in  the 
investment  of  time  and  the  formulation  of  a  learn¬ 
ing  plan  that  is  beneficial  to  the  student  and  the 
organization.  Combine  exciting  and  intellectually 
stimulating  assignments  with  accountability.  In 
doing  so,  students  will  leave  your  internship  pre¬ 
pared  for  life  as  a  full-time  employee  and  an  asset 
to  any  organization.  esm 

Veda  E.  Ward,  Ph.D.,  CPRP,  is  the  chairperson  of  the 
Department  of  Leisure  Studies  and  Recreation  at  the 
California  State  University,  Northridge,  CA.  She  has 
focused  her  research  on  gender,  aging  and  higher  edu¬ 
cation.  Rachel  Keller-Lozano  is  a  senior  intern  and  offi¬ 
cer  for  the  Recreation  Majors  Association  at  California 
State  University.  In  addition  to  majoring  in  Leisure 
Studies  and  Recreation,  she  has  five  years  experience  in 
hospitality,  tourism,  human  resources  and  concierge 
services.  For  more  information  on  internships,  e-mail 
Ward  at  veda.ward@csun.edu. 
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Employee  Stores 
i  Community  Services 
\  Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
Special  Events 
Travel  Services 
Voluntary  Benefits 
Wellness 


60th  Annual  Conference  & 


Exhibit 


April  8-12,  2001  The  Fairmont  Hotel,  New  Orleans,  LA 


New  attendees  can  meet  employee  services  practitioners  and  learn  how  to  get  the  most  out  of  networking, 
educational  sessions  and  Exhibit  Hall  opportunities. 

Michael  P.  Scott,  president,  Empowerment  Unlimited,  Inc. 

Dave  Bell,  president,  Incredible  Speakers  Bureau 


Regional  Gatherings  5:15 » 6:15  p.m. 

Meet  old  friends  and  make  new  contacts  at  this  informal  meeting. 


Ail-Attendee  Reception  3:30  - 10:60  p:m„  j 

Begin  your  conference  networking  in  the  lively  atmosphere  of  the  Fairmont  Hotel's  world  famous  Blue  Room, 


Chapter  Leader  Forum  8:30  ** 11:00  a.m. 


The  Secrets  of  Successful  Chapters 


Learn  the  current  ESM  Association  chapter  structure  standards  and  innovative  programming  ideas  to  enhance  your  leadership.  A  panel  of 
knowledgeable  chapter  leaders  will  demonstrate  proven  methods  for  training  an  effective  board  of  directors  and  maintaining  a  healthy  chapter 


budget.  Legal  issues,  chapter  liability  and  group  exemption  will  also  be  discussed. 


During  this  workshop,  ESM  Association  chapter  leaders  are  invited  to  share  successful  programming  ideas,  including  membership  drives,  s 

educational  sessions  and  social  events.  The  exchange  of  proven  techniques  and  discussion  of  hot  topics  will  provide  a  cache  of  creative  ideas  to 
draw  on  throughout  the  year.  Participating  chapters  must  submit  a  completed  chapter  networking  form  prior  to  the  conference.  y 

■  Panel  of  ESM  Association  chapter  leaders  , 


Employee  Store  Super  Session  8:30  » 1 1:00  a.m.  v- 

Your  Store:  The  Secret  Weapon 

While  your  store  offers  savings  and  convenience  to  company  employees,  it  has  the  potential  to  build  a  positive  company  image.  Learn  how  to: 

A 

■  build  customer  satisfaction 

■  deepen  relationships  with  your  most  loyal  customers  ‘ 

■  make  your  employee  store  a  major  retention  force 

®  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 

Member  Services  Session  8:39  1 1:00  a.m,  l  t 

Getting  the  Most  from  Your  ESM  Association  Membership  < 

Are  you  using  the  resources  of  your  ESM  Association  membership  to  their  full  potential?  Take  your  programs  to  the  next  level  by  fully  utilizing 

ESM  Association's  national  network  of  experts  and  programming  resources.  Among  the  many  ESM  Association  benefits  to  be  discussed  are:  *•< 

■  learning  how  to  use  ESM  Association's  Member  Profile  to  generate  precise  and  in-depth 
benchmarking  information 

■  contributing  your  professional  knowledge  as  an  author  for  ESM  Magazine  * 

■  utilizing  each  segment  of  ESM  Association's  online  Member  Resources  j 

Unleash  the  recruitment  and  retention  power  of  employee  services  with  your  ESM  Association  membership. 

■  ESM  Association  Headquarters  staff  and  member  representatives  1 


Exhibitor  Education  Session  10:00  - 1 1:30  a.m. 


What  Could  You  Possibly  Teach  Me? 

You  have  been  working  trade  shows  for  years.  Is  there  anything  new  to  learn?  The  answer  is  yes!  Your  business  has  changed  over  time  and  so  should  your  exhibiting 
techniques.  In  this  session,  you  will  learn: 

■  the  three  best  qualifying  questions 

■  how  to  gain  information  for  an  effective  follow-up 

■  when  the  trade  show  really  ends 

■  how  to  generate  business  from  your  trade  show  leads 

This  session  is  valuable  for  both  veteran  and  new  Exhibitors. 

■  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 


Opening  General  Session  1:00  -  2:30  p.m. 

So  You  Think  You've  Got  Problems?  Think  Big! 

Because  implementing  a  cutting-edge  employee  services  program  can  be  a  challenge,  a  different  perspective  may  be  necessary  to  find  the  solution.  Over  the 
past  17  years,  John  and  Greg  Rice  have  become  international  media  celebrities,  appearing  on  countless  network  television  shows.  Starting  their  business  careers 
as  door-to-door  salesmen  while  still  in  high  school,  they  built  a  successful  real  estate  business  throughout  the  1 970s  and  1 980s.  The  brothers  have  used  their 
early  work  experience  to  become  two  of  this  country's  most-recognized  experts  in  sales  and  marketing.  Their  business  success  and  commitment  to  children's 
charities  and  community  is  extraordinary.  However,  when  you  combine  these  accomplishments  with  the  fact  that  at  three  feet  tall,  the  Rice  brothers  are  in  the 
Guinness  Book  of  World  Records  as  the  world's  smallest  twins,  their  success  story  becomes  more  amazing.  John  and  Greg  will  make  you  laugh  and  challenge 
you  to  think  big. 

*  John  and  Greg  Rice 


Strategic  Networking  Forums  2:45  -  4:15  p.m. 


Participate  in  the  following  discussions  with  your  peers  in  these  interactive  learning  discussions.  Take  this  opportunity  to  learn  effective  programming  ideas 
firsthand,  from  the  experiences  of  fellow  ESM  Association  members. 


■  Company  Programs  for  Singles 

■  Lunchtime  Seminars 

■  The  Secret  Weapon  of  Recruitment:  Employee  Services 

■  Programming  for  the  24/7  Workforce  i 

■  Ask  the  Experts:  Seek  and  Find  Solutions  for  Your  Specific  Issues 


Shortcuts  for  Employee  Services  Websites 
Community  Services-The  Next  Generation 
Employee  Services  as  Work/Life  Initiatives 
Revenue-Generating  Programs  for  Employee  Associations 


■  Alan  Benedeck,  Alan  Benedeck  Associates 


Exhibit  Hall  Grand  Opening  4:30  -  6:30  p.m. 

ESM  Association's  Exhibit  Hall  lets  you  see  and  test  the  latest  products  and  services  offered  by  a  multitude  of  Exhibitors.  The  Exhibit  Hall  puts  you  in  contact  with 
suppliers  of  captivating  employee  programs,  innovative  products,  convenience  services  and  discount  opportunities.  ESM  Association's  network  of  Exhibitors  can 
help  employee  services  providers  create  programs  that  will  attract  and  retain  top  talent. 


Evening  Social  Function  7:00  p.m. 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Ghosts  and  Spirits  Walking  Tour  7:00  -  9:00  p.m. 

Explore  the  scenes  of  grim  and  ghastly  events  from  the  past  in  the  old  French  Quarter.  Tour  guides  will  provide  an  eerie,  chilling  and  fun-filled  adventure, 
-includes  tour  and  two  nightclub  stops 

2  Dinner  at  K-Paul's  Louisiana  Kitchen  8:30  p.m.  seating 

Serving  dishes  with  only  the  freshest  seasonal  ingredients,  Chef  Paul  Prudhomme's  menu  is  always  superb.  Enjoy  a  gourmet  three-course  Creole  dinner, 
-includes  meal  and  transportation 


3  Harrah's  Casino  Excursion  7:00  -  11:00  p.m. 

Harrah's  New  Orleans  has  the  games  you  want  to  play:  slot  machines,  blackjack,  craps,  baccarat,  and  poker.  The  casino  has  Mardi  Gras  floats,  a  five-story  oak 
tree  and  a  life-size  pirate  ship  that  features  a  thunderstorm  sequence. 

-includes  transportation 

*  Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 


employee  services  management 
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ESM  Select  Forum  7:15  -  8:45  a.m. 

Selecting  "New  Cheese"  in  Today's  Rapidly  Changing  World  of  Employee  Services 

This  session  will  offer  a  unique  opportunity  for  ESM  Select  members  to  interact  with  their  colleagues  while  enjoying  a  stimulating  discussion  on 
the  topic  of  change.  Michael  P.  Scott  will  facilitate  a  discussion  of  the  best  selling  book  Who  Moved  My  Cheese?  by  Spencer  Johnson,  affording 
ESM  Select  members  the  opportunity  to  exchange  ideas  regarding  the  changing  face  of  employee  services.  Learn  how  to  select  new  cheese  by 
accomplishing  strategic  goals  that  allow  you  to  further  position  your  organization  as  an  employer  of  choice  in  today's  highly  competitive  labor  market. 

H  Michael  P.  Scott,  president,  Empowerment  Unlimited,  Inc. 

Concurrent  Sessions  9:00  - 10:15  a.m, 

1  Best  Practices:  S.C.  Johnson  Wax  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  ^Johnson 

employee  services  at  S:C.  Johnson  Wax  based  on  its  company  culture  and  employee  demographics.  a  famiiy  company 


2  Getting  the  Boss  to  Back  You 

Before  your  employee  services  programs  can  make  an  impact,  management  must  understand  how  your  job  and  department  benefit  the 
well-being  of  the  organization.  In  this  session,  you  will  learn: 

■  the  three  skills  needed  for  management  to  understand  and  support  your  program 

■  how  to  generate  awareness  of  your  program  among  your  employees 

■  how  to  justify  your  program 

si  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 

3  Getting  Customers  into  Your  Store 

Employee  stores  have  a  ready-made  customer  base.  However,  keeping  these  customers  coming  back  for  more  is  another  issue.  Find  out: 

■  how  to  plan  activities  around  your  customers 

■  specific  ideas  for  in-store  events 

■  traffic-building  opportunities 

■  how  to  have  fun  throughout  the  process 

*  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 


4  The  Business  Case  for  Recognition:  Three  Essential  Keys  for  Measuring  Potential  Impact 

This  interactive  workshop  will  address  the  three  key  components  in  developing  a  business  case  for  a 
company-wide  recognition  program.  Examine  the  areas  affected  by  a  recognition  program:  administration, 
employee  impact,  performance  improvement,  and  more. 

SB  Kim  Smithson,  vice  president  of  performance  services,  Motivation  Online,  president,  NAER 


sponsored  by: 


k5. 


Concurrent  Sessions  10:30  -  1 1:45  a.m, 

1  Best  Practices:  Prudential  Employee  Recreation  Association  (PERA)  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  Prudential®  Financial 
employee  services  at  Prudential  Employee  Recreation  Association  (PERA)  based  on  its  company  culture 
and  employee  demographics. 

2  Travel:  Trends,  Technology  and  Liability 

Tour  operators,  Internet  companies,  nonprofit  organizations,  and  corporate  America  are  using  travel  services  to  generate  revenue.  Find  out 
what  is  needed  for  offering  travel  services  to  your  employees. 

■  What  are  the  risks  and  liabilities? 

■  How  can  you  use  current  technology? 

■  What  online  travel  services  are  employees  using? 

This  exciting  session  will  teach  you  how  to  enhance  relationships  with  employees,  use  travel  as  a  company  fundraiser,  and  create  business 
partnerships  that  defer  the  costs  of  implementing  travel  programs, 

fa  Mike  Daly,  director  of  business  development,  Collette  Vacations 


3  Identifying  New  Skills  for  Managing  Employee  Services 

We  are  in  the  midst  of  an  employee  services  explosion.  Today,  employee  services  encompasses  much  more  than  recreation  and  wellness.  It  may  be  time  to 
reassess  your  skills.  Based  on  ESM  Association’s  latest  textbook,  Employee  Services  Management:  Concepts  and  Applications,  this  session  will  identify  the  key 
attributes  needed  to  succeed  in  employee  services.  Discover  new  options  for  continuing  your  education. 

if  Professor  Tom  Sawyer,  Ed.D.,  Department  of  Recreation  and  Sport  Management,  Indiana  State  University 

4  Impacting  the  Front  Line 

The  current  market  conditions  favor  employees  and  thus  greatly  challenge  both  the  recruitment  and  retention  efforts  of  employers.  Incredibly,  some 
executives  still  try  retaining  valued  employees  solely  through  pay  raises.  This  strategy  no  more  guarantees  employee  retention  than  a  slot  machine  guarantees 
a  jackpot.  This  workshop  will  present  an  employee  relations  plan  for  those  who  recognize  that  an  employee's  primary  reason  for  leaving  an  employer  is  not  simply 
salary  related. 

M  Karen  Rausch,  employee  services  manager,  Arizona  Diamondbacks  and  Phoenix  Suns 

Member  Appreciation  Lunch  12:00  -  1:30  p.m. 

All  conference  attendees  are  welcome  to  enjoy  the  Member  Appreciation  Lunch.  This  special  event  salutes  those  involved  with  employee  services.  The 
presentation  of  ESM  Association's  Awards  of  Excellence  will  include: 

■  Employer  of  the  Year 

■  Employee  Store  Award 

■  Research  Award 

■  New  Certification  Recognition 

Exhibit  Hail  Open  1:30  -  4:00  p.m. 

Strategic  Networking  Forums  4:15  -  5:45  p.m. 

Focus  your  peer  networking  to  companies  of  similar  employee  size.  Attendees  will  separate  into  two  groups:  employee  services  providers  working  at  companies 
with  1 ,000-5,000  employees  and  employee  services  providers  working  at  companies  with  over  5,000  employees.  These  two  groups  can  choose  from  the 
following  topics: 

■  Volunteer  Recruitment  ■  Facilities 

■  Staff  Management  ■  Trends  in  Employee  Associations 

Employee  service  providers  working  at  companies  with  less  than  1 ,000  employees  will  have  a  roundtable  discussion. 

*  Alan  Benedeck,Alan  Benedeck  Associates 

Evening  Social  Function  6:30  p.m. 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Natchez  Steamboat/Jazz  Cruise  6:30  -  9:00  p.m. 

Take  this  Mississippi  river  excursion  upon  the  steamboat  Natchez  into  the  culture  and  lifestyle  of  New  Orleans.  Enjoy  a  Creole  dinner  buffet  and  a  performance  by 
a  Louisiana  jazz  ensemble. 

-includes  transportation 

2  Crescent  City  Nights  Tour  6:30  10:30  p.m. 

Start  the  evening  with  a  taste  of  Creole  cuisine  with  dinner  at  Tujague's.  After  visiting  two  French  Quarter  nightclubs,  end  your  evening  with  the  local  tradition  of 
Cafb  au  Lait  and  beignets  at  Cafb  Du  Monde. 

-includes  walking  tour 

3  Bally's  Lakeshore  Casino  Resort  Excursion  7:00  - 1 1 .00  p.m. 

Bally's  Lakeshore  Casino  Resort  offers  high-limit  games  and  the  loosest  slots  in  New  Orleans.  Our  table  games  include  such  favorites  as:  blackjack,  roulette, 
craps,  baccarat,  Big  Six,  Caribbean  Stud  Poker,  and  Let  It  Ride. 

-includes  transportation 

*  Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 

*  employee  service!  management 


■  Eastwood  Award  for  Best  Overall  Employee  Program 

■  Innovative  Program  Award 

■  Chapter  Awards 

■  Exhibitor  Longevity  Awards 


a  ''»■ , 
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Concurrent  Sessions  8:30  -  3:45  a.m, 

1  Best  Practices:  West  Group  Employee  Services  Case  Study 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of 
employee  services  at  West  Group  based  on  its  company  culture  and  employee  demographics. 


presented  by: 


2  Employee  Store  Automation 

Learn  how  to  assess  the  needs  of  your  organization  from  a  retail  perspective  and  make  stronger  automation  decisions.  This  session  will  cover: 


■  reducing  employee  training  ■  controlling  costs  with  transaction  security 

■  leveraging  hardware  and  software  standards  ■  increasing  the  return  on  your  investment 

Discover  how  to  reap  the  benefits  of  these  proven  automation  solutions. 

Peter  Catoe,  president  and  founder,  ECR  Software  Corporation 

3  Health,  Mind,  Spirit,  and  Body 

Do  you  want  to  get  more  out  of  life?  The  confidence  and  motivation  required  to  fulfill  your  dreams  can  stem  from  how  you  perceive  your 
body,  Learn  simple  life  strategies  for  improving  body  shape,  job  performance  and  self-esteem. 

Emelina  Edwards,  fitness  trainer 


General  Session  10:00  ~  11:00  a.m. 

Attitude:  The  Choice  Is  Yours 

Attitude,  not  aptitude,  determines  your  altitude  in  life.  Attitude  influences  happiness,  success  and  on-the-job  results.  Analyze  how  good,  bad  and 
ugly  attitudes  are  communicated,  and  learn  how  to  maintain  a  positive  attitude  in  a  negative  environment. 

••  Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 


Concurrent  Sessions  11:15  a.m,  -  12:30  p.m. 

1  Best  Practices:  Litton  Laser  Systems  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  Utton _ 

of  employee  services  at  Litton  Laser  Systems  based  on  its  company  culture  and  employee  demographics.  Laser  Systems 

2  Increasing  the  Value  of  Your  Service  Awards  Program  While  Decreasing  Your  Costs 

How  do  employees  want  to  be  recognized?  How  can  employee  recognition  be  maximized  while  simplifying  and  economizing  your  company's 
investment  of  time  and  money?  This  session  will  teach  you  how  to  develop  a  standardized  awards  program  that  will  appeal  to  employees 
while  decreasing  employer  cost. 

Connie  Argus,  CLU,  ChFC,  RHU,  manager  employee  &  community  programs,  Nationwide  Insurance 
Jackie  Sells,  employee  programs  supervisor,  Nationwide  Insurance 

3  Your  Employee  Services  Program:  Surviving  Turbulence 

What  would  happen  if  your  company  was  suddenly  acquired  by  another  corporation?  How  should  you  respond  to  a  sudden  change  in 
management  or  company  philosophy?  Corporations  occasionally  face  adversity,  and  employee  services  must  be  prepared  to  help 
employees  through  this  transition.  Are  your  policies  and  procedures  ready  to  be  scrutinized? 

Bob  Crunstedt,  CESM,  executive  director,  Honeywell  Employee  Club  of  Minneapolis 

Ralph  Ferrara,  CESM,  manager,  employee  services,  General  Mills 

Phil  Hall,  CESM,  manager,  employee  services,  Compaq  Computer  Corporation 

4  Trends  in  Participatory  Sports 

When  it  comes  to  choosing  a  favorite  sport,  fitness  or  recreational  activity,  Americans  are  spoiled.  According  to  the  Sporting  Goods 
Manufacturers  Association,  there  are  more  than  1 00  activities  that  occupy  the  time  and  attention  of  workout  enthusiasts,  sports  lovers  and 
recreation  seekers.  Although  team  sports  have  been  popular  for  the  last  50  years,  research  has  shown  that  fitness,  outdoor,  extreme,  and 
individual  sports  are  exploding  in  popularity.  Learn  what  activities  will  be  popular  and  which  employees  will  be  participating  in  them. 

•  Mike  May,  director  of  communications,  Sporting  Goods  Manufacturers  Association 


Exhibit  Hail  Open  *511  -  ;&S#  p.m* 

Concurrent  Sessions  2:45  ~  4:00  p.m. 

1  Best  Practices:  PERA  Club-Salt  River  Project  Case  Study 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  employee  services 
at  PERA  Club-Salt  River  Project  based  on  its  company  culture  and  employee  demographics. 

*  2  The  Role  of  the  Leader 

Leadership  is  not  merely  being  in  a  position  of  power  over  subordinates.  Effective  leadership  involves  a  dynamic  relationship  bet 
and  followers  (employees).  Responding  to  the  changing  needs  of  your  organization  requires  effective  leadership  strategies.  This  i 
/  use  self-assessments  and  group  discussion  to: 

■  discover  the  personal  characteristics  and  qualities  needed  by  leaders 

■  develop  an  understanding  of  the  leader/follower  relationship 

■  meet  the  challenges  of  today's  team-oriented  workplace 

Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 

p  3  Reaching  Out:  Community  and  Employee  Volunteerism 

Corporations  understand  that  active  involvement  in  the  community  leads  to  successful  social  and  economic  growth.  Today's  volunteer  involves  personal 
politics  and  interests  in  his  or  her  efforts.  Companies  must  learn  to  provide  adequate  opportunities  for  their  employees  to  become  involved  in  local,  national 
and  international  volunteer  programs.  Learn  how  companies  such  as  Prudential  are  making  volunteer  programs  an  integral  component  of  their  employee 
services  programming. 

Mary  O'Malley,  vice  president,  community  resources,  Prudential 
4  Hot  Tips  for  Holiday  Parties  and  Picnics 

Are  you  ready  to  build  an  unforgettable  company  event?  This  session  will  provide  essential  tips  for  planning  and  implementing  special  events.  Hear  what 

*  themes  will  generate  employee  excitement.  Learn  how  to  carry  the  event's  theme  throughout  its  promotion,  decor,  entertainment,  giveaways,  menu,  and  more. 
Leave  this  session  energized  and  inspired  by  creative  and  innovative  ideas  that  can  be  implemented  immediately. 

Peggy  Kennedy,  Venue  Chicago  Event  Management 

Evening  Social  Function  7:3&  «  1  ikM  p.m. 
r  A  Night  in  New  Orleans 

Experience  the  unique  culture  of  New  Orleans  at  this  themed  social  function  at  the  Fairmont  Hotel.  The  evening  will  include  local  cuisine  and  entertainment. 

Share  one  more  night  of  fun  with  your  ESM  Association  peers. 


presented  by: 
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Closing  General  Session  9:00  - 10:00  a.m. 

\ 

Diversity  in  Today's  Workplace:  What  You  Don't  Know 

What  you  don't  know  about  yourself  and  others.  Major  trends  in  the  workplace  and  what  you  should  know  about  them. 

55  Mauricio  Velasquez,  president,  Diversity  Training  Group 

Closing  Brunch  10:00  a.m.  - 12:00  p.m. 

9  employee  services  management 

►  Come  join  the  fun  of  a  live  auction  benefiting  the  ESM  Association  Foundation.  Dozens  of  door  prizes  will  be  distributed  to  lucky  winners, 


ASSOCIATION 


Full  Name  (Print) _ . _  Nickname 

Position  _ 


Position _ 

Company _  Number  of  Employees 

Address  _ 

City _  State _ Zip  Code 

Phone _ Fax _ _ _  E-mail  _ _ 


Is  this  your  first  National  Conference?  □  Yes  □  No 

□  Please  check  if  you  have  a  disability  and  require  special  services.  Attach  a  description  of  your  needs. 
Payment  method:  □  Check  (payable  to  ESM  Association) 

□  Visa  O  Mastercard  □  American  Express  □  Discover 

Credit  card  number _ _ _ Exp.  Date 

REGISTRATION  FEES:  PLEASE  CIRCLE  YOUR  CHOICE  AND  INDICATE  THE  TOTAL  AMOUNT  ENCLOSED. 


Conference  Registration  Categories 

Cost 

Prior  to  3/1/01 

Cost 

After  3/1/01 

ESM  Association  Organization  Member 

Chapter,  General,  Individual 

$545 

$570 

Multiple  Attendee  Discount  Two  or  more 

ESM  Association  Members  from  the  same  location 

$495 

$520 

Non-Member  Organization 

$620 

$670 

Associate/Supplier  Non-Exhibiting 

$865 

$890 

College  Student 

$160 

$185 

Retired  ESM  Association  Member 

$125 

$125 

One-day  Registration 

$  (davratel  X  (number  of  davs)  = 

Check  dates  of  attendance  □  4/9  □  4/10  O  4/11  O  4/12 

$220 

$245 

TOTAL:  S 


Submit  a  separate  registration  form  for  each  person.  Duplicate  copies  of  this  form  will  be  accepted.  ; 

Advance  registration  will  not  be  accepted  without  full  payment.  Mail  payment  and  registration  form  to:  ESM  Association  | 

Headquarters,  221 1  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371;  or  fax  the  registration  form  with  your  credit  card  information  to  j 
ESM  Association  at  (630)  368-1286.  If  you  have  a  question,  please  call  (630)  368-1280.  j 

Cancellation:  Full  registration  will  be  refunded  if  written  cancellation  notification  is  postmarked  on  or  before  3/1/01.  After  that  ! 
date,  a  refund  is  not  guaranteed.  ; 

All  room  reservations  must  be  made  directly  with  The  Fairmont  Hotel  by  calling  (800)  635-4440.  State  that  you  are  part  of  the  [ 

ESM  Association  Conference.  The  ESM  Association  Conference  room  rate  at  The  Fairmont  Hotel  is  $149  per  night  (single  or  ! 

double  occupancy).  Our  room  block  is  limited.  To  insure  room  rate  and  availability,  please  make  reservations  before  March  1, 2001.  ; 

Children  under  16  will  only  be  allowed  in  the  Exhibit  Hall  on  Wednesday,  4/1 1/01. 


23  top  sales  approaches  that  will  move 
attendees  to  buy  your  product 


By  Kare  Anderson 


fter  attending  dozens  of  trade  and  exhibit  shows,  I  was  surprised  that 
less  than  10  percent  of  exhibitors  focus  their  message  on  what  buyers 
need  most — the  main  benefit  that  differentiates  their  product  or  service 
from  competitors’  offerings.  Exhibits  and  promotional  materials  tend  to  focus 
primarily  on  the  product  and  company  name;  but  this  won’t  make  the  sale. 
Credible  benefit  statements  about  your  product  increase  the  chances  for 
a  sale. 


Rather  than  confusing  attendees  with  an  excess  of 
information,  use  customer-centered,  thoughtful  market¬ 
ing  to  make  a  fair  product  comparison.  Offer  succinct, 
specific,  easy-to-follow  comparisons  that  do  not  insult 
the  competition.  Headline  the  major  benefits  of  your 
product,  then  provide  detailed  back-up  materials. 
Utilize  real-life  customer  examples  to  illustrate  these 
facts.  With  your  best  foot  forward,  you  will  meet  the 
needs  and  catch  the  eye  of  the  serious  buyer. 


Top  sales  approaches 

1.  Incorporate  a  brief,  differentiating  benefit 
statement  into  your  conversation.  Make  it  relative  to 
your  two  closest  competitors,  but  never  put  down 
the  competition. 

2.  Lead  by  identifying  the  specific  benefit,  rather  than 
building  up  to  it.  The  serious  buyer  will  appreciate  the 
specifics  without  the  general  patter  heard  from  other 
exhibitors.  As  a  result,  they  will  listen  sooner  and  longer. 
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It  takes  only  12-15  seconds  for  an  attendee  to 
pause  and  scan  an  exhibit  booth  before  deciding 
whether  or  not  to  consider  a  product. 


3.  Everything  you  say,  display,  point  at,  stand  near, 
or  offer  should  drive  home  your  differentiating  benefit. 

4.  The  benefit,  in  its  essence,  should  be  summarized 
succinctly  in  one  vivid  phrase. 


5.  Deliver  your  phrase  and  stop.  Let  the  buyer  take 
charge.  Allow  them  to  freely  ask  questions  that  will 
allow  you  to  recognize  their  interests,  level  of  knowl¬ 
edge,  hot  buttons,  and  decision-making  authority. 


12.  Attendees  take  only  12-15  seconds  to  pause  and 
scan  your  exhibit  booth  before  deciding  whether  or  not 
to  consider  your  product.  Remove  all  graphics,  words 
and  materials  that  do  not  relate  to  either  the  main  ben¬ 
efit  or  one  of  the  three  supporting  benefits.  This  will 
guarantee  that  attendees  take  in  the  necessary,  bottom- 
line  information. 

13.  Place  display  items  at  varying  heights  to  ensure 
that  the  essential  visual  elements  of  your  exhibit  are  not 
blocked  by  booth  staff  or  attendees. 

14.  Booth  visuals  and  words  should  naturally  guide 
the  attendee's  eyes  down  a  path,  from  one  message  to 
the  next. 

15.  Avoid  opening  with  references  to  the  weather, 
freebies,  drawings,  or  other  non-benefit-related  topics. 
Remember  to  stick  to  your  differentiating  benefit. 

16.  Verbally  and  visually  present  a  special  confer¬ 
ence  offer  that  provides  attendees  with  an  immediate, 
tangible  benefit  and  more  information  about  your 
product.  Examples  include  a  free  consultation  or  a  bun¬ 
dle  of  products  sold  at  a  discounted  price. 

17.  Keep  your  dress  plain.  Patterned  clothing  and 
accessories  shorten  the  buyer's  attention  span. 


6.  When  responding  to  questions,  offer  real-life 
examples.  Cite  relevant  and  diverse  customer  experi¬ 
ences  using  actual  quotes  when  possible. 

7.  Stay  focused.  Never  give  more  than  three  sup¬ 
porting  benefits. 

8.  Express  each  supporting  benefit  as  a  headline. 
Present  them  like  billboard  messages — short  and  to 
the  point. 

9.  Use  everyday  language.  Avoid  jargon  or  industry- 
specific  terms,  even  if  attendees  appear  to  understand 
the  lingo. 

10.  Third  party  endorsements  provide  credible  proof 
of  your  benefits.  Cite  three  diverse  customers  who  have 
little  else  in  common  but  a  devotion  to  your  product 
and  a  similarity  to  your  prospect. 

1 1 .  Always  link  the  quotes  of  satisfied  clients  to  the  spe¬ 
cific  benefit.  Post  them  prominently  and  include  them  in 
promotional  materials.  Endorsements  relating  to  specific 
situations  are  more  credible  and  memorable. 


Conference  attendees  feel  more  secure  when  exhibit¬ 
ors  stand  next  to  them,  rather  than  opposite  them. 
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18.  Offer  a  gift  to  faithful  customers  while  asking 
them  what  they  like  best  about  your  product.  It  is  a 
proven  fact  that  what  is  said  aloud  is  believed  more 
deeply  by  the  speaker.  This  line  of  questioning  will 
solidify  their  loyalty  to  your  product  and  help  them 
articulate  their  satisfaction  to  others. 

19.  When  meeting  a  prospect,  find  a  positive  quality 
in  them.  Keep  this  quality  uppermost  in  your  mind  as 
you  speak  with  them. 

20.  Stand  at  the  side  of  the  buyer.  When  you  stand 
opposite  someone,  you  are  more  likely  to  verbally 
oppose  them.  People  feel  more  secure  with  each  other, 
themselves  and  their  surroundings  when  standing  side- 
by-side. 

21.  Try  the  following  sales  tips  for  making  the  exhib¬ 
it  experience  more  memorable: 

a.  Use  motion  such  as  gestures,  walking,  exhibit 
demonstrations,  and  video  vignettes. 

b.  Relate  your  benefits  to  attendees'  three  core  life 
experiences:  family,  work  and  where  they  live. 

c.  Use  the  Triangling  approach  to  agreement:  Refer 
to  one  of  their  interests;  relate  your  common  interests 
to  theirs;  connect  this  to  your  product's  main  benefit. 

22.  Use  specific,  emotion-laden  language  when 
stating  the  positive  and  report  the  negative  as  neutrally 
as  possible. 


Use  motion,  such  as  video  vignettes,  to  make  the 
experience  more  memorable. 


Present  attendees  with  a  special  conference  offer, 
such  as  a  free  consultation. 


23.  Always  respond  directly  to  a  buyer's  last  com¬ 
ment.  Avoid  falling  into  a  prepared  speech  uttered 
regardless  of  the  buyer's  interests  or  needs. 

Conclusion 

To  make  the  sale,  you  must  help  attendees  make 
informed  choices  and  act  on  them  quickly.  Do  this  by 
clearly  separating  yourself  from  the  competition. 
Ensure  that  every  aspect  of  your  behavior,  booth  and 
promotional  materials  reinforce  your  main  differentiat¬ 
ing  benefit.  Then,  carry  this  theme  throughout 
the  conference.  Consistency  and  clarity  are  the  keys  to 
attendees  buying  your  product. 


Kare  Anderson  is  an  Emmy  Award-winning  former  TV  com¬ 
mentator,  Wall  Street  Journal  reporter  and  cofounder  of  The 
Say  It  Better  Center,  Sausalito,  CA.  She  is  also  the  author  of 
several  books  including  Resolving  Conflict  Sooner,  Pocket 
Cross-Promotions  and  Beauty  Inside  Out.  Anderson  may  be 
reached  at  (415)  331-6336  or  kareand@aol.com. 
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Program  tips  for  celebrating  National  Employee 
Health  and  Fitness  Day 


By  Sara  Utley 


National  Employee  Health  and  Fitness  Day  (NEHF)  is  a  national  health 
observance  administered  by  the  National  Association  for  Health  and 
Fitness,  Indianapolis,  IN.  Companies  and  organizations  across  the  U.S.  cele¬ 
brate  NEHF  annually  on  the  third  Wednesday  of  May,  by  providing  special 
events  and  employee  activities  that  promote  physical  fitness  and  healthy 
lifestyles.  Participating  companies  recognize  that  a  healthier  workforce  can 
result  in  lower  healthcare  costs,  fewer  medical  claims,  lower  absenteeism,  and 
higher  productivity.  Whether  a  one-day  event  or  a  year-round  program,  suc¬ 
cessful  corporate  health  promotion  begins  with  a  comprehensive  plan. 
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Let's  Get  Physical 

The  National  Association  for  Health  and  Fitness  first 
introduced  the  Let's  Get  Physical  (LGP)  program  in 
1997  as  a  component  of  NEHF.  This  interactive  physi¬ 
cal  activity  program  is  designed  to  help  employee  ser¬ 
vices  providers  educate  workers  on  the  importance  of 
monitoring  heart  rate  during  physical  activity  and  to 
increase  the  number  of  employees  involved  in  moder¬ 
ate  physical  activity.  Employee  services  providers  are 
encouraged  to  structure  NEHF/LGP  as  a  six-week  pro¬ 
gram  to  run  April  1 8-May  29.  See  Chart  A  for  a  sample 
one-week  program  schedule. 

Measure  the  success  of  your  health  promotion  activi¬ 
ties  by  tracking  the  participation  numbers.  To  accomplish 
this,  consider  awarding  prizes  to  participants  and  then 
tracking  the  number  of  prizes  given  away.  Remember  to 
issue  a  follow-up  survey  to  all  employees  to  obtain  their 
input  on  the  structure  of  the  program. 

Make  Your  Move 

In  response  to  hundreds  of  comments  from  health 
promotion  professionals,  the  National  Association  for 
Health  and  Fitness  has  introduced  the  Make  Your  Move 
program.  This  incentive-based,  worksite  health  promo¬ 
tion  program  is  based  on  the  Healthy  People  2010 
Objectives,  a  nationwide  health  promotion  and  disease 
prevention  agenda  from  the  Department  of  Health  and 
Human  Services,  Washington,  DC;  the  1996  Surgeon 
General's  Report  on  Physical  Activity;  and  the 
Transtheoretical  Model  of  Behavior  Change,  developed 
by  James  O.  Procheska,  Ph.D.,  director  of  the  Cancer 
Prevention  Research  Consortium  at  the  University  of 
Rode  Island  in  Kingston. 

Make  Your  Move  has  twelve  independent  modules 
that  can  be  used  to  custom-design  programs  1-12 
weeks  in  length.  Incorporate  the  following  health  top¬ 
ics  into  brown-bag  lunch  seminars,  handouts  or  health 


Chart  A 


Monday 

Take  the  Stairs  Day 

Tuesday 

Guess  the  Serving  Size 

Day  and  Low-Fat 

Wednesday 

Recipe  Swap 

Park  Farthest  from  the 

H  '  1 

Building  Day 

Thursday 

Friday 

Group  Walk  Day 

Blood  Pressure  Screening 
Day/Healthy  Heart  Quiz 

Offer  small  prizes  for  participation  throughout 
the  week.  Enter  participants'  names  in  raffles 
for  bigger  prizes.  Provide  employees  with  prize 
vouchers  each  time  they  complete  an  activity. 

promotion  activities;  or  visit  www.physicalfitness.org 
to  purchase  ready-to-use  games,  articles,  thoughts  of 
the  day,  and  all  the  necessary  forms  to  make  your  cam¬ 
paign  a  success. 

The  12  Make-Your-Move  Modules 

1.  Eating  Out  the  Healthy  Way:  Request  low  fat  op¬ 
tions  when  dining  out — even  if  they  are  noton  the  menu. 

2.  Identifying  and  Overcoming  Potential  Barriers  to 
Physical  Activity:  Remember  how  good  it  feels  to  be 
active  and  choose  healthy  behaviors. 

3.  Strengthening  Your  Social  Network:  Enhance  work 
relationships  by  spending  time  with  coworkers  after 
work  hours. 

4.  Eating  Well  on  the  Go:  Make  a  master  list  of  heal¬ 
thy  meals  that  are  easy  to  prepare  in  big  batches. 

5.  Finding  Relaxation  and  Restful  Sleep:  Evening  exer¬ 
cise  may  inhibit  sleep  due  to  increased  metabolism  and 
activity.  Try  an  afternoon  workout. 

6.  Fad  Diets:  Overemphasis  on  one  particular  food  or 
type  of  food  is  dangerous  to  your  health. 

7.  Preventing  Fitness  Injuries:  Begin  new  fitness  activities 
at  a  low  intensity,  performing  them  for  short  periods  of  time. 
Gradually  increase  the  intensity  and  length  of  the  workout. 

8.  Setting  Realistic  Goals:  Develop  an  action  plan  for 
achieving  goals.  Outline  steps  for  achievement,  consid¬ 
er  possible  obstacles  and  consult  outside  resources. 

9.  Boosting  Your  Self-Esteem  and  Self-Image:  Exercise 
with  the  goal  of  feeling  better,  not  losing  weight. 
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Chart  B 


Health  Promotion  Action  Plan 


Step  #1:  Get  Help.  The  best  programs, 
events  and  celebrations  are  the  work  of 
a  group  of  dedicated  individuals. 

Step  #2:  Develop  a  Plan.  Plans  are  like 
roadmaps.  The  more  detailed  they  are, 
the  more  likely  you  are  to  get  where 
you  intend  to  go. 

Step  #3:  Formulate  Outcome 
Objectives.  Develop  specific  and  easily 
measurable  objectives  to  determine  the 
success  of  the  event.  For  example,  record 
the  numbers  of  participants,  exhibitors  or 
displays,  different  activities,  etc. 

Step  #4:  Promote  Your  Programs.  Use 
press  releases,  teasers  and  public  ser¬ 
vice  announcements  to  get  the  word 
out  about  your  celebration. 

Step  #5:  Be  Prepared.  Plan  for  the 
unexpected.  If  your  activities  are  out¬ 
doors,  set  rain  dates,  or  have  plans  for 
moving  the  activities  indoors. 

Step  #6:  Celebrate  National  Employee 
Health  and  Fitness  Day  2001.  The  big 
day  is  here!  Take  time  to  enjoy  the 
results  of  your  hard  work. 

Step  #7:  Evaluate  the  Event.  Take  the  time 
to  count  participants  and  get  their  feedback 
on  which  aspects  of  the  event  went  well 
and  which  ones  need  improvement. 

Step  #8:  Share  Your  Story.  Now  that 
the  celebration  is  over,  you  have  a 
great  story  to  share.  Write  brief 
articles,  memos  or  press  releases  and 
send  them  to  local  newspapers. 
Employees  also  want  to  hear  about 
the  success  of  the  event;  post  your 
articles  and  photos  on  the  company 
website  and  bulletin  boards. 

Step  #9:  Brainstorm  for  Future 
Celebrations.  The  purpose  of  the  last 
committee  meeting  should  be  to  brain¬ 
storm  new  ideas  for  future  celebrations. 


10.  Increasing  Flexibility:  Stretching  increases  and 
maintains  the  range  of  motion  of  joints. 

1 1 .  Making  Fitness  Your  Lifestyle:  Keep  a  log  of  phys¬ 
ical  activity  as  motivation  to  continue  working  out  and 
to  monitor  progress.  Record  how  you  feel  and  note  any 
unusual  circumstances  to  identify  problem  areas. 

12.  Including  the  Family  in  Your  Flealth  Activities: 
Encourage  children  to  participate  in  school  activities 
that  promote  physical  activity.  Choose  development- 
appropriate  activities  led  by  a  knowledgeable  instructor. 

Communication  and  promotion 

Spread  the  word  through  all  corporate  lines  of  com¬ 
munication,  including  posters,  table  tents,  paycheck 
stuffers,  e-mail,  in-house  newsletters,  flyers,  and  word 
of  mouth.  Consider  new  communication  ideas  such  as 
an  in-house  television  paging  system,  group  voice  mail 
messages,  invitations  sent  to  employees'  homes,  or 
banners  hung  in  common  areas.  Organize  a  wellness 
committee  to  recruit  volunteers  for  events.  Send  a  press 
release  to  local  media  to  generate  greater  awareness  of 
National  Employee  Health  and  Fitness  Day.  Remember 
to  get  the  community  involved.  Team  up  with  area 
businesses  to  expand  your  programs  and  establish 
healthy  competition  between  companies.  Ask  the  CEO 
and  senior  managers  to  attend  the  activities  to  show 
their  support. 

Conclusion 

We  all  know  the  benefits  of  a  healthy  lifestyle.  If 
you  do  not  already  have  a  fitness  program,  consider 
using  National  Employee  Health  and  Fitness  Day  as 
a  reason  to  try  one.  If  you  have  an  existing  program, 
NEHF  may  help  you  reach  more  employees.  Many 
great,  low-cost  ideas  exist,  and  the  benefits  are 
amazing.  Start  planning  your  health  promotion 
activities  today.  esm 

Sara  Utley  is  operations  manager  at  the  National 
Association  for  Health  and  Fitness,  Indianapolis,  IN.  For  more 
information,  call  (317)  237-5630,  e-mail  govcouncil@aol.com 
or  visit  www.physicalfitness.org. 
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Introducing  two  ESM  Association 
Member  Services  to  the  rescue: 


ow  do  I  justify  work/life  programs  to  management? 
at  legal  issues  are  involved  with  employee  associations? 

Where  can  I  find  information  about  starting  an 
eldercare  referral  service? 


You  Have  Questions, 

ESM  Association  Has  Answers 


ESM  Association’s 

Whether  you  desire  information  to  justf 
statistics  on  recruiting  and  retaining 
brochures,  ESM  Association  has  the  fa 
next  business  meeting,  pr 


search  Assistance 

)ur  eldercare  program,  the  most  recenl 
iployees  or  sample  newsletters  and 
figures  and  samples  necessary  for  youi 
ntation  or  year-end  report. 


ESM  Association’s  Advice  Service 

ESM  Association’s  staff  is  available  to  assist  members  with  special  requests.  Just 
call,  e-mail  or  fax  your  topics  of  interest  and  you  will  be  paired  with  one  of  our 
knowledgeable  Member  Services  representatives.  Our  staff  will  save  you  time  by 
immediately  connecting  you  with  the  resources  you  need. 


Maximize  the  benefits  of  joining  ESM  Association  by  becoming  an  active  member. 

. -.:Sy  Contact  one  of  the  following  Member  Services  representatives  and 

take  advantage  of  our  invaluable  resources  today! 

ESM  Association  Headquarters:  Jean  Wilson,  director  of  member  services,  (630)  368-1280,  (630)  368- 
1286  FAX,  jeanwilson@esmassn.org  •  Jamie  Kelly,  manager  of  member  services,  (630)  368-1280, 


Western  Field  Office  manager,  (626)  ! 


Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing 
work  and  family  concerns,  convenience  ser¬ 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Services  for 
Employees,  the  second  ESM  Association 
Monograph,  presents  a  multitude  of  conve¬ 
nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience 
Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  services  and 
one-stop  shopping  at  your  employee  store. 


/■ 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 
convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #7, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services,  in  the  Member  Resources  Section 
of  www.esmassn.org. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 

Name _ 

Address _ 

City _ State _ Zip _ 

Phone1  ( _ ) _ 

□  This  brochure  is  the  second  in  a  series  of 
ESM  Association  Monographs.  Please  check  here  if 
you  are  interested  in  receiving  Monographs  on  other 
employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarter: 
1  York  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371  • 


www.esmassn.org  •  esmahq@esmassn.org 


Singling  out  singles 

Structuring  employee  services  to  accommodate  the  dating  game 

By  Michael  P.  Scott 

Corporate  America’s  effort  to  help  workers  juggle  a  job  and  family  has 
left  some  single  employees  feeling  overworked  and  unappreciated. 
Savvy  companies  seeking  to  establish  themselves  as  Employers  of  Choice 
are  paying  closer  attention  to  the  needs  of  singles  in  the  workplace.  “When 
it  comes  to  employee  services,  it  is  important  to  offer  something  for  every¬ 
one,”  says  David  Dale,  CESM,  manager,  employee  services,  Ashland  Inc., 
Lexington,  KY.  “Therefore,  one  of  our  objectives  in  seeking  top  talent  is  to 
position  ourselves  as  being  single  friendly.” 


My  life  is  my  job 

In  my  role  as  an  organizational 
consultant  and  speaker,  I  have 
heard  many  stories  of  singles' 
needs  being  ignored  and  how  they 
often  feel  taken  advantage  of  at 
work  because  of  their  marital  sta¬ 
tus.  The  laments  of  being  asked  to 
work  extra  hours,  while  married 
employees  are  given  the  flexibility 
to  leave  work  early  if  need  be, 
are  common. 

"When  most  of  an  employee's 
waking  hours  are  spent  at  work,  it 
becomes  difficult  to  meet  people 
socially,"  says  Helen  Patton,  super¬ 
visor  II  activities,  State  Farm 
Insurance  Co.,  Bloomington,  IL. 
"Therefore,  many  single  employ¬ 
ees  at  our  company  have  ex¬ 
pressed  a  desire  to  meet  new  peo¬ 
ple  at  work  and  through  work," 
The  challenge  for  employee  ser¬ 


vices  providers  is  to  effectively 
integrate  the  needs  of  singles  into 
employee  events  and  programs. 

Condoning 
office  romance 

Unfortunately,  the  concerns  over 
workplace  sexual  harassment 
claims  have  caused  many  organi¬ 
zations  to  abandon  specific  corpo¬ 
rate  initiatives  designed  to  help 
singles  mingle.  According  to  a  sur¬ 
vey  by  American  Management 
Association  (AMA),  New  York,  NY, 
80  percent  of  workers  know  of,  or 
have  been  involved  in,  an  office 
romance.  Dennis  M.  Powers, 
author  of  the  book  The  Office 
Romance:  Playing  With  Fire  With¬ 
out  Getting  Burned says  up  to 
one-third  of  all  relationships  start 
at  work  with  one-half  of  them 
resulting  in  long-term  commitment 


or  marriage.  Office  romances 
aside,  there  are  a  number  of  ideas 
that  you  can  pursue  to  ensure  that 
single  employees  feel  enriched 
and  appreciated  in  the  workplace. 
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1 .  Make  Company  Events  More 
Inclusive.  Single  individuals  are 
placed  in  a  tough  position  when 
company  events  are  geared  to  cou¬ 
ples  and  families,  as  they  are  tradi¬ 
tionally  defined.  Make  a  valuable 
investment  in  meeting  the  needs  of 
single  employees  by  creating  pro¬ 
grams  that  accommodate  all  types 
of  employees.  "When  it  comes  to 
who  an  employee  can  bring  to  a 
company  event,  we  even  avoid 
using  the  term  'significant  other'," 
says  Dale.  "We  encourage  em¬ 
ployees  to  bring  a  friend,  which 
thereby  broadens  the  definition 
beyond  family." 

2.  Establish  Special  Interest 
Clubs.  Employee  clubs  can  pro¬ 
vide  a  great  avenue  for  nurturing 
the  interests  of  all  employees  as 
well  as  offering  an  outlet  for  sin¬ 
gle  employees  to  meet.  Gourmet 
cooking,  chess,  reading  groups, 
and  photography  clubs  can  be 


4.  Dating  Services.  Dating  ser¬ 
vices  are  not  currently  prevalent  as 
employee  services  offerings. 
However,  it  is  likely  that  compa¬ 
nies  with  large  numbers  of  single 
employees  soon  will  offer  employ¬ 
ee  programs  in  partnership  with 
established  dating  services.  The 
structure  of  the  program  may  be  as 
simple  as  posting  the  offerings  of  a 
particular  dating  services  company 
on  the  employee  services  website. 

5.  Educate  managers.  Managers 
should  be  required  to  monitor 
employee  workload,  making  sure 
that  single  employees  are  not  con¬ 
tinually  picking  up  the  slack  of 
coworkers  who  are  absent  from 
work  due  to  family  responsibilities. 
Managers  also  should  be  taught  to 
assign  projects  under  the  premise 
that  single  employees  require 
work/life  balance  as  much  as 
employees  with  families. 


Conclusion 

Ultimately,  the  key  to  recruiting 
and  retaining  single  employees  lies 
in  quality  programming  and  edu¬ 
cating  managers  on  being  sensitive 
to  the  challenges  faced  by  singles. 
Those  who  feel  the  extra  work¬ 
load  and  hours  are  always  being 
dumped  on  them  will  ultimately 
look  elsewhere  to  companies  that 
are  more  single  friendly.  "It  really 
boils  down  to  this:  employees 
who  have  happy  personal  lives 
and  meaningful  relationships 
will  be  the  most  productive  in 
their  work,"  says  Patton.  "Helping 
attune  management  to  this  fact  is 
critical  to  competing  in  this  tough 
labor  market." 

To  learn  more  about  developing  a 
single-friendly  workplace,  plan  to 
attend  the  Strategic  Networking 
Forum  "Company  Programs  for 
Singles"  at  Employee  Services 


promoted  to  your 
entire  workforce,  while 
realizing  that  single 
people  may  have  the 
most  to  gain  from  par¬ 
ticipation. 

3.  Conduct  Special 
Interest  Brown  Bag 
Luncheons.  Spice  up 
speaker  sessions  by  cov¬ 
ering  such  topics  as 
"How  to  Find  the  Right 
Mate,"  "A  Single  Per¬ 
son's  Guide  to  Handling 
the  Holidays"  or  "Tools 
for  Maintaining  Your 
Sanity  as  a  Single  Par¬ 
ent."  When  planning 
programs,  remember 
the  term  'single'  covers 
a  cross  section  of  em¬ 
ployees,  including  sin¬ 
gle  parents,  the  recently 
divorced,  widows  and 
those  in  alternative  life¬ 
styles.  Sensitivity  to  the 
diverse  needs  of  these 
groups  is  vital. 


Management  (ESM)  As¬ 
sociation's  60th  Annual 
Conference  and  Ex¬ 
hibit,  April  8-12,  2001 
at  The  Fairmont  Hotel 
in  New  Orleans,  LA. 
See  page  1 9  for  confer¬ 
ence  information,  esm 

Michael  P.  Scott  is  a 
regular  columnist  for  ESM 
Magazine  and  the  author  of 
the  book  Catch  Your 
Balance  and  Run:  Proven 
Life  Management  Strate¬ 
gies  to  Assist  You  in  Today's 
Fast-Paced  World.  He  can 
be  reached  at  power2u@ 
ix.netcom.com. 


esm  magazine  February  2001 


ESM  Magazine’s  Keynotes,  Buyer’s  Guide  Update  and  ESM  News 
departments  are  exclusively  available  online  in  the  Member 
Resources  Section  ofwww.esmassn.org. 

Logging  on 

Accessing  the  new  online  Member  Resources  Section  is  simple.  Just  log  on  to 
www.esmassn.org  and  click  on  the  Member  Resources  Section  button.  You  will  be  asked 
to  provide  an  access  code*  that  includes  your  five-digit  member  number  and  last  name. 
Look  for  your  member  number  on  the  mailing  label  of  this  issue. 


mmm 


Click  on  the  Keynotes  button  for  the  latest  workplace  trends.  Keynotes  provides 
employee  services  managers  with  short  articles  detailing  work  issues,  quick  tips, 
statistics  and  quotes.  Use  this  information  to  get  organized,  learn  new  concepts  and 
justify  your  programs  to  management.  The  new  online  format  also  allows  you  to  view 
an  archive  of  previous  Keynotes  articles. 


Be  the  first  to  know  what's  new  with  ESM  Association.  ESM  News  is  your  informa¬ 
tion  source  for  the  latest  programs,  services,  events,  and  resources  available  to  you  as 
an  ESM  Association  Member.  Also  discover  how  your  peers  are  making  waves  within 
the  organization. 


Also  in  the  Member  Resources  Section: 

•  Membership  Directory  •  Benchmarking  • 


ESM  Foundation  Monographs 


esm 


2211  York  Rd„  Ste.  207  •  Oak  Brook,  IL  60523-2371 
(630)  368-1280  •  FAX  (630)  368-1286  •  esmahq@esmassn.org  •  www.esmassn.org 
*  Access  codes  are  only  available  to  ESM  Association  Members.  Member  numbers  expire  with  membership.  Unauthorized  use  is  prohibited. 


CONTINUED  FROM  PAGE  40 
Emotional,  passionate  employ¬ 
ees  have  the  potential  to  make  a 
difference  in  the  company,  but 
they  are  typically  not  encouraged 
to  do  so  in  business  settings  where 
detached,  cool  and  objective  deci¬ 
sion-making  skills  are  considered 
strengths.  Passionate  employees 
shake  things  up  and  create  change, 
which  threatens  stagnant  employ¬ 
ees  who  believe  in  the  status  quo. 
Passion  begets  persistence.  If  moti¬ 
vation,  creativity  and  productivity 
are  the  energy  boosters  businesses 
want,  then  the  company  must  cre¬ 
ate  a  culture  that  deals  with  the 
emotions  this  may  release. 

Encourage  open 
communication 
and  feedback 

When  team  members  are  able  to 
effectively  communicate  with  each 
other,  the  blocks  to  risk  taking, 
overcoming  barriers  and  letting  go 
of  ego  diminish.  Here  are  1 0  ways 
to  encourage  open  communica¬ 
tion  and  hence,  effective  emotion 
at  work: 

1.  Take  note  of  employees' 
emotional  connections  with 
work  and  coworkers. 

2.  Create  an  environment  of 
openness.  Encourage  people 
to  talk. 

3.  Make  it  .okay  to  talk  about 
emotions  within  the  organization. 


4.  Provide  conflict  resolution 
training. 

5.  Encourage  informality;  func¬ 
tional  groups  tend  to  be 
more  relaxed. 

6.  Provide  team  members  with 
outlets  for  expressing  individuality. 

7.  Admit  publicly  that  not  all 
management  ideas  are  good  ones. 

8.  Encourage  team  members  to 
think  out  loud. 

9.  Promote  the  belief  that  laugh¬ 
ter  is  good,  playing  it  cool  is  not. 

10.  Recognize  that  a  positive  emo¬ 
tional  connection  to  work  makes 
the  impossible  seem  possible. 


Invest  in  passionate 
employees 

It  is  estimated  that  today's  CEOs 
spend  half  their  time  solving  inter¬ 
personal  problems  among  staff.  It 
is  difficult  to  calculate  the  amount 
of  time  and  energy  lost  in  this 
process.  Once  team  members 
learn  to  understand  and  deal  with 
emotions,  the  time  regained  can 
be  used  for  accomplishing  compa¬ 
ny  goals.  Some  companies  employ 
staff  therapists  or  executive  coach¬ 
es;  some  provide  emotional  re¬ 
lease  sessions;  others  use  team¬ 
building  exercises.  All  of  these 
efforts  directly  benefit  the  bottom 
line.  Your  challenge  is  to  create  a 
corporate  culture  that  understands 
the  losses  suffered  from  negative 
emotions  and  utilizes  the  power  of 
positive  emotions  to  boost  morale 
and  productivity.  esm 

Barton  Goldsmith,  Ph.D.,  is  CEO 
of  Goldsmith  Leadership  Develop¬ 
ment,  Westlake  Village,  CA.  Contact 
Goldsmith  at  (818)  879-9996,  barton- 
goldsmith@aol.com  or  www.barton- 
goldsmith.com. 
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By  Barton  Goldsmith,  Ph.D. 


There  is  no  crying  in  baseball 

Tips  for  dealing  with  emotions  in  business 


In  the  film  /A  League  of  Their  Own,  when 
actor  Tom  Hanks  reprimands  one  of  his 
players,  she  begins  to  cry.  “You  can’t 
cry.. .there’s  no  crying  in  baseball!”  Hanks 
responded.  Business,  much  like  baseball,  is  an 
emotional  game.  Feelings  are  everywhere. 
Think  of  the  emotions  generated  over  the  stock 
market  or  the  dot.coms  and  the  dot.gones. 
Whether  it  is  the  World  Series  or  an  IPO,  the 
emotions  involved  can  be  equally  tremendous. 


A  business  can  generate  as  much 
emotion  in  its  people  as  a  team 
can  generate  in  its  fans.  Yet,  most 
leaders  try  to  keep  emotions  out 
of  business.  Emotional  team 
members  can  have  a  negative 
impact  on  day-to-day  business. 
Emotions  can  lead  to  erratic  per¬ 
formance,  arguments  and  even 
refusal  to  work  together.  Egos  may 
clash  and  productivity  can  be 
dramatically  reduced. 

Understanding  feelings 
at  work 

Negative  emotions  can  present 
themselves  in  the  workplace  when 
hurt  feelings  cause  team  members 
to  withdraw  and  become  unavail¬ 
able  to  coworkers.  To  put  it  in 
Psychology  101  terms:  humans 


act  out  their  pain.  Those  we  work 
with  on  a  daily  basis  become  a 
surrogate  family,  and,  as  such,  we 
tend  to  react  and  respond  to  them 
like  family  members.  If  the  family/ 
company  possesses  quality  com¬ 
munication  skills,  differences  can 
be  resolved  appropriately.  If  the 
family/company  is  dysfunctional, 
coworkers  may  act  like  children 
playing  in  a  sandbox,  i.e.  your 
truck  ran  over  my  truck,  and 
I'm  not  going  to  play  with 
you  anymore. 

Furthermore,  when  people's  feel¬ 
ings  are  hurt,  they  may  become 
saboteurs  by  not  contributing  at 
meetings,  missing  deadlines  and 
even  unwittingly  offending  clients. 
Since  the  subconscious  controls 
90  percent  of  our  actions,  these 


may  be  unconscious  behaviors. 
Whether  conscious  or  not,  if 
unhealed  emotions  are  not 
addressed,  companies  can  experi¬ 
ence  significant  losses  in  their  per¬ 
sonnel,  customer  base,  financial 
success,  and  market  positioning. 

The  keys  to  motivation 

Businesses  want  motivated  team 
members,  so  they  spend  time  and 
money  motivating  staff  to  build  a 
passion  for  work.  Yet,  passion  is 
emotion.  On  one  hand,  companies 
work  to  create  feelings  to  motivate 
employees;  on  the  other,  they 
attempt  to  suppress  them  so  egos 
do  not  clash.  A  healthy  work  en¬ 
vironment  requires  a  balance 
of  emotions. 

CONTINUED  ON  PAGE  38 
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your  employees 

are  invited  to  America  s  Caribbean  paradise 


i  •• 


...the  Florida  Keys.  Holiday  Isle  Resorts  are  on 
the  ocean  with  the  Gulf  of  Mexico  across  the 
street.  Now  you  can  enroll  your  employees  in  our 

We/come  to  Paradise  program.  Exclusively 

for  E$M  members,  your  employees  will  receive  discounts 
up  to  35%  off  their  lodging.  Visit  us  on  the  web  too  at 
www.holidayisle.com. 


RESORTS  &  MARINA 
FLORIDA  KEYS 


To  enroll,  please  return  this  attached  form.  We  will  send  you  the  requested  membership  cards.  ESM0201 
Organization  _ _  #  of  Cards _ 


Name 


Title 


Address 


City  _ _ _ State _ Zip _ 

Phone  _ _ Fax _ 

return  to:  Holiday  Isle  Beach  Resorts  and  Marina,  84001  Overseas  Highway,  Islamorada,  Florida  Keys,  33036 
or  Fax  to:  305.664.4681.  Phone  800.327.7070  or  305.664.2321  x626  or  x668  for  more  information. 
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SAVE  15% 


in  Florida  there  are  12  7  wonderful  choices 
at  which  members  of  the  Employee  Services 
Management  Association  can  save  15% ! 


ATLANTIC  BEACH 
Comfort  Inn  Mayport 

BONITA  SPRINGS 
Comfort  Inn 


CAPE  CORAL 
Quality  Inn  Nautilus 


CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 


COCOA  BEACH 
Comfort  Inn  &  Suites 


DAYTONA  BEACH  SHORES 
Quality  Inn  Ocean  Palms 


DELAND 
Comfort  Inn 


DEERFIELD  BEACH 

Comfort  Inn  Oceanside 


Comfort  Suites 


Quality  Suites 


DESTIN 
Comfort  Inn 


FT.  LAUDERDALE 
Comfort  Suites 
Airport/Convention  Center 


FT.  MYERS 
Comfort  Suites 


Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 

Comfort  Inn  Airport 

Clarion  Hotel 
Hollywood  Beach 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 

MainStay  Suites 

Quality  Inn  &  Suites 

Quality  Hotel  Southpoint 


JACKSONVILLE  BEACH 
Comfort  Inn  Oceanfront 


KEY  WEST 
Comfort  Inn 


Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 


Quality  Inn  Lake  Cecile 
at  World  Center 


Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 
Clarion  Suites 
Lake  Buena  Vista 


Comfort  Inn 
Lake  Buena  Vista 


LAKE  MARY 

MainStay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI 

Quality  Inn 

MIAMI  BEACH 
Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 

Comfort  Inn  Airport  East 

Clarion  Hotel 

Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

MainStay  Suites 

Sleep  Inn  Miami  Airport 

MILTON 
Comfort  Inn 


MT.  DORA 
Comfort  Inn 


NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 


Quality  Inn  Gulfcoast 


Quality  Inn  &  Suites 
Golf  Resort 


NAVARRE 

Comfort  Inn  &  Conference  Center  , 


NEW  PORT  RICHEY 
Comfort  Inn  Gateway 

NICEVILLE 
Comfort  Inn 


OCALA 
Comfort  Inn 


Quality  Inn  1-75 


ORLANDO 
Comfort  Inn  North 


Quality  Suites 

ORMOND  BEACH 
Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 
Sleep  Inn 

ST.  AUGUSTINE  BEACH 
Comfort  Inn 


ST.  PETERSBURG 
Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 
Comfort  Suites 

Sleep  Inn 

WESLEY  CHAPEL 
Sleep  Inn 

WEST  PALM  BEACH 
Comfort  Inn 
Palm  Beach  Lakes 


please  call  1-800-258-2847  and  request  esm  Rate  ID  #00044073. 
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Employee  Services  Management  (ESM)  Association's  E-Mail 
Service  has  quickly  become  one  of  our  most  widely-used 
member  services.  This  e-mail  listserve  forum  allows  members 
to  benchmark  with  peers  and  obtain  advice  without  having 
to  play  phone  tag.  By  e-mailing  an  employee  services-related  question 
to  Jamie  Kelly,  manager  of  member  services  for  ESM  Association 
Headquarters,  atjamiekelly@esmassn.org,  members  can  receive  advice 
from  peers  on  specific  topics  within  days.  Employee  services  providers 
use  the  answers  to  make  important  work  decisions. 

The  procedure  is  simple.  A  member  e-mails  ESM  Association  an 
employee-services  related  question.  Then,  ESM  Association  sends  out  an 
e-mail  asking  participating  members  if  they  have  information  on  this 
topic.  The  member's  name  is  not  included  with  the  question,  making  the 
service  completely  anonymous  to  the  user.  As  responses  come  in,  ESM 
Association  forwards  each  one  to  the  user  who  asked  the  question.  At 
this  point,  he  or  she  may  decide  to  contact  certain  members  for  addi¬ 
tional  information.  Eventually,  the  topics  and  responses  are  compiled 
and  posted  in  the  Benchmarking  area  of  the  Member  Resources  Section, 
at  www.esmassn.org,  and  occasionally  printed  in  ESM  Magazine,  for  all 
ESM  Association  Members  to  reference  and  learn  from. 

In  the  past,  ESM  Association's  E-Mail  Service  has  assisted  members  in 
changing  policies,  implementing  new  programs',  developing  innovative 
ideas  and  generating  revenue.  Below  are  a  few  of  the  topics  currently 
available  for  viewing  on  our  website: 

•  Diversity.  ESM  Association  Members  share  ideas  for  celebrating 
diversity  in  the  workplace  via  training  programs  that  educate  employees 
on  the  value  of  ethnic  differences,  and  through  ideas  for  celebrating 
national  observances  such  as  Black  History  Month  and  Disability 
Awareness  Month. 

•  Measuring  the  success  of  your  employee  services  programs.  Some 
members  document  the  money  employees  save  in  using  the  employ¬ 
ee  discount  program  while  others  track  event  participation.  Follow-up 
surveys  have  helped  employee  services  providers  determine  employees' 
satisfaction  rates,  which  also  help  to  measure  success. 

ESM  Association's  E-Mail  Service  is  a  convenient  method  for  com¬ 
municating  with  your  peers.  For  more  information  on  these  topics  and 
others,  visit  the  Benchmarking  area  of  the  Member  Resources  Section  at 
www.esmassn.org.  If  you  are  not  already  participating  in  this  service, 
contact  Jamie  Kelly  at  (630)  368-1280  or  jamiekelly@esmassn.org  to 
verify  that  we  have  your  e-mail  address. 


ESM  Association’s  E-Mail  Service 
helps  you  ask  your  peers  for  advice 


ESM  ASSOCIATION  OFFICES 


Headquarters 

221 1  York  Rd. 

Suite  207 
Oak  Brook,  IL 
60523-2371 
(630)  368-1280 
(630)  368-1286  FAX 
http://www.esmassn.or;; 
„  nahq@esmassn.org 


Western  Field  Office 

Phyllis  Smith,  CESM 
18530  Dancy  St. 
Rowland  Heights,  CA  91 748 
(626)  913-4014 


President 

BUD  FISH  BACK,  CESM 
The  Boeing  Company 
Seattle,  WA 

President-Elect 

CINDY  JAMESON,  CESM 
Time  Warner 
St.  Petersburg,  FL 

Immediate  Past  President 

ROGER  LANCASTER,  CESM 
USDA  Employee  Services  & 
Recreation  Association 
Washington,  DC 

Executive  Director 

PATRICK  B.  STINSON 

Directors  at  Large 

DAVID  DALE,  CESM 
Ashland  Inc. 

Lexington,  KY 

MARY  LOU  PANZANO,  RVESRA 
Prudential,  Newark,  NJ 

JACK  POLL 
SAS  Institute,  Inc. 

Cary,  NC 

JOE  KOPINSKI,  CESM 
Wisconsin  Electric  Power  Co. 
Milwaukee,  Wl 


DENISE  STAUDT,  CESM 
Security  Service  F.C.U. 

San  Antonio,  TX 

National  Directors 
Northeast  Region 

RICHARD  STUBBS,  RVESRA 
Bath  Iron  Works 
Wiscasset,  ME 

Midwest  Region 

MARY  DANIELS 
3M  Club 
Lake  Elmo,  MN 

Southwest  Region 

PHIL  HALL,  CESM 
Compaq  Computers 
Houston,  TX 

Western  Region 

BETSY  LONG 
Betsy  Long  &  Associates 
Sunnyvale,  CA 

Associate  Member  Representative 

PATRICIA  CLAASSEN 
Employee  Printing  Services 
Bedford  Park,  IL 
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ESM  Foundation  to  present  Silent  and  Live  Auctions  at 
ESM  Association’s  60th  Annual  Conference  &  Exhibit 

In  2000,  conference  attendees  won  fabulous  prizes  such  as  a  guitar  auto¬ 
graphed  by  country-music  star  Billy  Ray  Cyrus,  a  basketball  autographed 
by  the  Minnesota  Timberwolves  and  a  baseball  jersey  from  the  television 
show  The  Sopranos.  This  year's  auction  promises  even  more  exciting  items: 

■  Sports  memorabilia 

■  Gift  certificates 

■  Jewelry 

■  Chapter  Gift  Baskets 

m  Vacations 

The  Silent  Auction  will  be  held  during  Exhibit  Hall  hours,  and  the  Live 
Auction  will  occur  during  the  Closing  Brunch  at  ESM  Association's  60th 
Annual  Conference  &  Exhibit  in  New  Orleans,  LA,  April  8-12,  2001.  The 
money  raised  by  these  auctions  will  help  fund  The  ESM  Foundation — the  only 
research  organization  dedicated  exclusively  to  the  field  of  employee  services. 

If  you  are  interested  in  donating  items  for  the  auction,  contact 
Chuck  Bouchard,  RVESRA,  at  (561)  398-0401  or  (603)  755-2004. 


N Employee  Stores 
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Strategic  event  planning 

Clear  objectives,  innovative  themes  and  the  Internet 
help  planners  create  events  that  attract  attendees 

By  Peggy  Kennedy 


Whether  your  special  event  is  as  large  as  the  company  picnic,  or  as  inti¬ 
mate  as  a  departmental  recognition  luncheon,  the  overall  guest 
experience  is  the  most  critical  component  of  an  event’s  success.  Yet,  shrink¬ 
ing  event-planning  budgets  have  forced  many  employee  services  providers 
to  be  conservative  with  theme  ideas  while  still  guaranteeing  high  atten¬ 
dance.  Despite  these  challenges,  winning  events  are  still  attainable,  as  long 
as  objectives  are  clearly  defined. 


Depleting  funds 

In  past  years,  the  buying  power 
of  event  planners  has  been  very 
strong,  allowing  them  to  produce 
creative,  high-energy  events. 
Recently,  the  marketplace  has 
felt  pressure  in  new  areas. 
Increased  competition  to  succeed 
has  prompted  corporations  to 
invest  in  customer  service  training, 
retention  strategies  and  shaping 
corporate  culture. 

As  the  new  century  unfolds,  we 
are  witnessing  corporate  layoffs 


and  shrinking  event  budgets. 
Annual  events  have  been  post¬ 
poned  or  canceled,  and  lavish  par¬ 
ties  are  a  luxury  of  the  past. 
Although  our  responsibility  to  the 
overall  event  has  not  changed,  the 
dynamics  and  what  management 
wants  from  these  events  have. 
Different  directives,  budgets  and 
an  emphatic  awareness  of  return 
on  investment  (ROI)  are  the  new 
challenges.  The  key  is  to  maintain 
creativity  while  honing  your  bud¬ 
get  to  those  items  with  positive 
ROI  potential. 
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First  things  first 

Amazingly,  many  events  are 
planned  and  budgeted  without 
clear  objectives.  Some  planners 
never  even  look  at  last  year's  file 
to  gather  valuable  information  on 
the  best  and  worst  elements  of  the 
event.  For  the  event  to  have  the 
best  chance  at  success,  planners 
must  implement  a  pre-planning 
exercise  that  provides  this  neces¬ 
sary  information.  Make  it  a  prac¬ 
tice  to  consult  last  year's 
event  staff  on  valuable 
lessons  learned  and  event 
essentials.  This  discussion 
will  help  you  build  a  bud¬ 
get  and  avoid  past  mis¬ 
takes.  Once  this  data  is  in 
hand,  you  can  plan  your 
event's  focus. 

Staying  on  track 

Maintain  your  focus 
throughout  the  event  by 
choosing  three  marching 
orders,  or  objectives,  that 
are  key  to  the  event's  suc¬ 
cess.  Remind  yourself  of 
these  orders  each  time  you 
make  an  event-planning 
decision.  Each  objective 
should  illustrate  the  overall  feel¬ 
ings  you  want  attendees  to  experi¬ 
ence  at  the  event.  They  may  be  as 
simple  as  high  morale,  mystery 
and  fun.  The  key  is  to  spend  event 
dollars  only  on  elements  that  are 
aligned  with  your  marching  orders. 

Event  theme  ideas 

Here  are  a  few  innovative  theme 
ideas  to  get  your  creative  juices 
flowing.  Each  idea  can  be  con¬ 
structed  into  a  modest  affair  or 
extravagant  production. 

1.  I  will  survive:  Use  the  Sur¬ 
vivor  phenomenon  as  the  basis  for 
your  next  teambuilding  outing. 
Put  management  on  two  separate 
teams  and  let  them  battle  it  out. 
Have  fun  and  be  creative  when 
designing  the  challenges. 


2.  The  outer  limits:  Looking  for 
a  guest  speaker  for  your  next 
meeting?  Hire  a  retired  astronaut 
and  build  a  2001,  A  Space 
Odyssey  theme.  Let  your  creativi¬ 
ty  go  wild  as  you  fill  the  room 
with  shooting  stars,  planets  and 
meteors.  This  can  work  well  in 
many  settings. 

3.  Do  unto  others:  For  a  twist 
on  the  company  picnic,  look  with¬ 
in  your  community.  Support  com¬ 


munity  events  and  local  fundrais¬ 
ing  activities  by  encouraging  cor¬ 
porate-wide  participation.  Just 
think  of  the  publicity  your  compa¬ 
ny  could  gain  and  the  goodwill 
that  will  be  generated  as  com¬ 
munity  programs  benefit  from 
your  efforts. 

Tap  into  technology 

Look  to  the  Internet  when  plan¬ 
ning  and  publicizing  the  event. 
Many  event-planning  companies 
offer  interactive  customer  web¬ 
sites,  color  photos  of  venue  loca¬ 
tions,  online  reservations,  floor 
plans,  and  more.  Even  if  you 
decide  to  use  in-house  event¬ 
planning  resources,  these  web¬ 
sites  may  offer  ideas  for  making 
your  event  more  memorable. 


Also  use  technology  to  publicize 
your  event.  Send  out  company¬ 
wide  e-mail  messages  that  include 
all  of  the  event's  details.  Designate 
a  portion  of  the  company's 
intranet  site  to  countdown  the  big 
day.  As  details  about  the  event's 
entertainment  or  games  become 
available,  share  them  with  your 
employees.  Allow  them  to  sign  up 
online.  After  the  event,  post  pho¬ 
tos  of  attendees  enjoying  them¬ 
selves  during  the  festivi¬ 
ties.  Personally  e-mail  the 
photos  to  those  employees 
pictured  as  momentos. 

Conclusion 

With  the  depletion  of 
event  planning  budgets, 
employee  services  pro¬ 
viders  are  learning  how  to 
do  more  with  less.  By 
using  the  Internet  to  devel¬ 
op  venue  ideas  and  publi¬ 
cize  the  event,  planners 
can  save  valuable  time  and 
money.  Theme  ideas  need 
not  be  elaborate,  as  long 
as  they  tie  into  a  subject 
that  is  familiar  and  popu¬ 
lar.  Clear  event  objectives 
will  help  you  remain  on  track  and 
focused  on  the  purpose  of  your 
work — high  attendance.  esm 

Peggy  Kennedy  is  president  of  Venue 
Chicago  Event  Management,  Park 
Ridge,  IL.  She  has  served  as  president 
of  the  ESM  Association  Chicago 
Chapter  and  as  a  board  member  of 
ESM  Association's  National  Board  of 
Directors.  Kennedy  will  be  presenting 
"Hot  Tips  for  Holiday  Parties  and 
Picnics"  at  ESM  Association's  60th 
Annual  Conference  &  Exhibit,  April  8- 
12,  2001,  at  the  Fairmont  Hotel  in 
New  Orleans,  LA.  Contact  her  at  (847) 
518-9140  or  venuechgo@aol.com. 
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COVE  HAVEN  •  PARADISE  STREAM  •  POCONO  PALACE  •  BROOKDALE 


FREE  OUTDOOR  ACTIVITIES 


BROOKDALE  WELCOMES  FAMILIES 


FREE  INDOOR  ACTIVITIES 


HERE'S  SOME 
HOT  DEALS 

SAVE  20%  WEEKDAYS  (Sunday  -  Thursday) 
SAVE  10%  WEEKENDS  (Friday  &  Saturday) 

VJ7^ 
E  ^nnrnv 


CALL  800-327-3992 

REFER  TO  GETAWAY  CLUB  #19883 


WWW 

'  Approved 


www.CaesarsPoconoResorts.com/GetawayClub 


Email:  CPRSales@starwoodhotels.com 


Provide  your  employees  or 
members  with  complimentary 
discount  cards  giving  them 
valuable  savings  on  our 
All-inclusive  Packages.  Call  to 
enroll  and  for  free  brochures. 


’Discounts  cannot  be  combined  with  any  specials,  other  promotional  offers  or  group  rates,  and  are  subject  to  room  availability.  Discounts  are  not  valid  during  the  following  time  frames:  (4/15-19/01  Brookdale  Only), 
5/25-28/01 , 6/29-7/4/01 , 8/1  -31/01 , 9/1  -3/01 , 1 0/5-8/01 ,11/1 8-23/01 , 1 2/23/01  -1/2/02.  Receive  discount  off  the  land  portion  only  of  fly-in  packages.  1 0%  weekend  &  midweek  discounts  are  not  valid  on  Roman  Towers 
at  Pocono  Palace  and  Champagne  Towers  by  Cleopatra  at  Cove  Haven,  Paradise  Stream  and  Pocono  Palace.  Reservations  must  be  made  directly  through  Caesars  Pocono  Resorts. 


Bringing  your  employee  store  online 

By  Howard  Trilling 


ellow  Freight,  Overland  Park,  KS,  overcame  an  employee  store 
challenge  by  empowering  its  employees.  As  an  international  carrier,  the 
company  has  more  than  370  terminal  locations,  but  only  one  employee 
store.  Because  the  headquarters’  employee  store  could  not  reach  everyone, 
Yellow  Freight  decided  to  share  its  products  with  all  employees  via  a  website. 
“Our  employees  have  really  embraced  the  e-store,”  says  Todd  Miller,  mer¬ 
chandising  coordinator.  “They  love  the  ability  to  sit  down  at  their  computer 
and  place  an  order.” 


Yellow  Freight's  employee  store  attempted  to  reach 
offsite  employees  via  an  annual  printed  merchandise 
catalog,  but  when  a  Yellow  Freight  survey  revealed  that 
80  percent  of  its  merchandise  catalog  business  came 
from  headquarters  employees,  they  realized  many  off¬ 
site  employees  never  used  the  catalog.  "We  worked 
with  American  Identity  (Kansas  City,  MO),  our  logoed- 
merchandise  supplier,  to  bring  the  catalog  online," 


Miller  explains.  "Without  having  to  rely  on  a  physical 
catalog,  it's  now  much  easier  for  all  employees  to 
order  merchandise." 

By  bringing  their  employee  store  online,  Yellow  Freight 
increased  usability  and  convenience  for  employees, 
and  built  a  positive  brand  endorsement  for  their 
employee  store.  Creating  a  healthy  marriage  between 
the  two  will  ultimately  increase  the  bottom  line. 


1 

1 


i 
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Creating  synergy 

An  e-store  can  extend  the  reach  of  the  employee 
store  far  beyond  current  capabilities.  If  your  business  is 
national  or  international  and,  therefore,  has  remote 
locations,  distant  VIPs  or  a  traveling  sales  force,  you 
probably  have  the  need  for  an  e-store.  While  it  cannot 
replace  the  convenience  of  fulfilling  on-the-spot  gift 
needs,  it  can  be  a  global  extension  of  the  store,  avail¬ 
able  24  hours  a  day,  seven  days  a  week.  It  showcases 
merchandise  and  increases  volume.  The  e-store 
can  also  be  used  to  sell  overstocked  items  through  spe¬ 
cial  monthly  promotions.  . 

When  important  clients  are  visiting  on  Monday  and 
the  senior  vice  president  wants  to  present  them  with 
logo  gifts,  one  visit  to  the  e-store  on  Friday  means  the 
merchandise  will  be  at  the  office  Monday  morning. 
Buying  online  becomes  even  more  convenient  when 
employees  can  exchange  or  return  the  online  mer¬ 
chandise  at  the  onsite  employee  store. 

Offer  unparalleled  convenience 

Perhaps  the  biggest  draw  of  an  e-store  is  its  conve¬ 
nience.  Open  24  hours  a  day  and  updated  continuous¬ 
ly,  it  is  extremely  accessible  and,  therefore,  reaches  a 
much  broader  audience. 

For  Goodyear,  Akron,  OH,  an  e-store  was  a  natural 
progression  towards  the  company's  initiative  to  con¬ 
duct  more  business  online.  Its  employee  store,  The 
Blimp  Store,  has  been  in  existence  since  the  early 
1970s,  but  did  not  reach  all  9,600  dealers  and  distrib- 


A  logoed  item  available  to  employees  on  Yellow  Freight's 
e-store  website. 


Yellow  Freight  customers  can  track  their  packages  online. 


utors.  With  its  new  e-store,  Goodyear  associates  now 
do  more  business  online,  including  viewing  and 
ordering  corporate  logo  merchandise. 

"This  is  the  movement  of  the  future,"  says  Tisha 
Strakusek,  manager  of  marketing  incentives  at 
Goodyear.  "Ordering  ease  and  quick  response  time  are 
two  important  factors  in  our  business.  This  way,  The 
Blimp  Shop  is  always  available  to  employees,  dealers 
and  distributors.  Since  we  are  trying  to  move  all  trans¬ 
actions  online,  it  only  made  sense  to  extend  our  com¬ 
pany  store  offerings  online  as  well."  As  a  welcomed 
side  benefit,  the  e-store  has  actually  increased  demand 
at  the  onsite  employee  store,  and  the  brand  is  stronger 
as  well. 

Drive  traffic  to  your  e-store 

Creating  a  successful  e-store  that  also  strengthens 
your  onsite  employee  store  takes  time  and  planning. 
The  marketing  of  an  e-store  is  much  like  the  marketing 
of  a  retail  store.  You  must  develop  marketing  tech¬ 
niques  for  informing  your  audience  about  the  store's 
existence  and  benefits,  thus  drawing  traffic  to  the 
e-store  through  advertising  and  promotions.  The  physi¬ 
cal  store  and  the  e-store  should  promote  each  other  as 
often  as  possible.  In  some  respects,  your  e-store  can  act 
as  a  powerful  advertisement  for  your  onsite  store. 

Consider  having  your  e-store  mimic  the  look  and  feel 
of  your  corporate  website,  further  extending  your 
brand.  Be  sure  all  sites  are  easy  to  navigate.  Both  your 
employee  store  and  your  e-store  must  be  visually 
appealing  and  logically  ordered. 

Take  the  first  steps 

Creating  a  successful  online  employee  store  takes 
time.  Consider  the  following  questions  before  starting 
the  process: 
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!  Netscape:  Goodyear  eStore 


Back  f  o'verd  Reload 


Search  Netsoape 


tooatlori :  ^  |h»p:/'/estcre.^ood 


fljpTvhat's  Related 


i  iBO/catalog/size  asp?msossid= 


S  Size  Chart 


Selecting  Your  Correct  Size 


’Size  3XL  is  available  In  limited  styles  only  Please  ref  ertoyour  online  catalog. 


jlAOIES'  ONLY  ~ 
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Shirt- Jacket 
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34-36  |38-40  j42-44 
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{Shirt/Jacket 

jCapsT- 

4 

6-8  jlO-12  |l4-16  |l8-20  J  22  j  - 
ne  size  is  adjustable  to  fit  6  7f8  -  75/8 

[youth  styles 

[  XS  {“  S  [  M  {  1  i  XL  ] 

[Shirt 

j  2-4  [  6-8  f  10-12  j  14-18  ;  18-20  j 

jeaus 

1 

One  size  is  adjustable  to  lit  6  7/8- 7  forages  | 
j  4-9. 

Goodyear's  e-store  website  helps  customers  choose 
the  correct  size. 


1 .  Does  it  make  sense? 

An  investment  of  time  and  money  is  required  to  start 
an  online  store.  Evaluate  whether  or  not  the  project  will 
bring  a  sufficient  return  on  investment.  Ask  yourself  if 
your  audience  will  benefit  from  the  convenience  of  an 
online  store.  Keep  in  mind  that  the  Internet  is  an  entire¬ 
ly  different  playing  field.  Do  your  employees  have 
access  to  the  Internet?  Are  they  willing  to  go  online  to 
buy  merchandise?  Will  management  permit  on¬ 
line  shopping  at  work?  What  benefits  will  your  cust¬ 
omers  gain  from  an  e-store  as  opposed  to  an  onsite 
employee  store? 

2.  Who  will  build  it? 

Once  a  need  for  the  e-store  is  established,  it's  time 
to  build  it.  Search  within  your  company,  first,  for 
e-commerce-trained  programmers  who  can  put  togeth¬ 
er  the  back-end  of  a  website.  If  none  are  available,  con¬ 
sider  contracting  with  a  provider.  Check  with  your 
store's  merchandise  suppliers.  They  may  provide  the 
capabilities  to  not  only  develop  your  e-store,  but  help 
you  consider  other  variables  such  as  hosting,  naviga¬ 
tion,  design,  promotion,  etc. 

3.  What  will  you  sell? 

Avoid  replicating  the  services  offered  through  the 
onsite  employee  store.  First,  ask  yourself  what  types  of 
items  customers  will  buy,  but  are  willing  to  wait  to 
receive.  Then,  target  this  specific  merchandise  when 
developing  your  e-store  inventory. 


4.  How  will  you  display  merchandise? 

When  deciding  how  your  e-store  will  be  organized, 
always  consider  the  shoppers'  point  of  view.  What  kind 
of  inventory  management  system  will  you  use?  How 
will  customers  view  the  inventory?  How  will  sales  be 
tracked?  What  will  happen  when  merchandise  is  back¬ 
ordered?  How  quickly  can  prices  be  changed  and  new 
items  be  posted  on  the  website?  Most  important,  how 
will  people  pay  for  what  they  order? 

5.  What  is  your  privacy  policy? 

Privacy  and  security  are  both  top  priorities  for  online 
shoppers.  Ensure  your  customers'  privacy  by  asking 
yourself  these  questions.  Will  financial  information  be 
stored  on  the  Web  or  somewhere  else?  How  secure  is 
your  site?  How  will  you  convince  customers  that  the 
site  is  safe?  Consider  developing  a  strict  privacy 
policy  and  posting  it  on  the  site  for  customers  to 
view  firsthand. 

6.  Who  will  update  and  manage  the  e-store? 

Just  like  an  employee  store,  an  e-store  requires  con¬ 
stant  redesigning  and  updating.  Customers  will  expect 


Goodyear  retains  customer  information  via  a 
login  function. 
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to  see  new  items  each  time  they  visit  the  site.  Is  a  staff 
person  available  to  perform  routine  quality  checks? 
Who  will  manage  orders,  inventory  and  the  switching 
out  of  merchandise  on  the  site?  Many  of  today's  sophis¬ 
ticated  merchandise  suppliers  are  capable  of  updating 
and  managing  e-store  websites. 

Conclusion 

With  businesses  relying  more  and  more  on  technol¬ 
ogy  to  simplify  processes,  it  makes  sense  that  employ¬ 
ees  want  and  appreciate  the  conveniences  of  an 
e-store.  Consider  benchmarking  with  other  employee 


store  managers,  through  Employee  Services  Manage¬ 
ment  (ESM)  Association,  to  help  you  accomplish  the 
transition  to  the  Web.  If  executed  and  marketed  prop¬ 
erly,  an  e-store  will  likely  increase  sales  and  the  aware¬ 
ness  of  your  onsite  employee  store.  esm 


Howard  Trilling  is  vice  president  of  marketing  for  American 
Identity's  National  Account  Croup,  Kansas  City,  MO. 
American  Identity  provides  online  and  offline  corporate 
identity  and  incentive  merchandise  programs  for  17,000 
US.  businesses.  Trilling  can  be  reached  at  (816)  943-5109 
or  HowardT@AmericanlD.com. 
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Employee  Savings! 


Savings  of  15%  to  30% 
off  your  next  stay! 

Call  participating  Days  Inn,  Howard  Johnson,  Knights  Inn, 
Ramada,  Travelodge  &  Wingate  Inn  hotels  to  receive 
substantial  discounts. Remember  to  give  your  Member 
Benefit  I.D.  number  20646  when  making  reservations. 

To  order  wallet  cards  of  program,  fax  your  request 
to  Derek  Errichetti  (973)  496-1084. 


1-800-268-2195 

Member  Benefit 
ID  #20646 


d  toward flolumn 


1-800-769-0939 

Member  Benefit 
ID  #20646 


1-800-682-1071 

Member  Benefit 
ID  #20646 


RAMADA  LIMITEDS  •  INNS  ■  PLAZA  HOTELS 

1-800-462-8035 

Member  Benefit 
ID  #20646 


Travelodge 

Inns  ~  I loti-ls  ~  Suites 


1  W  I  NC  AT 

I  N  N 


1-800-545-5545  1-877-202-8814 

Member  Benefit  Member  Benefit 
ID  #20646  ID  #20646 


*Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 
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ESM  Association  helps  employee  services  providers 
build  relationships  with  suppliers 


We  have  them  where  you  want 
them — over  100  suppliers  of  em¬ 
ployee  products  and  services  will  be 
under  one  roof  at  ESM  Association’s  60th 
Annual  Conference  &  Exhibit,  April  8-12, 
2001,  at  The  Fairmont  Hotel  in  New 
Orleans,  LA.  Find  the  Exhibitors  and  ser¬ 
vices  that  fit  your  needs.  Here  is  a  list  of 
the  Exhibitors  registered  and  the  booths 
available  as  of  press  time.  See  page  17  to 
register  for  this  exciting  event. 
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Holiday  Inn  Hotel  & 

Suites  Main  Gate  East 

202 

Equity  Residential 

Properties 
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International  (MD) 
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Radisson  Hotel  Branson 
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Ozark  Ticket  &  Travel 
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Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing  1 
work  and  family  concerns,  convenience  ser-  h 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Services  for 
Employees,  the  second  ESM  Association  ( 
Monograph,  presents  a  multitude  of  conve- 

Hr 

nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience  \ 

. -gj 

Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  services  and 
one-stop  shopping  at  your  employee  store. 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 


convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #/, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services,  in  the  Member  Resources  Section 
of  www.esmassn.org. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 


Name 


Address 


City_ 


_State _ Zip_ 


Phone 
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Employee  Stores 
Community  Services 
Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
Special  Events 
Travel  Services 
Voluntary  Benefits 
Wellness 


60th  Annual  Conference  &  Exhibit 


April  8-12,  2001 


The  Fairmont  Hotel,  New  Orleans,  LA 


late/New  Exhibitor  Attendee  Session 

New  attendees  can  meet  employee  services  practitioners  and  learn  how  to  get  the  most  out  of  networking, 
educational  sessions  and  Exhibit  Hall  opportunities. 

Michael  P.  Scott,  president,  Empowerment  Unlimited,  Inc. 

Dave  Bell,  president,  Incredible  Speakers  Bureau 

Regional  Gatherings 

Meet  old  friends  and  make  new  contacts  at  this  informal  meeting. 

Alt-Attendee  Reception 

Begin  your  conference  networking  in  the  lively  atmosphere  of  the  Fairmont  Hotel's  world  famous  Blue  Room. 


Chapter  Leader  Forum  8:30  - 11:00  a.m. 


The  Secrets  of  Successful  Chapters 

Learn  the  current  ESM  Association  chapter  structure  standards  and  innovative  programming  ideas  to  enhance  your  leadership.  A  panel  of 
knowledgeable  chapter  leaders  will  demonstrate  proven  methods  for  training  an  effective  board  of  directors  and  maintaining  a  healthy  chapter 
budget.  Legal  issues,  chapter  liability  and  group  exemption  will  also  be  discussed. 


During  this  workshop,  ESM  Association  chapter  leaders  are  invited  to  share  successful  programming  ideas,  including  membership  drives, 
educational  sessions  and  social  events.  The  exchange  of  proven  techniques  and  discussion  of  hot  topics  will  provide  a  cache  of  creative  ideas  to 
draw  on  throughout  the  year.  Participating  chapters  must  submit  a  completed  chapter  networking  form  prior  to  the  conference. 

■  Panel  of  ESM  Association  chapter  leaders 


Employee  Store  Super  Session  8:30  - 11:00  a.m. 


Your  Store:  The  Secret  Weapon 

While  your  store  offers  savings  and  convenience  to  company  employees,  it  has  the  potential  to  build  a  positive  company  image.  Learn  how  to: 


■  build  customer  satisfaction 

■  deepen  relationships  with  your  most  loyal  customers 

■  make  your  employee  store  a  major  retention  force 

a  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 


Member  Services  Session  8:30  - 11:00  a.m. 


Getting  the  Most  from  Your  ESM  Association  Membership 

Are  you  using  the  resources  of  your  ESM  Association  membership  to  their  full  potential?  Take  your  programs  to  the  next  level  by  fully  utilizing 
ESM  Association's  national  network  of  experts  and  programming  resources.  Among  the  many  ESM  Association  benefits  to  be  discussed  are: 


learning  how  to  use  ESM  Association's  Member  Profile  to  generate  precise  and  in-depth 
benchmarking  information 

contributing  your  professional  knowledge  as  an  author  for  ESM  Magazine 
utilizing  each  segment  of  ESM  Association's  online  Member  Resources 


Unleash  the  recruitment  and  retention  power  of  employee  services  with  your  ESM  Association  membership. 

■  ESM  Association  Headquarters  staff  and  member  representatives 
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Exhibitor  Education  Session  10:00  - 11:30  a,m. 


What  Could  You  Possibly  Teach  Me? 

You  have  been  working  trade  shows  for  years.  Is  there  anything  new  to  learn?  The  answer  is  yes!  Your  business  has  changed  over  time  and  so  should  your  exhibiting 
techniques.  In  this  session,  you  will  learn: 

■  the  three  best  qualifying  questions 

■  how  to  gain  information  for  an  effective  follow-up 

■  when  the  trade  show  really  ends 

■  how  to  generate  business  from  your  trade  show  leads 

This  session  is  valuable  for  both  veteran  and  new  Exhibitors. 

■  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 

Opening  General  Session  1:00  -  2:30  p.m. 

So  You  Think  You've  Got  Problems?  Think  Big! 

Because  implementing  a  cutting-edge  employee  services  program  can  be  a  challenge,  a  different  perspective  may  be  necessary  to  find  the  solution.  Over  the 
past  1 7  years,  John  and  Greg  Rice  have  become  international  media  celebrities,  appearing  on  countless  network  television  shows.  Starting  their  business  careers 
as  door-to-door  salesmen  while  still  in  high  school,  they  built  a  successful  real  estate  business  throughout  the  1970s  and  1980s.  The  brothers  have  used  their 
early  work  experience  to  become  two  of  this  country's  most-recognized  experts  in  sales  and  marketing.  Their  business  success  and  commitment  to  children's 
charities  and  community  is  extraordinary.  However,  when  you  combine  these  accomplishments  with  the  fact  that  at  three  feet  tall,  the  Rice  brothers  are  in  the 
Guinness  Book  of  World  Records  as  the  world's  smallest  twins,  their  success  story  becomes  more  amazing.  John  and  Greg  will  make  you  laugh  and  challenge 
you  to  think  big. 

®  John  and  Greg  Rice 


Strategic  Networking  Forums  2:45  -  4:15  p.m. 


Participate  in  the  following  discussions  with  your  peers  in  these  interactive  learning  discussions.  Take  this  opportunity  to  learn  effective  programming  ideas 
firsthand,  from  the  experiences  of  fellow  ESM  Association  members. 


■  Company  Programs  for  Singles  i 

■  Lunchtime  Seminars  ' 

■  The  Secret  Weapon  of  Recruitment:  Employee  Services  ' 

■  Programming  for  the  24/7  Workforce  1 

■  Ask  the  Experts:  Seek  and  Find  Solutions  for  Your  Specific  Issues 


Shortcuts  for  Employee  Services  Websites 
Community  Services-The  Next  Generation 
Employee  Services  as  Work/Life  Initiatives 
Revenue-Generating  Programs  for  Employee  Associations 


■  Alan  Benedeck,  Alan  Benedeck  Associates 


Exhibit  Hall  Grand  Opening  4:30  -  6:30  p.m . 

ESM  Association's  Exhibit  Hall  lets  you  see  and  test  the  latest  products  and  services  offered  by  a  multitude  of  Exhibitors.  The  Exhibit  Hall  puts  you  in  contact  with 
suppliers  of  captivating  employee  programs,  innovative  products,  convenience  services  and  discount  opportunities.  ESM  Association's  network  of  Exhibitors  can 
help  employee  services  providers  create  programs  that  will  attract  and  retain  top  talent. 


Evening  Social  Function  7:00  p.m , 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Ghosts  and  Spirits  Walking  Tour  7:00  -  9:00  p.m. 

Explore  the  scenes  of  grim  and  ghastly  events  from  the  past  in  the  old  French  Quarter.  Tour  guides  will  provide  an  eerie,  chilling  and  fun-filled  adventure, 
-includes  tour  and  two  nightclub  stops 

2  Dinner  at  K-Paui's  Louisiana  Kitchen  8:30  p.m.  seating 

Serving  dishes  with  only  the  freshest  seasonal  ingredients,  Chef  Paul  Prudhomme's  menu  is  always  superb,  Enjoy  a  gourmet  three-course  Creole  dinner, 
-includes  meal  and  transportation 


3  Harrah's  Casino  Excursion  7:00  -  11:00  p.m. 

Harrah's  New  Orleans  has  the  games  you  want  to  play:  slot  machines,  blackjack,  craps,  baccarat,  and  poker.  The  casino  has  Mardi  Gras  floats,  a  five-story  oak 
tree  and  a  life-size  pirate  ship  that  features  a  thunderstorm  sequence. 

-includes  transportation 

*  Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 
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ESM  Select  Forum  7:15  -  8:45  a.m. 

Selecting  "New  Cheese"  in  Today's  Rapidly  Changing  World  of  Employee  Services 

This  session  will  offer  a  unique  opportunity  for  ESM  Select  members  to  interact  with  their  colleagues  while  enjoying  a  stimulating  discussion  on 
the  topic  of  change.  Michael  P.  Scott  will  facilitate  a  discussion  of  the  best  selling  book  Who  Moved  My  Cheese?  by  Spencer  Johnson,  affording 
ESM  Select  members  the  opportunity  to  exchange  ideas  regarding  the  changing  face  of  employee  services.  Learn  how  to  select  new  cheese  by 
accomplishing  strategic  goals  that  allow  you  to  further  position  your  organization  as  an  employer  of  choice  in  today's  highly  competitive  labor  market. 

•  Michael  P.  Scott,  president,  Empowerment  Unlimited,  Inc. 


Concurrent  Sessions  9:00  ~  10:15  a.m, 

1  Best  Practices:  S.C.  Johnson  Wax  Employee  Services  Case  Study 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of 
employee  services  at  S.C.  Johnson  Wax  based  on  its  company  culture  and  employee  demographics. 


presented  by: 

J5PI-L _ 


A  FAMILY  COMPANY 


2  Getting  the  Boss  to  Back  You 

Before  your  employee  services  programs  can  make  an  Impact,  management  must  understand  how  your  job  and  department  benefit  the 
well-being  of  the  organization.  In  this  session,  you  will  learn: 

■  the  three  skills  needed  for  management  to  understand  and  support  your  program 

■  how  to  generate  awareness  of  your  program  among  your  employees 

■  how  to  justify  your  program 

i  Margit  Weisgal,  CME,  MAS,  president,  Sextant  Communications 

3  Getting  Customers  into  Your  Store 

Employee  stores  have  a  ready-made  customer  base.  However,  keeping  these  customers  coming  back  for  more  is  another  issue.  Find  out: 

■  how  to  plan  activities  around  your  customers 

■  specific  ideas  for  in-store  events 

■  traffic-building  opportunities 

■  how  to  have  fun  throughout  the  process 

■  Lynne  Schwabe,  owner,  Lynne  D.  Schwabe  &  Co. 


4  The  Business  Case  for  Recognition:  Three  Essential  Keys  for  Measuring  Potential  Impact 

This  interactive  workshop  will  address  the  three  key  components  in  developing  a  business  case  for  a 
company-wide  recognition  program.  Examine  the  areas  affected  by  a  recognition  program:  administration, 
employee  impact,  performance  improvement,  and  more. 

IB  Kim  Smithson,  vice  president  of  performance  services,  Motivation  Online,  president,  NAER 


sponsored  by: 


Concurrent  Sessions  10:30  -  11:45  a.m, 

1  Best  Practices:  Prudential  Employee  Recreation  Association  (PERA)  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  Prudential®  Financial 
employee  services  at  Prudential  Employee  Recreation  Association  (PERA)  based  on  its  company  culture 
and  employee  demographics. 

2  Travel:  Trends,  Technology  and  Liability 

Tour  operators,  Internet  companies,  nonprofit  organizations,  and  corporate  America  are  using  travel  services  to  generate  revenue.  Find  out 
what  is  needed  for  offering  travel  services  to  your  employees. 

■  What  are  the  risks  and  liabilities? 

■  How  can  you  use  current  technology? 

■  What  online  travel  services  are  employees  using? 

This  exciting  session  will  teach  you  how  to  enhance  relationships  with  employees,  use  travel  as  a  company  fundraiser,  and  create  business 
partnerships  that  defer  the  costs  of  implementing  travel  programs. 

s  Mike  Daly,  director  of  business  development,  Collette  Vacations 
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3  Identifying  New  Skills  for  Managing  Employee  Services 

We  are  in  the  midst  of  an  employee  services  explosion.  Today,  employee  services  encompasses  much  more  than  recreation  and  wellness.  It  may  be  time  to 
reassess  your  skills.  Based  on  ESM  Association's  latest  textbook,  Employee  Services  Management:  Concepts  and  Applications,  this  session  will  identify  the  key 
attributes  needed  to  succeed  in  employee  services.  Discover  new  options  for  continuing  your  education. 

5  Professor  Tom  Sawyer,  Ed.D.,  Department  of  Recreation  and  Sport  Management,  Indiana  State  University 

4  Impacting  the  Front  Line 

The  current  market  conditions  favor  employees  and  thus  greatly  challenge  both  the  recruitment  and  retention  efforts  of  employers.  Incredibly,  some 
executives  still  try  retaining  valued  employees  solely  through  pay  raises.  This  strategy  no  more  guarantees  employee  retention  than  a  slot  machine  guarantees 
a  jackpot.  This  workshop  will  present  an  employee  relations  plan  for  those  who  recognize  that  an  employee's  primary  reason  for  leaving  an  employer  is  not  simply 
salary  related. 

Karen  Rausch,  employee  services  manager,  Arizona  Diamondbacks  and  Phoenix  Suns 

Member  Appreciation  Lunch  12:00  -  1:30  p.m. 

All  conference  attendees  are  welcome  to  enjoy  the  Member  Appreciation  Lunch.  This  special  event  salutes  those  involved  with  employee  services.  The 
presentation  of  ESM  Association's  Awards  i 

■  Employer  of  the  Year 

■  Employee  Store  Award 

■  Research  Award 

■  New  Certification  Recognition 

Exhibit  Hall  Open  1:30  4:00 

Strategic  Networking  Forums 

Focus  your  peer  networking  to  companies  of  similar  employee  size.  Attendees  will  separate  into  two  groups:  employee  services  providers  working  at  companies 
with  1 ,000-5,000  employees  and  employee  services  providers  working  at  companies  with  over  5,000  employees.  These  two  groups  can  choose  from  the 
following  topics: 

■  Volunteer  Recruitment  ■  Facilities 

■  Staff  Management  ■  Trends  in  Employee  Associations 

Employee  service  providers  working  at  companies  with  less  than  1 ,000  employees  will  have  a  roundtable  discussion. 

a  Alan  Benedeck,  Alan  Benedeck  Associates 

Evening  Social  Function  6:30  p.m. 

Experience  the  Best  of  New  Orleans 

Spend  the  evening  in  New  Orleans  with  other  conference  attendees.  Choose  from  the  following  optional  social  opportunities*: 

1  Natchez  Steamboat/Jazz  Cruise  6:30  -  9:00  p.m. 

Take  this  Mississippi  river  excursion  upon  the  steamboat  Natchez  into  the  culture  and  lifestyle  of  New  Orleans.  Enjoy  a  Creole  dinner  buffet  and  a  performance  by 
a  Louisiana  jazz  ensemble. 

-includes  transportation 

2  Crescent  City  Nights  Tour  6:30  - 10:30  p.m. 

Start  the  evening  with  a  taste  of  Creole  cuisine  with  dinner  at  Tujague's.  After  visiting  two  French  Quarter  nightclubs,  end  your  evening  with  the  local  tradition  of 
Cafe  au  Lait  and  beignets  at  Cafe  Du  Monde. 

-includes  walking  tour 

3  Bally's  Lakeshore  Casino  Resort  Excursion  7:00  -  11:00  p.m, 

Bally's  Lakeshore  Casino  Resort  offers  high-limit  games  and  the  loosest  slots  in  New  Orleans.  Our  table  games  include  such  favorites  as:  blackjack,  roulette, 
craps,  baccarat,  Big  Six,  Caribbean  Stud  Poker,  and  Let  It  Ride. 

-includes  transportation 

*  Additional  fee  is  required.  Advance  registration  form  will  be  included  with  your  registration  confirmation. 


of  Excellence  will  include: 


■  Eastwood  Award  for  Best  Overall  Employee  Program 

■  Innovative  Program  Award 

■  Chapter  Awards 

■  Exhibitor  Longevity  Awards 


5:45  p.m. 
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Concurrent  Sessions  8:30  -  9&5  a.m. 

1  Best  Practices:  West  Group  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of 

employee  services  at  West  Group  based  on  its  company  culture  and  employee  demographics. 

CKOUP 

a  Thomson  comtet 

2  Employee  Store  Automation 

Learn  how  to  assess  the  needs  of  your  organization  from  a  retail  perspective  and  make  stronger  automation  decisions.  This  session  will  cover: 


■  reducing  employee  training 

■  leveraging  hardware  and  software  standards 

Discover  how  to  reap  the  benefits  of  these  proven  automation  solutions. 

Peter  Catoe,  president  and  founder,  ECR  Software  Corporation 


controlling  costs  with  transaction  security 
increasing  the  return  on  your  investment 


3  Health,  Mind,  Spirit,  and  Body 

Do  you  want  to  get  more  out  of  life?  The  confidence  and  motivation  required  to  fulfill  your  dreams  can  stem  from  how  you  perceive  your 
body.  Learn  simple  life  strategies  for  improving  body  shape,  job  performance  and  self-esteem. 

Emelina  Edwards,  fitness  trainer 


General  Session  1$  1  m. 

Attitude:  The  Choice  Is  Yours 

Attitude,  not  aptitude,  determines  your  altitude  in  life.  Attitude  influences  happiness,  success  and  on-the-job  results.  Analyze  how  good,  bad  and 
ugly  attitudes  are  communicated,  and  learn  how  to  maintain  a  positive  attitude  in  a  negative  environment. 

Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 


Concurrent  Sessions  11:13  am.  ~ 12:30  p.m. 

1  Best  Practices:  Litton  Laser  Systems  Employee  Services  Case  Study  presented  by: 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  Litton  _ 

of  employee  services  at  Litton  Laser  Systems  based  on  its  company  culture  and  employee  demographics.  Laser  Systems 

2  Increasing  the  Value  of  Your  Service  Awards  Program  While  Decreasing  Your  Costs 

How  do  employees  want  to  be  recognized?  How  can  employee  recognition  be  maximized  while  simplifying  and  economizing  your  company's 
investment  of  time  and  money?  This  session  will  teach  you  how  to  develop  a  standardized  awards  program  that  will  appeal  to  employees 
while  decreasing  employer  cost. 

St  Connie  Argus,  CLU,  ChFC,  RHU,  manager  employee  &  community  programs,  Nationwide  Insurance 
B  Jackie  Sells,  employee  programs  supervisor,  Nationwide  Insurance 


3  Your  Employee  Services  Program:  Surviving  Turbulence 

What  would  happen  if  your  company  was  suddenly  acquired  by  another  corporation?  How  should  you  respond  to  a  sudden  change  in 
management  or  company  philosophy?  Corporations  occasionally  face  adversity,  and  employee  services  must  be  prepared  to  help 
employees  through  this  transition.  Are  your  policies  and  procedures  ready  to  be  scrutinized? 

Bob  Crunstedt,  CESM,  executive  director,  Honeywell  Employee  Club  of  Minneapolis 

Ralph  Ferrara,  CESM,  manager,  employee  services,  General  Mills 

Phil  Hall,  CESM,  manager,  employee  services,  Compaq  Computer  Corporation 


4  Trends  in  Participatory  Sports 

When  it  comes  to  choosing  a  favorite  sport,  fitness  or  recreational  activity,  Americans  are  spoiled.  According  to  the  Sporting  Goods 
Manufacturers  Association,  there  are  more  than  100  activities  that  occupy  the  time  and  attention  of  workout  enthusiasts,  sports  lovers  and 
recreation  seekers.  Although  team  sports  have  been  popular  for  the  last  50  years,  research  has  shown  that  fitness,  outdoor,  extreme,  and 
individual  sports  are  exploding  in  popularity.  Learn  what  activities  will  be  popular  and  which  employees  will  be  participating  in  them. 

5  Mike  May,  director  of  communications,  Sporting  Goods  Manufacturers  Association 


*  Exhibit  Hall  Open  12:30  ~  2:30  p,m. 

Concurrent  Sessions  2:45 *  4:00  p.m. 

1  Best  Practices:  PERA  Club-Salt  River  Project  Case  Study 

The  Best  Practices  Session  will  explore  the  development,  implementation,  innovation,  and  evolution  of  employee  services 
v  at  PERA  Club-Salt  River  Project  based  on  its  company  culture  and  employee  demographics. 

2  The  Role  of  the  Leader 

Leadership  is  not  merely  being  in  a  position  of  power  over  subordinates.  Effective  leadership  involves  a  dynamic  relationship  bet 
and  followers  (employees).  Responding  to  the  changing  needs  of  your  organization  requires  effective  leadership  strategies.  This  i 
,  use  self-assessments  and  group  discussion  to: 

■  discover  the  personal  characteristics  and  qualities  needed  by  leaders 

■  develop  an  understanding  of  the  leader/follower  relationship 

■  meet  the  challenges  of  today's  team-oriented  workplace 

Michele  Matt  Yanna,  founder,  The  TRAINERS  Group 

3  Reaching  Out:  Community  and  Employee  Volunteerism 

Corporations  understand  that  active  involvement  in  the  community  leads  to  successful  social  and  economic  growth.  Today's  volunteer  involves  personal 
politics  and  interests  in  his  or  her  efforts.  Companies  must  learn  to  provide  adequate  opportunities  for  their  employees  to  become  involved  in  local,  national 
and  international  volunteer  programs.  Learn  how  companies  such  as  Prudential  are  making  volunteer  programs  an  integral  component  of  their  employee 
services  programming. 

Mary  O'Malley,  vice  president,  community  resources,  Prudential 

4  Hot  Tips  for  Holiday  Parties  and  Picnics 

Are  you  ready  to  build  an  unforgettable  company  event?  This  session  will  provide  essential  tips  for  planning  and  implementing  special  events.  Hear  what 
themes  will  generate  employee  excitement.  Learn  how  to  carry  the  event's  theme  throughout  its  promotion,  decor,  entertainment,  giveaways,  menu,  and  more, 
-t  Leave  this  session  energized  and  inspired  by  creative  and  innovative  ideas  that  can  be  implemented  immediately. 

i  Peggy  Kennedy,  Venue  Chicago  Event  Management 


Evening  Social  Function 

A  Night  in  New  Orleans 


§  WflTs 


Experience  the  unique  culture  of  New  Orleans  at  this  themed  social  function  at  the  Fairmont  Hotel.  The  evening  will  include  local  cuisine  and  entertainment. 
Share  one  more  night  of  fun  with  your  ESM  Association  peers. 


7pm  12th 


Closing  General  Session  9:00  -  10:00  a.m. 


> 


Diversity  in  Today's  Workplace:  What  You  Don't  Know 

What  you  don't  know  about  yourself  and  others.  Major  trends  in  the  workplace  and  what  you  should  know  about  them. 

*  Mauricio  Velasquez,  president,  Diversity  Training  Group 


Closing  Brunch  10:00  a.m,  - 12:00  p.m. 

Come  join  the  fun  of  a  live  auction  benefiting  the  ESM  Association  Foundation.  Dozens  of  door  prizes  will  be  distributed  to  lucky  winners. 
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ASSOCIATION 


Full  Name  (Print) _ ; _  Nickname 

Position _ 


Company  _ ; _ Number  of  Employees 

Address  _  _ _ _  _ _ _ 


City _  _ _ State _ Zip  Code  _ _ j 

W 

Phone  _ _ _  Fax _ E-mail  _  ! 

Is  this  your  first  National  Conference?  □  Yes  □  No  ; 

l 

□  Please  check  if  you  have  a  disability  and  require  special  services.  Attach  a  description  of  your  needs.  j; 

»  1 

Payment  method:  □  Check  (payable  to  ESM  Association)  l'* 

1 

□  Visa  □  Mastercard  □  American  Express  □  Discover  ; 

l 

Credit  card  number _ Exp.  Date  _  j 


REGISTRATION  FEES:  PLEASE  CIRCLE  YOUR  CHOICE  AND  INDICATE  THE  TOTAL  AMOUNT  ENCLOSED. 


Conference  Registration  Categories 

Cost 

Prior  to  3/1/01 

Cost 

After  3/1/01 

ESM  Association  Organization  Member 

Chapter,  General,  Individual 

$545 

$570 

Multiple  Attendee  Discount  Two  or  more 

ESM  Association  Members  from  the  same  location 

$495 

$520 

Non-Member  Organization 

$620 

$670 

Associate/Supplier  Non-Exhibiting 

$865 

$890 

College  Student 

<T> 

O 

$185 

Retired  ESM  Association  Member 

$125 

$125 

One-day  Registration 

$  (dav  rate)  X  (number  of  davs)  = 

Check  dates  of  attendance  □  4/9  □  4/10  O  4/11  B  4/12 

$220 

$245 

TOTAL:  S 


Submit  a  separate  registration  form  for  each  person.  Duplicate  copies  of  this  form  will  be  accepted. 


Advance  registration  will  not  be  accepted  without  full  payment.  Mail  payment  and  registration  form  to:  ESM  Association 
Headquarters,  2211  York  Road,  Suite  207,  Oak  Brook,  1L  60523-2371;  or  fax  the  registration  form  with  your  credit  card  information  to 
ESM  Association  at  (630)  368-1286.  If  you  have  a  question,  please  call  (630)  368-1280. 

Cancellation:  Full  registration  will  be  refunded  if  written  cancellation  notification  is  postmarked  on  or  before  3/1/01 .  After  that 
date,  a  refund  is  not  guaranteed. 

All  room  reservations  must  be  made  directly  with  The  Fairmont  Hotel  by  calling  (800)  635-4440.  State  that  you  are  part  of  the 
ESM  Association  Conference.  The  ESM  Association  Conference  room  rate  at  The  Fairmont  Hotel  is  $149  per  night  (single  or 
double  occupancy).  Our  room  block  is  limited.  To  insure  room  rate  and  availability,  please  make  reservations  before  March  1, 2001. 
Children  under  16  will  only  be  allowed  in  the  Exhibit  Hall  on  Wednesday,  4/11/01. 
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Discount  applies  to  base  rate  only.  Taxes  (including  VLF  taxes  up  to  US$1.89  per  day  in  California 
and  GST/VAT),  other  governmentally-authorized  or  imposed  surcharges,  license  and  concession 
recoupment  fees,  vehicle  license  fee,  road  fee,  premium  location  charges,  airport  facility  fees,  fuel, 
one-way  rental  charge  and  optional  items  are  extra.  Renter  must  meet  standard  age,  driver  and  credit 
requirements  (may  vary  by  country).  24-Hour  advance  reservation  required  (up  to  72  hours  for 
licensee  locations).  May  not  be  combined  with  other  discounts.  Availability  is  limited.  Subject  to 
change  without  notice.  Blackout  dates  may  apply. 


Give  your  employees  a  morale  boost  with  great  savings  from 
Alamo ® — enroll  your  ESM  organization  in  Alamo’s  Membership  Program. 
As  members,  your  employees  will  get  a  membership  ID.  card  that 

features  year-round  discounts  of  up  to  15%  off  our  great  retail  rates 
and  discount  coupons  for  future  rentals. 

So,  for  employee  perks,  simply  complete  the  form  below  and 
return  it  to  Alamo  today!  To  try  this  discount  program  for  your 
next  Alamo  rental,  book  with  your  travel  agent  or  Alamo.  Be  sure 
to  reguest  I.D.  Number  256413  and  Rate  Code  BY. 


\W?Y' 


Alamo' 
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To  enroll  your  organization  in  Alamo’s  Membership  Program  and  to  order  membership  I.D.  cards,  simply  detach  this  form  and  send  it  to: 
Alamo ®  Rent-A-Car,  L.L.C.  C/O:  Jagged  Peak,  12200  34th  Street  North,  Suite  C,  Clearwater,  FL  33762-5603,  or  fax  it  to  1-300-749-4993. 


Number  of  employees 

Name _ 

Title _ 

Organization _ 

Address _ 

City _ 

State _ 

Rhone _ 

Fax _ 


Number  of  cards  reguested 


Zip  _ 
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By  Peter  N.  Wolak 

Learn  about  the  latest  projects  funded  by  the  ESM 
Association  Foundation 


A  s  the  lines  between  work  and  family  blur,  the  need  for  work/life  balance 
/  I  increases.  Employee  services  can  provide  the  balance  that  retains 
quality  employees.  Determining  which  services  fit  your  corporate  culture 
and  integrating  them  into  your  current  program  can  be  a  challenge.  Thankfully, 
by  funding  key  projects,  the  Employee  Services  Management  (ESM) 
Association  Foundation,  Oak  Brook,  IL,  continues  to  provide  the  research  and 
education  ESM  Association  Members  need  to  make  their  companies 
Employers  of  Choice. 


Textbook  planning 

Three  years  ago,  Joe  Bannon,  publisher,  Sagamore 
Publishing,  Champaign,  IL,  and  Patrick  B.  Stinson, 
executive  director,  ESM  Association  Headquarters,  Oak 
Brook,  IL,  foresaw  a  dramatic  increase  in  corporate 
America's  need  for  employee  services.  However,  few 
colleges  and  universities  are  equipped  to  train  future 
employee  services  professionals.  Therefore,  Bannon 
and  Stinson  proposed  that  the  ESM  Association 
Foundation  fund  the  publication  of  an  employee  services 
management  textbook  to  benefit  both  the  academic  com¬ 
munity  as  well  as  employee  services  practitioners. 


"A  textbook  dealing  exclusively  with  employee  ser¬ 
vices  was  long  over  due,"  says  Ralph  J.  Ferrara,  CESM, 
chairperson  of  the  ESM  Association  Foundation  and 
manager  of  employee  services,  General  Mills,  Inc., 
Golden  Valley,  MN.  Thomas  Sawyer,  Ed.D.,  Indiana 
State  University,  Terre  Haute,  IN,  authored  the  text¬ 
book  entitled  Employee  Services  Management:  A  Key 
Component  of  Human  Resource  Management.  A  group 
of  ESM  Association  Foundation  Trustees  volunteered 
to  organize  chapter  outlines,  and  edit  and  review 
the  text. 
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As  a  college  textbook,  the  material  can  be  taught  in 
both  undergraduate  and  graduate  courses.  Profession¬ 
als  will  find  it  to  be  an  indispensable  guidebook  for 
everyday  use  and  benchmarking  company  pro¬ 
grams.  The  500-page  book  is  divided  into  three 
sections.  The  first  section  discusses  the  need  for 
employee  services,  steps  to  becoming  an  Employer  of 
Choice,  shaping  corporate  culture,  and  developing  a 
work/life  focus.  The  second  section  examines  ESM 
Association's  "10  Components  of  a  Well-Rounded 
Employee  Services  Program."  The  last  section  discusses 
general  management  techniques  such  as  human 
resources  and  financial  planning.  Sawyer  envisions 
future  textbooks  will  address  each  of  the  10  Com¬ 
ponents  on  a  specialized  level. 

"Employee  Services  Management:  A  Key  Component 
of  Human  Resource  Management  is  a  window  of  his¬ 
tory  as  well  as  a  documentation  of  today's  employee 
services  industry  during  this  time  of  incredible  growth," 
Sawyer  says.  "The  professional  knowledge  long  held 
among  ESM  Association  Members  has  now  been  doc¬ 
umented  in  a  book  from  which  many  will  benefit." 
Employee  Services  Management:  A  Key  Component  of 
Human  Resource  Management  will  be  unveiled  at  ESM 
Association's  60th  Annual  Conference  &  Exhibit,  April 
8-12,  2001,  at  the  Fairmont  Hotel  in  New  Orleans, 
LA.  Look  to  upcoming  issues  of  ESM  Magazine  for 
order  information. 

Class  act 

The  ESM  Association  Foundation  has  made  further 
inroads  into  the  education  system  with  the  sponsorship 
of  a  work/life  college  course  lead  by  Jim  Battersby, 
adjunct  faculty,  Cal  Poly  State  University,  Pismo  Beach, 
CA,  who  has  been  involved  with  employee  services 
since  the  1970s.  When  he  began  teaching  college 
courses,  he  was  struck  by  the  lack  of  work/life  balance 
classes  offered.  Upon  developing  a  class  model.  Cal 
Poly  State  University  allowed  Battersby  to  teach  a  pilot 
course  entitled  Work/Life  Balance  during  the  Fall  2000 
semester  that  was  sponsored  by  the  ESM  Association 
Foundation.  "I  had  two  goals  at  the  outset  of  the  class," 
Battersby  says.  "First,  I  wanted  the  students  to  learn 
how  to  achieve  work/life  balance  in  their  own  lives. 
Second,  once  they  graduated,  I  hoped  the  students 
would  become  advocates  of  work/life  balance  in 
the  workplace." 

To  keep  the  material  fresh,  Battersby  used  a  variety  of 
projects.  For  example,  each  student  was  required  to 
research  a  Fortune  1 00  company  and  study  one  aspect 
of  its  employee  services  program.  During  another  pro¬ 
ject,  teams  of  students  assessed  local  businesses  and 
provided  recommendations  for  achieving  work/life  bal¬ 
ance.  Students  also  debated  the  strengths  and  weak¬ 
nesses  of  work/life  programs  and  used  role-playing  to 
act  out  work/life  scenarios. 


A  new  employee 
services  textbook, 
funded  by  the 
ESM  Association 
Foundation,  will  soon 
be  available  to 
employee  services 
professionals  as  well 
as  college  universities. 


Out  of  a  possible  30  slots,  27  juniors  and  seniors 
signed  up  for  the  Work/Life  Balance  course.  End-of-the- 
semester  reviews  had  the  Work/Life  Balance  course 
earning  a  3.96  out  of  four  rating.  Because  of  these 
glowing  results,  Cal  Poly  State  agreed  to  fund  the  class 
next  semester.  Battersby  has  more  ambitious  goals.  "I 
see  work/life  balance  being  the  wave  of  the  future.  The 
subject  matter  is  applicable  to  both  business  courses 
and  sociology  classes.  I  would  like  to  package  the 
Work/Life  Balance  course  and  make  it  available  to 
other  schools  as  a  workshop  or  seminar.  This  would 
help  convince  colleges  and  universities  to  add 
employee  services  and  work/life  balance  courses  to 
their  curriculums." 

Report  cards 

The  ESM  Association  Foundation  publishes  learning 
tools  for  ESM  Association  Members  that  help  them  do 
their  jobs  better.  In  2000,  it  funded  the  creation  of  the 
ESM  Association  Monographs,  a  series  of  brochures  on 
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Business  students  participated  in  a  foundation- 
funded  Work/Life  Balance  college  course  at  Cal 
Poly  State  University,  Pismo  Beach,  CA. 
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ESM  Association's  Monographs  feature 
programming  tips  for  employee  services  providers. 


employee  services  topics.  The  Monographs  are  free  to 
ESM  Association  Members  and  are  loaded  with  con¬ 
cise,  how-to  information.  Beverly  Weiss,  CESM, 
administrator,  corporate  human  resources,  Botsford 
Health  Care  Continuum,  Farmington  Hills,  Ml,  and 
author  of  the  second  monograph.  Convenience 
Services  for  Employees,  identifies  a  dual  purpose  for 
the  ESM  Association  Monograph  series.  "ESM 
Association  Members  looking  to  either  implement  or 
expand  employee  services  can  use  the  monographs 
to  determine  which  programs  will  be  most  beneficial 
to  their  corporate  culture.  Plus,  the  monographs  are  a 
great  marketing  tool,  demonstrating  the  invaluable 
information  available  through  ESM  Association." 

Roger  Lancaster,  CESM,  general  manager,  USDA 
Employee  Services  and  Recreation  Association, 
Washington,  DC,  and  author  of  the  first  monograph, 
Obtaining  Management  Support  for  Employee 
Services,  says,  "The  monographs  look  at  employee 
services  from  a  budget  point-of-view.  Getting  old- 
time  management  to  understand  the  value  of  employ¬ 
ee  services  can  be  a  difficult  task,  especially  at  small¬ 
er  companies.  Today,  employees  want  a  rounded 
lifestyle-benefits  package,  not  simply  periodic  raises. 
By  analyzing  the  benefits  of  employee  services,  the 
monographs  cut  straight  to  management's  concern — 
the  bottom  line." 

Beside  their  appeal  to  management,  the  monograph 
series  fulfills  the  professional  needs  of  ESM  Association 
Members.  Budding  authors  have  the  opportunity  to  get 
published  while  sharing  successful  program  tips  with 
peers.  Members  may  contact  ESM  Association  or  visit 
www.esmassn.org  to  receive  a  free  monograph. 


Survey  says 

The  Foundation  has  provided  support  to  ESM 
Association  throughout  changes  in  both  the  profes¬ 
sional  association  industry  and  the  employee  services 
field.  As  the  Internet  opened  new  doors  for  commu¬ 
nication,  ESM  Association  found  itself  relying  more 
on  technology  to  deliver  member  services.  Mean¬ 
while,  the  ever-changing  job  market  caused  corpo¬ 
rate  mergers  and  downsizing,  forcing  many  employ¬ 
ee  services  providers  to  prove  to  management  the 
bottom-line  benefits  of  their  programs.  Amidst  these 
changes,  Immediate  Past  President  Roger  Lancaster 
led  the  charge  for  a  foundation-funded  Needs 
Assessment  Survey  of  our  membership.  "This  is  an 
opportune  time  to  determine  where  we  are,  where 
we  want  to  go  and  how  we  are  going  to  get  there," 
Lancaster  said  during  the  Fall  2000  Board  of 
Directors  Meeting.  According  to  Stinson,  "We  want 
to  learn  which  member  services  are  valuable,  which 
new  services  our  members  need  and  how  they  want 
them  delivered." 

The  ESM  Association  Foundation  agreed  to  fund  the 
consulting  services  of  Rick  Dorman,  president/CEO, 
Catalyst  Group  of  Alexandria,  VA,  to  help  conduct  a 
membership-wide  survey,  compile  the  results  and 
provide  direction  for  the  association.  Possible  actions 
based  on  the  survey  results  were  discussed  at  the 
Winter  2001  Board  of  Directors  Meeting.  ESM 
Association's  new  plan  will  be  announced  at  ESM 
Association's  60th  Annual  Conference  &  Exhibit. 

Money  well  spent 

Recent  ESM  Association  Foundation  projects  have 
helped  the  association  channel  member  knowledge 
into  productive,  useful  tools.  Ferrara  expects  the  suc¬ 
cess  of  the  foundation's  projects  to  continue.  "I  see  a 
need  for  more  research  analyzing  the  effectiveness  of 
work/life  programs,  including  a  cosi/benefit  analysis. 
This  information  would  certainly  benefit  both 
employee  services  professionals  and  upper  manage¬ 
ment.  Researching  the  specific  qualities  of  Fortune 
magazine's  '100  Best  Companies  to  Work  For'  is 
another  project  I  would  like  to  see  the  ESM 
Association  Foundation  fund.  This  information  could 
be  shared  with  our  members  as  well  as  the  general 
public."  These  projects  would  certainly  solidify  ESM 
Association  as  a  premier  organization  for  Employer  of 
Choice  training.  esm 


Peter  N.  Wolak  is  editorial  assistant  for  ESM  Magazine. 
He  can  be  reached  at  (630)  368-1280  or  peterwolak 
@esmassn.org. 
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REQUEST  FOR  DONATION 

Help  make  employee  services  education  and  research  possible 


The  increasing  demand  for  work/life  programs  has  helped  solidify  the 
need  for  employee  services  programs  in  corporate  America.  Therefore,  more 
research  and  educational  materials  are  needed  to  guide  employee  services 
managers  through  the  implementation  of  these  programs. 

Only  those  companies  that  attract,  retain  and  motivate  employees  will 
succeed  in  today's  highly-competitive  job  market.  Employee  services  pro¬ 
grams  help  employees  balance  their  work  and  personal  lives,  leading  to 
improved  morale  and  higher  productivity. 

Your  tax-deductible  donation  will  help  the  ESM  Association  Foundation 
achieve  its  goal  of  providing  employee  services  professionals  with  the  data 
and  education  necessary  to  manage  employee  services  programs  that  retain 
workers  and  improve  employee  quality  of  life. 

Name _ : _ 

Company _ 

Address _ 

City _ 

Phone 

E-mail _ 

Yes,  I  will  contribute  to  the  ESM  Association  Foundation  in  the  amount  of: 

□  $50  □  $75  □  $100  □  $150  a$200  □  Other _ 

□  My  company  has  a  matching  grant  program 

Please  make  checks  payable  to  the  ESM  Association  Foundation. 

The  ESM  Association  Foundation  is  a  501(c)(3)  nonprofit  organization. 

Employee  Services  Management  (ESM)  Association  Foundation 

2211  York  Rd.  •  Ste.  207  •  Oak  Brook,  IL  •  60523-2371 
(630)  368-1280  •  (630)  368-1286  fax 
esmahq@esmassn.org  •  www.esmassn.org 
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_ State  _  Zip_ 

Fax _ 
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I o  I  justify  work/life  programs  to  managemen 
:gal  issues  are  involved  with  employee  associati 

ere  can  I  find  information  about  starting  an 
eldercare  referral  service? 


You  Have  Questions, 

ESM  Association  Has  Answers 


ESM  Association’s  Research  Assistance 

Whether  you  desire  information  to  justify  your  eldercare  program,  the  most  recent 
statistics  on  recruiting  and  retaining  employees  or  sample  newsletters  and 
brochures,  ESM  Association  has  the  facts,  figures  and  samples  necessary  for  your 
next  business  meeting,  presentation  or  year-end  report. 


ESM  Association’s  Advice  Service 

ESM  Association’s  staff  is  available  to  assist  members  with  special  requests.  Just 
call,  e-mail  or  fax  your  topics  of  interest  and  you  will  be  paired  with  one  of  < 
knowledgeable  Member  Services  representatives.  Our  staff  will  save  you  tirr 
immediately  connecting  you  with  the  resources  you  need. 


Maximize  the  benefits  of  joining  ESM  Association  by  becoming  an  active  member. 
Contact  one  of  the  following  Member  Sendees  representatives  and 
take  advantage  of  our  invaluable  resources  today! 

iation  Headquarters:  Jean  Wilson,  director  of  member  services,  (630)  368-1 2£ 
jeanwilson@esmassn.org  •  Jamie  Kelly,  manager  of  member  services,  (63 
286  FAX,  jamiekelly@esmassn.org. 

iation  Western  Field  Office:  Phyllis  Smith,  CESM,  Western  Field  Office  manag 
)  964-7242  FAX,  esma.fo@gateway.net. 


No  dough 

Workers  look  to  employers  for  money  management  advice 

By  Michael  P.  Scott 


After  another  long,  challenging  day  as  director  of  human  resources,  I 
was  on  my  way  out  the  door  when  one  of  our  financial  representatives 
from  the  Accounting  Department  walked  into  my  office.  “I  have  an  emer¬ 
gency  situation  requiring  me  to  travel  overseas  to  see  my  son.  The  problem 
is,  I  don’t  have  the  money  to  book  a  plane  ticket.  Is  there  anyway  I  can 


get  an  advance?” 

This  is  an  increasingly  common 
scenario  as  a  growing  percentage 
of  today's  workforce  lives  from 
paycheck  to  paycheck.  Household 
debt  of  $20,000,  $50,000  or  even 
$100,000  is  common,  and  these 
numbers  do  not  include  mortgage 
and  automobile  loans.  Creditors  are 
distracting  employees  with  phone 
calls  to  their  work  and  homes,  and 
bankruptcy  filings  have  increased 
dramatically.  The  bottom  line  is  U.S. 
workers  are  seriously  stressed  about 
their  finances. 

According  to  Intuit's  (Mountain 
View,  CA)  second  annual  Quicken 
Financial  Literacy  Survey,  most 
Americans  are  ill-prepared  for  an 
economic  slowdown.  The  national 
survey  found  that  in  the  event  of  a 
job  loss,  only  30  percent  of  Amer¬ 
icans  could  sustain  themselves 
financially  during  the  months 
needed  to  find  a  new  job.  In 
response  to  this  trend,  a  growing 
number  of  employee  services 


providers  are  offering  financial 
management  assistance.  The  sim¬ 
ple  assumption  is  that  employees 
who  experience  relief  from  money 
worries  are  more  productive,  less 
stressed  and  able  to  balance  work 
and  family  demands  more  effectively. 


Debt  doubt 

A  recent  study  entitled  The 
Effects  of  Workplace  Financial 
Education  on  Personal  Finances 
and  Work  Outcomes,  conducted 
by  Virginia  Polytechnic  Institute 
and  State  University,  Blacksburg, 
VA,  supports  the  notion  that  U.S. 
workers  are  seriously  stressed 
about  finances,  and  that  their 
stress  is  affecting  productivity.  The 
study  reports  that  financial  well¬ 
being  has  a  profound  effect  on 
everything  from  worker  health  to 
absenteeism.  Employees  worry 
most  about  bounced  checks, 
missed  loan  payments,  credit  card 
debt,  paying  rent  and  childcare 
bills,  lottery  and  gambling  losses, 
and  rip-offs  and  fraud.  "Rough  esti¬ 
mates  are  that  two  out  of  every 
three  of  an  American's  thoughts 
are  about  debt,"  says  Paul  Kilmar, 
president  of  Debtco,  a  San  Diego, 
CA-based  debt  negotiation  service. 
He  estimates  that  one  in  six,  or  42 
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million,  Americans  are  in  serious 
debt,  and  well  over  50  percent  of 
the  marriages  that  end  in  divorce 
are  due  to  financial  difficulties. 

Improving  financial 
literacy 

There  are  a  number  of  programs 
and  services  that  can  be  offered 
within  the  framework  of  an  exist¬ 
ing  employee  services  package  to 
assist  employees  in  dealing  with 
financial  challenges.  Here  are  a 
few  to  consider: 

1.  Brown  bag  lunch-and-learn 

classes:  CF  Industries,  a  Long  Grove, 
IL-based  manufacturer,  has  been 


2.  Provide  resources:  Many  em¬ 
ployees  are  looking  for  practical 
resources  to  assist  them  in  manag¬ 
ing  their  finances.  Consider  offer¬ 
ing  books,  audio  tapes  and  CDs  on 
financial  topics,  through  your 
employee  store.  Have  a  local  retail 
bookstore  provide  a  mini  book  fair 
where  employees  can  purchase 
books  and  other  resources  on 
finances.  Nine  Steps  to  Financial 
Freedom  by  Suze  Orman,  Rich 
Dad,  Poor  Dad  by  Robert  Kiyosaki 
and  How  to  Get  Out  of  Debt,  Stay 
Out  of  Debt  and  Live  Prosperously 
by  Jerrold  Mundis  are  among  the 
most  popular  books  on  the  market  for 
individuals  seeking  financial  advice. 


3.  Concierge  services:  Firms  like 
Ceridian,  Minneapolis,  MN,  offer 
comprehensive  concierge  services 
specifically  related  to  money  man¬ 
agement.  The  concierge  concept 
provides  employees  with  the  abili¬ 
ty  to  access  financial  resources 
with  a  sense  of  privacy.  This  is  a 
particularly  important  perk  as 
many  employees  feel  a  sense  of 
shame  and  embarrassment  over 
being  in  debt.  "Our  employees 
benefit  from  a  wide  variety  of  ser¬ 
vices  in  the  areas  of  credit  man¬ 
agement,  budgeting  and  investing 
through  our  concierge  service," 
Rowe  says. 


offering  financial  class¬ 
es  for  years.  The  compa¬ 
ny  believes  that  em¬ 
ployees  who  are  taught 
how  to  make  sound 
financial  choices  are 
more  productive,  feel  a 
greater  sense  of  compa¬ 
ny  buy-in  and  are  ab¬ 
sent  from  work  less  fre¬ 
quently.  "Be  creative  in 
the  types  of  sessions 
you  offer,"  advises 
Susan  Rowe,  corporate 
employee  programs  spe¬ 
cialist,  Miller  Brewing 
Co.,  Milwaukee,  Wl. 
"Our  Planning  Your 
Kids'  Education  pro¬ 
gram  is  quite  popular. 
Another  option  might 
be  to  contact  mortgage 
professionals  and  have 
them  inform  employees 
of  various  residential 
lending  options  avail¬ 
able  when  purchasing  a 
home."  She  adds,  "Any 
program  that  assists 
employees  in  making 
wise  financial  decisions 
is  a  good  investment." 


Conclusion 

It  is  critical  that  em¬ 
ployee  services  providers 
remain  abreast  of  the 
latest  work/life  issues 
affecting  employees  and 
provide  support.  With 
the  high  number  of 
Americans  in  debt,  bank¬ 
ruptcies  occurring  at 
record  rates  and  stress- 
related  concerns  having 
an  impact  on  workplace 
productivity,  employee 
services  providers  play  a 
valuable  role  in  offering 
the  types  of  voluntary 
programs  that  allow  em¬ 
ployees  to  manage  their 
financial  health  and 
maintain  a  sense  of  bal¬ 
ance  in  their  lives,  esm 

Michael  P.  Scott  is  a 
regular  columnist  for  ESM 
Magazine  and  the  author 
of  the  book  Catch  Your 
Balance  and  Run:  Proven 
Life  Management  Strategies 
to  Assist  You  in  Today's 
Fast-Paced  World.  He  can 
be  reached  at  power2u 
@ix. netcom.com. 
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Do  they  need  invitations  for  a  wedding  that’s  just  around  the  corner?  What  about 
announcements  to  celebrate  a  recent  birth?  Maybe  there  are  showers  and 
graduations  to  be  planned.  Why  not  give  the  gift  of  time  when  you  let 
EMPLOYEE  PRINTING  SERVICES  take  care  of  these  events. 

Whether  you  make  the  album  available  in  your  employee  store,  lunchroom,  Human 
Resources  Department  or  any  other  corner  of  the  office,  your  employees  will 
“thank  you”  for  the  convenience  and  the  40%  DISCOUNT  they  will  receive. 

Please  stop  by  our  Booth  #814  at  ESM’s  60th  Annual  Conference  and  Exhibit, 

April  9th  -  11th  in  New  Orleans.  You’ll  have  the  opportunity  to  browse  through  the  album 
and  learn  how  you  can  make  this  available  to  your  employees. 

If  you  are  not  attending  the  Exhibit,  then  call  us  at 
800-653-5361  ext.  2224  for  information, 

or 

Visit  our  new  website  at 
employeeprinting.com 

PO  BOX  248  •  BEDFORD  PARK,  IL  60499 
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The  Live  Music  Capital  of  the  World, 
Branson,  Missouri,  has 
something  for  every 
ESM  Association  Member  including 

10%  Off 

all  vacation  packages. 


Golfing,  Hiking,  Fishing,  Boating,  Shopping, 
Theme  Parks,  Music  Theaters, 
Special  Events. 


Whether  you  are  vacationing  as  a  group 
or  individual,  our  services  include  quality 
lodging  and  show  ticket  reservations 
(motel  delivery  is  available),  group 
packages,  shuttle  service,  meetings 
and  conventions. 


Come  to  Branson  and  experience  the 
beauty  of  the  Ozark  mountains  and 
hospitality  of  small  town  America. 


As  the  largest  independent  travel 
service  in  Branson,  Missouri.  Ozark 
Ticket  and  Travel  is  the  complete 
information  center  for  your  Branson 
Vacation.  Call  us  toll  free  at  1.888.849.7459 
or  for  your  convenience  order  on  line  at 

rMNSON.COM 
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ics  you  want  their  opinions  on,  and  be 
very  clear  about  your  concerns.  Before 
you  leave,  be  certain  all  your  ques¬ 
tions  have  been  answered. 

•  Ask  about  your  medications:  If 
your  doctor  orders  an  unfamiliar  pre¬ 
scription,  inquire  about  potential  inter¬ 
actions  with  your  current  medication. 
Since  brand-name  drugs  can  be  very 
costly,  always  ask  about  generic  alter¬ 
natives.  Review  the  dosage  and  in¬ 
structions  with  your  pharmacist. 
He  or  she  can  also  address  any  of 
your  concerns. 

•  Follow  up:  Sometimes  answers  raise 
new  questions.  Ask  when  your  doctor  is 
available  to  answer  additional  ques¬ 
tions.  Can  you  ask  questions  via  e-mail? 
If  your  doctor  is  not  available,  ask  if 
someone  else  can  help  you.  Nurse  practi¬ 
tioners  and  aides  are  very  knowledge¬ 
able,  and  may  be  easier  to  reach. 

Conclusion 

Your  doctor  does  not  have  time  to 
place  the  same  importance  on  your 
health  that  you  do.  Informed  patients 
make  better  health  decisions  for 
themselves  and  their  families.  Be  pre¬ 
pared  for  your  seven  minutes  in  the 
doctor's  office  and  you  will  leave  feel¬ 
ing  satisfied  and  well  on  the  way  to  a 
full  recovery.  esm 

Sheri  Costa  is  public  relations  special¬ 
ist  for  Questium,  San  Rafael,  CA.  Visit 
www.questium.com  to  access  health 
resources  including  information  on  clin¬ 
ical  trials,  health  evaluation  tools  and  a 
health  encyclopedia. 
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Boosti  ng  Morale 


By  Sheri  Costa 

Health  tips 

How  to  get  the  most  out  of  seven  minutes  with  your  doctor 


As  employee  services  providers,  many  of 
you  are  responsible  for  employee  health 
and  wellness  programs.  Whether  your 
company  provides  wellness  facilities,  an  onsite 
physician  or  written  health  information,  any 
initiatives  made  are  likely  to  boost  morale  and,  in 
some  cases,  lower  healthcare  costs  due  to 
increased  employee  awareness.  Below  are  health 
and  wellness  tips  on  communicating  with  your 
doctor.  Consider  reprinting  this  information  and 
providing  it  to  your  employees  as  a  benefit  of  your 
company’s  health  and  wellness  program. 


Studies  show  that  the  average 
doctor's  appointment  ranges  from 
seven  to  21  minutes.  As  soon  as 
you  enter  a  doctor's  office,  the 
clock  starts  ticking.  The  key  to  get¬ 
ting  the  best  care  and  information 
is  to  be  fully  prepared  when  you 
arrive  to  your  appointment. 
Questium.com,  a  website  that 
helps  consumers  manage  their 
health,  offers  the  following  sugges¬ 
tions  to  get  the  most  out  of  your 
doctor's  visit. 

•  Know  your  history:  Prior  to  your 
appointment,  review  and  document 
the  medical  history  of  your  immedi¬ 
ate  relatives.  Bring  copies  of  these 
records  with  you,  especially  if  you 
are  seeing  a  new  doctor. 


•  Do  your  homework:  Prepare  to 
discuss  specifics.  Use  the  Internet  or 
local  libraries  to  research  specific 
conditions,  treatments  and  drugs. 
In  addition  to  mainstream  options, 
there  may  be  safe  alternatives.  Ask 
friends  and  family  members — you 
may  be  surprised  by  what  they  know. 

•  Survey  your  environment:  Are 
your  children  or  coworkers  sick? 
Know  which  bugs  are  circulating  in 
the  office.  Check  with  other  parents 
or  the  school  nurse  to  find  out  if  a 
virus  is  going  around  at  your  child's 
school.  Ask  your  doctor  how  to  pro¬ 
tect  yourself  and  your  family. 

•  Make  a  list:  During  the  appoint¬ 
ment,  it  can  be  difficult  to  remem¬ 
ber  everything  you  wanted  to  dis¬ 


cuss.  Prepare  a  list  of  questions  or 
topics  before  going  to  see  your 
doctor.  Between  appointments, 
keep  a  list  of  questions  to  ask  at 
your  next  visit. 

•  Get  it  right  the  first  time: 

Nobody  wants  the  needless  cost 
and  hassle  of  going  to  the  wrong 
doctor.  Check  your  health  plan's 
provider  directory  or  visit  their 
website  to  identify  appropriate 
doctors.  When  you  call  for  an 
appointment,  verify  that  the  doctor 
is  still  a  member  of  your  health 
plan's  provider  network. 

•  Take  charge:  Doctors  see  many 
patients  each  day,  but  they  can¬ 
not  read  minds.  Introduce  the  top- 

CONTINUED  ON  PAGE  34 
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Disneyland"  Resort  has  more 
to  see.  Get  Away  Today  has 
Kids  Stay  Free! 
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This  is  the  year  to  join  the  wildly  popular  Get  Away 
Today  Vacations  incentive  program.  For  the  first 
time  ever  we’re  putting  two  3-Day  Disneyland® 
Resort  Flex  Passports  in  every  Disneyland®  Resort  package — 
an  amazing  $222  value — so  your  employees  can  experience 
both  Disneyland®  Park  and  the  spectacular  new  Disney’s 
California  Adventure  Park™  What’s  more,  kids  stay  free 
because  our  hotel  prices  are  per  room,  not  per  person.  We 
also  offer  exclusive  Kids  Free  tickets  at  Universal  Studios 
Holly  woodf  Sea  World®  San  Diego  and 
Knott’s  Berry  Farm®  (one  child’s  admis¬ 
sion,  ages  3-11,  per  paying  adult). 

Which  means  your  employees  will  save 
up  to  50 %  on  every  family  vacation. 
All  you  do  is  distribute  our  free  vaca¬ 
tion  planners  throughout  your  organ¬ 
ization.  Order  enough  for  every 
employee  today. 
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Vacation  Planner  Order  Form 


1  I  YES,  please  send  me  one  2001  Vacation  Planner  for  each 
employee.  I  will  insert  these  into  a  payroll  envelope  or  company 
newsletter. 

Disneyland®  Resort/Southern  California  Planners  Needed - 

Walt  Disney  World®/Orlando  Planners  Needed - 

Send  the  FREE  brochures  to: 

Organization _ 

Contact _ _ _ 

Address _ City - 


Your  E-mail  Address . 


Mailing  Address: 

Get  Away  Today  Vacations 
1650  East  5700  South 
South  Ogden,  UT  84403 

Or  fax  to:  (801)  479-4693 
Phone:  800-523-6116 
www.getawaytoday.org 
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We're  #  1  in  low-price  fun!’" 


See  you  at  booth  603  in  New  Orleans. 


The  Xylo  program  offers  busy  HR 
professionals  an  effective  work/life  solution 
to  attract  and  retain  top  talent.  It  helps  to 
reinforce  corporate  culture  and  facilitate 
existing  programs.  Xylo  connects,  inspires 
and  informs  employees. 


xylo . 

For  more  information,  please  contact  us  today  at  info@xylo.com 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com 


Xylo  offers  a  unique  Web-based  work/life 
program  that  saves  employees  time, 
money  and  simplifies  their  lives.  We  feature 
hundreds  of  great  discounts,  outstanding 
savings  and  creative  solutions  that  are 
fast,  easy  and  convenient  to  use — from 
work  and  home. 
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keeping  it  simple 
finding  a  balance 
making  it  work 
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SAVE  15% 


In  Florida,  there  are  127  wonderful  choices 
at  which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%/ 


ATLANTIC  BEACH 
Comfort  Inn  Mayport 

BONITA  SPRINGS 
Comfort  Inn 

CAPE  CORAL 
Quality  Inn  Nautilus 

CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 

COCOA  BEACH 
Comfort  Inn  &  Suites 

DAYTONA  BEACH  SHORES 
Quality  Inn  Ocean  Palms 

DE  LAND 
Comfort  Inn 

DEERFIELD  BEACH 
Comfort  Inn  Oceanside 

Comfort  Suites 

Quality  Suites 

DESTIN 
Comfort  Inn 

FT.  LAUDERDALE 
Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 
Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 
Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 
Comfort  Inn  Airport 

Clarion  Hotel 
Hollywood  Beach 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 

MainStay  Suites 

Quality  Inn  &  Suites 

Quality  Hotel  Southpoint 


JACKSONVILLE  BEACH 
Comfort  Inn  Oceanfront 

KEY  WEST 
Comfort  Inn 

Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 
Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 
MainStay  Suites 

MELBOURNE 
Quality  Suites  Oceanside 

MIAMI 
Quality  Inn 

MIAMI  BEACH 
Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 
Comfort  Inn  Airport  East 

Clarion  Hotel 

Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

MainStay  Suites 

Sleep  Inn  Miami  Airport 

MILTON 
Comfort  Inn 


MT.  DORA 
Comfort  Inn 

NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 

Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 

NAVARRE 

Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 
Comfort  Inn  Gateway  ’ 

NICEVILLE 
Comfort  Inn 

OCALA 
Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 
Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH 
Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 
Sleep  Inn 
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ST.  PETERSBURG 

Comfort  Inn  &  Suites 
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Employee  Services  Management  (ESM)  Association 
Members  share  ideas  for  recognizing  volunteers. 
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7  The  Bottom  Line 
11  Taming  Technology 


14  Cover  story: 

Blending  cultures 

Employee  services  providers  are  either  victims  of 
mergers  and  acquisitions  or  leaders  in  shaping  the 
new  corporate  culture  resulting  from  these  changes. 
Learn  how  to  influence  management  and  retain 
your  services  during  trying  times. 
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22  Saving  time  &  money 

Convenience  services  include  everything  from 
onsite  dry  cleaning  to  online  employee  stores. 

Find  out  what's  involved  in  offering  these  services 
and  choose  the  ones  that  fit  your  employees'  needs. 
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Your  coworkers  can  join 
ESM  Association  for  less 


How  many  people  in  your  office  read  ESM  Magazine ?  If  you  are  like 
most  ESM  Association  Members,  you  probably  pass  along  the  maga¬ 
zine  to  a  coworker  after  reading  it  yourself,  or  maybe  copy  and  for¬ 
ward  on  an  article  or  two.  Did  you  know  that,  because  you  are  an 
ESM  Association  Member,  your  coworkers  can  receive  the  magazine,  in  addition  to 
ESM  Association's  other  Member  Services,  at  a  discounted  rate?  This  offer  is  avail¬ 
able  through  Individual  Membership. 

As  the  ESM  Association  company  contact,  coworkers  from  your  work  site 
can  become  Individual  Members  for  only  $95  each  year — over  60  percent  off 
the  annual  Organizational  Member  rate!  Individual  Members  help  employee 
services  providers  keep  up  on  the  latest  trends  in  employee  services.  Consider 
these  scenarios: 

Scenario  #1:  Your  assistant  is  helping  you  research  outsourcing  firms.  You  ask 
him  to  gather  facts  on  prospective  firms  before  narrowing  it  down  to  the  top  three 
candidates.  As  an  Individual  Member,  your  assistant  can  access  ESM  Association's 
Online  Buyer's  Guide  and  obtain  the  names  of  several  outsourcing  firms  in  no 
time.  He  can  also  obtain  referrals  from  members  who  are  currently  using  ESM 
Association's  outsourcing  companies. 

Scenario  #2:  Your  employee  store  manager  wants  to  sell  products  from  the 
employee  store  on  your  employee  services  website.  She  is  not  sure  if  it  is  better  to 
sell  the  same  products  offered  in  the  employee  store  or  choose  new  products  to 
introduce  on  the  intranet  site.  She  also  wonders  if  she  should  accept  intranet  mer¬ 
chandise  returns  at  the  onsite  store.  ESM  Association  can  help  your  store  manager 
answer  these  questions  and  more.  In  addition  to  providing  written  material,  we  can 
put  her  in  contact  with  other  store  managers  who  will  share  their  knowledge. 

Scenario  #3:  You  are  responsible  for  planning  special  events  while  a  coworker 
manages  the  fitness  center.  Although  your  responsibilities  are  quite  different,  both 
of  you  can  benefit  from  ESM  Association  Membership.  ESM  Association  Members 
are  responsible  for  any  or  all  of  the  "The  10  Components  of  a  Well-Rounded 
Employee  Services  Program,"  including:  employee  stores,  community  services, 
convenience  services,  dependent  care,  recreation  programs,  recognition  programs, 
special  events,  travel  services,  voluntary  benefits,  and  wellness.  If  employees  at 
your  work  site  are  responsible  for  any  of  these  employee  services,  and  you  are  a 
current  Organizational  Member,  recommend  that  they  join  ESM  Association  as 
Individual  Members. 

As  an  ESM  Association  Member,  your  goal  should  be  to  encourage  your 
employee  services  staff  and  coworkers  to  expand  their  knowledge  of  the  industry. 
Take  note  of  the  employees  in  other  departments  who  oversee  projects  that  could 
be  considered  employee  services  and  work  together  to  unify  your  goals  by  joining 
ESM  Association.  For  more  information  on  Individual  Membership,  contact  the 
Member  Services  Department  at  (630)  368-1 280  or  esmahq@esmassn.org. 
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Employee  Savings! 
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Savings  of  15%  to  30% 
off  your  next  stay! 

Call  participating  Days  Inn,  Howard  Johnson,  Knights  Inn, 
Ramada,  Travelodge  &  Wingate  Inn  hotels  to  receive 
substantial  discounts.Remember  to  give  your  Member 
Benefit  I.D.  number  20646  when  making  reservations. 

To  order  wallet  cards  of  program,  fax  your  request 
to  Derek  Errichetti  (973)  496-1084. 


Knights 

Inn 


Travelodge 


RAMADA 


WINCA  I  t 


Inns  ~  Hotels  ~  Suites 


1-800-268-2195  1-800-769-0939  1-800-682-1071  1-800-462-8035  1-800-545-5545  1-877-202-8814 

Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit 
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‘Discount  varies  by  location  amt  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 


Is  your  career 
worth  five  minutes? 
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If  you’re  an  active  member,  you  probably  have.  Maybe 
you  called  and  requested  statistics  to  justify  your  pro¬ 
grams  to  management;  or  asked  to  be  connected  with  a 
peer  for  networking  purposes.  ESM  Association’s 
Member  Services  Department  can  provide  the  answers  to 
many  of  your  questions  because  enough  members  com¬ 
pleted  and  returned  their  Member  Profiles. 

Each  year,  the  data  compiled  through  this  short  survey 
provides  ESM  Association  members  with  the  most  current 
information  on  job  titles,  technology,  employee  stores, 
work/life  programs,  on-site  facilities,  and  more.  It  allows 
you  to  benchmark,  network  and  share  ideas  with  peers. 

You  received  a  Member  Profile  with  your  new  member 
packet  or  member  renewal  packet.  We  ask  that  you  take 
five  minutes  to  complete  your  Member  Profile  and  either 
fax  or  mail  it  to  ESM  Association.  The  strength  of  our  asso¬ 
ciation  resides  in  its  members. 

To  receive  a  Member  Profile,  contact  Jamie  Kelly  at 
(630)  368-1280  orjamiekelly@esmassn.org. 


ESM  Association 
2211  York  Rd.,  ste.  207 
Oak  Brook,  IL  60523-2371 
(630)  368-1280 
FAX  (630)  368-1286 
esmahq@esmassn.org 
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Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing 
work  and  family  concerns,  convenience  ser¬ 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Services  for 
Employees,  the  second  ESM  Association 
Monograph,  presents  a  multitude  of  conve¬ 
nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience 
Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  sen/ices  and 
one-stop  shopping  at  your  employee  store. 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 
convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #7, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services.  View  both  Monographs  in  the  Member 
Resources  Section  of  www.esmassn.org  or  order  a 
hard  copy  from  ESM  Association. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 

Name 


Address 


City_ 


_State _ Zip_ 


Phone  ( 


□  This  brochure  is  the  second  in  a  series  of 
ESM  Association  Monographs.  Please  check  here  if 
you  are  interested  in  receiving  Monographs  on  other 
employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarters 
2211  York  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371*  www.esmassn.org  •  esmahq@esmassn.org 


Workplace  forecast 

Top  lO  business  trends  and  how  they  affect  employee 
services  providers 

By  April  Pendleton 

It  is  time  to  step  away  from  your  daily  tasks  and  examine  the  big  picture. 

The  following  workplace  predictions  on  the  employment  market, 
employee  training,  recruitment,  retention,  and  employee  recognition  will 
assist  you  in  understanding  why  employees  need  particular  employee  ser¬ 
vices,  and  help  you  gauge  which  services  they  may  need  in  the  future.  Keep 
these  upcoming  workplace  trends  in  mind  when  implementing  or  revamping 
your  employee  services  programs. 


Top  10  future  trends 

1.  Competition  for  quality  em¬ 
ployees  will  intensify.  Information 
technology  will  attract  more  non- 
computer-science  graduates,  but 
the  critical  shortage  of  workers  in 
this  area  will  not  be  lessened  due 
to  the  increasing  need  for  this 
work  function. 

Employee  services  solution:  Of¬ 
fer  employees  internal  resources  for 
learning  about  technology.  Consider 
planning  lunchtime  seminars  or 
workshops  that  cover  this  topic. 

2.  Recruiters  will  become  more 
aggressive,  challenging  employers 
to  concentrate  on  retaining  their 


Employees  sharpen  their  skills  with 
more  education  and  training  classes. 


top  employees.  With  fewer  quali¬ 
fied  candidates  on  the  market, 
recruiters  will  target  the  already- 
employed.  Employees  can  expect 
more  retention  bonuses. 

Employee  services  solution:  Work 
retention  bonuses  into  your  overall 
recognition  program.  When  em¬ 
ployees  receive  bonuses,  list  their 
names  and  lengths  of  service  in  the 
company  newsletter. 

3.  More  attention  and  resources 
will  be  put  towards  education  and 
training.  Employees  want  to  im¬ 
prove  their  skills,  and  employers 
need  to  boost  individual  produc¬ 
tivity.  The  most  important  issue  for 
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employees  will  be  to  remain  mar¬ 
ketable  through  ongoing  educa¬ 
tion  and  training  courses. 

Employee  services  solution:  Pro¬ 
vide  employees  with  a  list  of  train¬ 
ing  centers  including  the  seminar 
topics  offered  and  the  dates  of 
events  occurring  in  your  area. 

4.  The  new  paradigms  for  com¬ 
pensation  will  be  pay-for-per- 
formance  and  competency-based 
pay.  Employees  who  have  fallen 
behind  at  work  or  do  not  work  as 
hard,  will  become  stressed  by 
these  changes. 

Employee  services  solution:  Write 
articles  on  time  management  in 
your  employee  newsletter.  Offer 
employees  convenience  services 
such  as  concierge  services  to  help 
them  strike  a  work/life  balance 
and,  therefore,  be  more  productive 
and  less  stressed  at  work. 

5.  Telecommuting  will  increase 
in  popularity,  particularly  as  em¬ 
ployers  seek  to  hire  homemakers 
and  part-timers  who  do  not  need 
to  come  into  the  office  each  day. 
Corporations  will  provide  train¬ 
ing  for  managers  and  supervisors 
to  work  more  effectively  with 
remote  workers. 

Employee  services  solution:  Re¬ 
member  to  implement  programs 
and  services  that  can  be  used  by 
employees  who  work  onsite  and 
offsite.  Pinpoint  the  programs  that 
telecommuters  can  take  advantage 
of  and  target  them  in  your  promo¬ 
tional  efforts. 

6.  More  workers  will  operate  as 
independent  contractors,  renting 
their  time  and  expertise  to  multiple 
employers — sometimes  simultane¬ 
ously.  We  are  on  the  threshold  of  a 
major  shift  to  a  free-agent  economy. 

Employee  services  solution:  Con¬ 
sider  allowing  contract  workers  to 


Baby  Boomers  opt  to  put  off  retire¬ 
ment  and  continue  to  work. 


use  your  recreational  facilities 
and  take  advantage  of  certain 
employee  services. 

7.  Older  workers  will  not  retire. 
Instead,  they  will  continue  to 
work  either  part-time  or  full-time. 
Responding  to  the  vacuum  creat¬ 
ed  by  our  labor  shortage,  this 
trend  will  impact  how  Baby 
Boomers  spend  their  time  and 
money.  Their  extended  leisure 
vacations  may  be  delayed  for 
some  time. 

Employee  services  solution:  Plan 
group  travel  trips  geared  towards 
the  interests  of  your  company's 
Baby-Boomer  workforce. 

8.  Smaller  employers  will  com¬ 
pete  vigorously  for  top  talent. 
Many  highly-valued  employees 
will  choose  to  join  smaller  organi¬ 
zations  where  they  can  have  more 
flexibility  and/or  a  greater  voice 
at  work,  instead  of  being  lost  in  a 
big  company. 

Employee  services  solution: 

Promote  special  interest  clubs 
and  special  events  as  avenues  for 
meeting  coworkers  and  building 
camaraderie.  Encourage  employ¬ 
ees  to  utilize  the  company's  flex¬ 
time  program. 


9.  Time  will  become  increasingly 
important  as  a  component  of  com¬ 
pensation.  Employees  will  seek 
more  time-off  instead  of  greater 
cash  compensation. 

Employee  services  solution: 
Consider  recognizing  employees' 
achievements  with  vacation  time, 
as  opposed  to  merchandise  or 
gift  certificates. 

10.  Employers  will  step-up  their 
use  of  technology  to  compensate 
for  the  lack  of  employees,  causing 
competitors  to  re-engineer  their 
work  processes  to  remain  prof¬ 
itable.  Employees  will  need  to 
keep  up  on  the  latest  technology, 
even  if  it  means  investing  their 
own  time  and  resources.  The  more 
they  know,  the  more  valuable  they 
will  be  to  their  employers. 

Employee  services  solution:  In¬ 
vest  in  web-based  learning  programs 
that  allow  employees  to  learn  about 
technology  at  minimal  cost. 

Conclusion 

It  is  important  for  employee  ser¬ 
vices  providers  to  keep  abreast  of 
the  future  direction  of  business. 
Any  trends  that  impact  your 
employees'  work  lives  should  be  of 
concern  because  you  have  the 
power  to  help  boost  morale  and 
productivity  with  your  programs. 
When  selling  new  ideas  to  man¬ 
agement,  cite  these  forecasts  as 
reasons  to  move  forward,  and  your 
boss  will  appreciate  your  attention 
to  the  bottom  line.  esm 


April  Pendleton  is  marketing  director 
for  The  Herman  Croup,  Greensboro, 
NC.  She  may  be  reached  at  (336)  282- 
9370,  april@herman.net  or  www.her- 
man.net. 
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(  Hello,  world. ) 


The  anival  of  Hua  IVtei  was  a  miracle  of  science  and  hope.  As  the  tiist  successful  birth  of  a  Giant  Panda  in  North  America, 
Hua  Mei  has  captured  the  hearts  of  people  worldwide.  But  she  won't  he  a  little  cub  forever.  So,  don't  miss  this  rare  opportunity  to  say 
hello  to  our  very  own  baby  Giant  Panda.  And  while  you're  at  the  Zoo,  make  some  time  for  the  other  great  attractions  -  especially 
the  incredible  new  RainForest  Aviary"  with  ovei  60  species  of  rare  and  exotic  birds  in  a  lush,  Southeast  Asian  jungle  environment. 
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Beyond  word  processing 

Discover  the  other  90  percent  of  your  computer’s  capabilities 

By  Mike  Foster 

Are  you  using  your  computer  to  its  fullest  potential?  If  you’re  like  the 
majority  of  Americans,  the  answer  is  no.  According  to  the  U.S.  Census 
Bureau,  92.2  million  adults  routinely  use  a  computer,  and  the  number  one 
computer  function  is  word  processing.  Yet,  today’s  computers  are  designed 
to  perform  many  other  functions  beyond  word  processing.  In  fact,  when  you 
stretch  your  computer  capabilities,  you  can  improve  the  way  you  do  business. 


Training  is  key 

Most  people  were  never  taught 
other  computer  functions  or  they 
are  afraid  to  experiment  with  vari¬ 
ous  programs.  As  a  result,  they 
waste  time  and  resources  perform¬ 
ing  work  processes  manually, 
when  many  of  them  could  easily 
be  computerized.  There  are  several 
outlets  for  learning  about  the  addi¬ 
tional  functions  of  your  computer. 
Computer  training  seminars,  books 
and  magazines  offer  a  wealth  of 
information  for  keeping  up  on  the 
latest  technology.  College  comput¬ 
er  classes  and  vocational  training 
seminars  are  also  available.  Read 
about  the  following  computer 
capabilities  and  consider  expand¬ 
ing  your  knowledge  in  an  effort  to 
increase  your  daily  productivity. 

Contact  management 

Like  the  name  implies,  contact 
management  software  helps  you 
manage  the  contacts  you  make 


with  key  people,  such  as  suppliers, 
volunteers  and  colleagues.  In  addi¬ 
tion  to  storing  names,  addresses 
and  phone  numbers,  it  also  main¬ 
tains  lists  of  the  pending  and  com¬ 
pleted  activities  of  each  contact. 
When  used  effectively,  this  soft¬ 
ware  eliminates  the  need  for  hand¬ 
written  notes.  The  contact  manage¬ 


ment  software  documents  each 
time  you  communicate  with  your 
key  people,  so  all  the  information 
regarding  a  project  or  account 
is  just  a  click  away.  If  the 
contact  management  software  is 
network  enabled,  other  employ¬ 
ees  can  view  the  stored  informa¬ 
tion.  This  eliminates  the  need  to 
update  coworkers  on  specific 
details.  Anyone  in  the  office  can 
access  the  information  and  help 
move  projects  along  without  dis¬ 
turbing  you  for  background  or 
status  information. 

Spreadsheets 

The  next  time  you  are  about  to 
use  pencil  and  paper  to  create  a 
chart  of  calculations,  stop.  Make 
the  process  easier  with  your  com¬ 
puter's  spreadsheet  capabilities. 
With  a  spreadsheet,  data  can  be 
organized  according  to  various  sort 
methods,  whether  alphabetically, 
by  date  or  other  criteria.  A  spread- 
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sheet  will  also  automati¬ 
cally  calculate  totals  and 
enable  you  to  view  the  cal¬ 
culations  in  a  graph  for¬ 
mat.  This  is  especially  use¬ 
ful  for  business  presenta¬ 
tions,  when  you  must 
demonstrate  how  money  is 
spent  or  how  discount  tick¬ 
et  sales  are  increasing. 
Whether  you  need  to  keep 
track  of  accounting  infor¬ 
mation,  team  scores  or 
inventory  quantities,  a 
spreadsheet  saves  time  and 
eliminates  human  error. 

Databases 

A  database  enables  you 
to  electronically  track  lists 
of  items  including  supplier 
or  volunteer  information, 
charts  of  accounts,  staff 
profiles,  inventory  records, 
etc.  Rather  than  retaining 
this  information  in  written 
form,  the  database  allows 
you  to  organize,  sort  and 
search  by  specific  criteria, 
and  make  quick  changes 


research  information  about 
suppliers,  read  the  latest 
news,  book  your  own  trav¬ 
el,  obtain  driving  direc¬ 
tions,  consult  an  expert, 
and  conduct  electronic 
banking.  But  be  careful — 
it's  easy  to  lose  track  of 
time  online  or,  even 
worse,  become  addicted 
to  the  Internet.  If  you  use 
the  Internet  responsibly, 
you  can  make  new 
contacts,  build  your  busi¬ 
ness  and  increase  your 
overall  productivity. 

Conclusion 

The  list  of  computer  func¬ 
tions  beyond  word  pro¬ 
cessing  is  limitless.  The 
above  ideas  and  sug¬ 
gestions  will  help  you 
use  your  computer  effec¬ 
tively.  Once  you  learn 
additional  computer  cap¬ 
abilities  and  implement 
them  into  your  daily  rou¬ 
tine,  you  will  become  a 
more  productive  employ- 


whenever  necessary.  When  hard 
copies  are  needed,  a  database 
allows  you  to  filter  the  information 
and  print  specific  records.  Data¬ 
base  information  can  also  be  im¬ 
ported  into  other  applications, 
such  as  word  processing  software, 
to  create  form  letters  and  labels. 

Desktop  publishing 

Have  you  ever  spent  a  large 
amount  of  money  outsourcing  the 
design  and  printing  of  a  brochure 
in  bulk  quantity,  only  to  want  to 
alter  it  a  few  weeks  later?  Desktop 
publishing  software  allows  you  to 
create  everything  from  brochures, 
booklets  and  event  flyers  to  letter¬ 
head,  mailing  labels  and  business 
cards.  When  you  invest  in  a  quali¬ 
ty  color  printer,  you  can  print  out 
the  exact  quantity  you  need  when 
you  need  it,  thus  eliminating 
waste.  Desktop  publishing  soft¬ 


ware  programs  are  often  the  topic 
of  computer  training  seminars, 
and  they  are  simple  to  learn.  De¬ 
pending  on  the  quantity  of  printed 
materials  needed,  you  may  still 
wish  to  employ  the  services  of  a 
professional  printer.  If  so,  try  de¬ 
signing  the  items  yourself  and  then 
supplying  the  printer  with  an  elec¬ 
tronic  document  of  your  work  on 
disk  or  via  e-mail.  This  one  step 
could  save  you  thousands  of  dol¬ 
lars  in  design  fees,  while  allowing 
you  complete  control  of  your 
printed  message. 

Internet 

Connect  your  computer  to  the 
Internet  and  you  open  yourself  up 
to  a  whole  new  world  of  informa¬ 
tion  and  services.  Take  advantage 
of  Internet  services  that  allow  you 
to  retrieve  faxes  and  voicemail 
while  away  from  the  office, 


ee  services  provider.  The  result  is 
increased  job  satisfaction.  esm 

Mike  Foster  is  the  founder  and  presi¬ 
dent  of  Foster  Success  Strategies, 
Dallas,  TX,  a  company  dedicated  to 
empowering  business  leaders  to  use 
technology  to  increase  profit  and  pro¬ 
ductivity.  He  is  a  frequent  presenter  of 
keynote  speeches,  seminars  and  work¬ 
shops.  Foster  may  be  reached  at  (800) 
657-71 07,  mike@fostersuccess.com 
or  www.fostersuccess.com. 
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Retaining  your  employee  services  during  a  merger 

By  Charles  W.  Coker,  Ph.D.,  and  Renee  M.  Mula,  editor 


ergers  and  acquisitions  can  try  the  best  employee  services  providers 
because  there  is  limited  opportunity  for  either  of  the  companies'  cul¬ 
tures  to  adjust  to  the  news  of  a  merger  before  being  thrust  into  a  situ¬ 
ation  that  requires  results — often  with  less  staffing  and  unfamiliar  support  sys¬ 
tems.  The  two  companies  must  find  something  in  common  or  they  will  end  up 
divisive  in  their  efforts,  inconsistent  in  their  behavior  and  generally  unpro¬ 
ductive.  If  this  is  the  case,  the  company  and  the  employees  will  never 
grow  organically. 

Understanding  corporate  culture  employees  arrive  at  the  company  with  expertise  in  spe- 
Before  you  attempt  to  biend  corporate  cultures  to  cialized  areas  crucial  for  growth  and  expansion  of  the 

shape  a  new  employee  services  program,  it  is  impor-  original  business.  New  markets  open  and  sales 

tant  to  understand  corporate  culture.  Think  about  the  increase.  Additional  employees,  with  expertise  and 

normal  startup  process  of  a  new  business.  An  entrepre-  diverse  behaviors,  must  be  added,  causing  new  sub- 

neur  brings  his  or  her  product  or  service  to  market.  This  cultures  to  be  formed  within  the  organization.  Even- 

person  initially  struggles  to  singlehandedly  juggle  all  tually,  smaller,  and  oftentimes  more  progressive,  orga- 

aspects  of  the  business.  Eventually,  the  entrepreneur  nizations  are  acquired  or  merged  to  build  momentum 

increases  the  business  enough  to  hire  help.  New  and  revenues. 
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Soon,  the  company  develops  a  fragmented  personal¬ 
ity  different  from  the  entrepreneur's  initial  vision.  If  the 
altered  departments  consisting  of  employees  of  merged 
or  acquired  companies  don't  create  conflict,  the  new 
departments  with  their  differing  behaviors,  attitudes 
and  motivations  will.  Most  departments  splinter,  while 
only  a  few  unite. 

Traditionally,  the  CEO  wants  his  or  her  employees  to 
share  the  company  vision  and  dream.  In  many  cases, 
however,  this  dream  has  become  a  money-making 
machine  that  is  difficult  to  maintain  while  trying  to 
hold  on  to  the  original  family  atmosphere.  Enter  the 
employee  services  provider,  who  accepts  the  responsi¬ 
bility  of  codifying  the  entrepreneur's  vision  and  devel¬ 
oping  programs  that  foster  unity.  The  provider's  main 
function  may  include  finding  ways  to  unite  the  diver¬ 
sity,  stabilize  employee  focus  and  harmony,  provide 
intended  direction  from  a  human  perspective,  and 
assist  in  developing  a  congruent  and  positive  work¬ 
ing  relationship  between  all  departments.  The  em¬ 
ployee  services  provider  is  also  tasked  with  making 
employees'  time  at  work  a  positive  experience. 

The  employee  services  provider,  or  people  expert, 
struggles  between  meeting  the  employees'  wants  and 
needs  and  ensuring  that  the  company's  employee  pro¬ 
grams  and  services  are  aligned  with  strategic  objec¬ 
tives.  As  often  happens,  the  employee  services  provider 
successfully  executes  the  daily  logistics  of  the  employ¬ 
ee  programs  and  services.  However,  he  or  she  may  get 
frustrated  with  the  big  picture  when  trying  to  com¬ 
bine  executive  direction  with  cultural  diversity  and  var¬ 
ious  perspectives.  Having  fun  or  a  positive  attitude  at 
work  becomes  difficult  at  best.  As  a  result,  manage¬ 
ment,  staff  and,  to  an  even  greater  degree,  employ¬ 
ees  may  not  feel  inspired  or  even  heard.  The  com¬ 
pany  looks  great  on  paper,  but  if  morale  is  low, 
performance  flounders. 

Unifying  cultures 

A  thriving  culture  can  only  occur  when  morale  is 
high.  A  company  will  never  realize  its  full  potential 
until  employees  feel  a  sense  of  belonging,  pride  in  their 
accomplishments  and  the  motivation  to  come  to 
work  each  day.  The  only  way  to  accomplish  this  is  to 
work  from  two  directions.  You  must  start  at  both  the  top 
and  the  bottom.  Management  must  commit  to  and 
support  efforts  for  a  unified  corporate  culture, 
and  employees  must  help  establish  and  develop 
that  culture. 

Creating  a  unified  corporate  culture  is  not  as  difficult 
as  it  may  seem,  even  though  there  are  many  individu¬ 
als  involved.  The  key  is  management  support  and 
employee  participation.  Consider  the  unique  chal¬ 
lenges  associated  with  a  corporate  merger. 


Surviving  a  merger 

Corporate  management,  through  the  direction  of  an 
employee  services  provider,  can  facilitate  and  achieve 
cultural  agreement.  Their  combined  efforts  can  help  in 
the  facilitation  of  any  cultural  merger.  Bob  Crunstedt, 
CESM,  executive  director,  Honeywell  Employee  Club 
of  Minneapolis,  Golden  Valley,  MN,  and  his  employee 
services  program  successfully  survived  a  corporate 
merger  when  Honeywell  joined  forces  with  Allied 
Signal  last  year.  He  offers  the  following  four  steps  to 
finding  common  ground: 

1. Do  your  homework.  During  Honeywell's  merger 
with  Allied  Signal,  management  examined  the  worth  of 
each  human  resource  function.  When  it  came  to 
employee  services,  they  asked  Crunstedt  to  analyze 
what  Allied  Signal  offered  its  employees. 

Familiarizing  yourself  with  the  culture  of  a  merging 
company  can  be  difficult.  Oftentimes,  there  is  an 
extended  quiet  period  when  the  two  companies  are  not 
allowed  to  communicate.  There  is  also  a  lot  of  pride 
and  emotions  involved  in  the  process.  For  Crunstedt, 
contacting  Allied  Signal's  employee  services  provider 
was  not  an  option.  He  turned  to  his  Employee  Services 
Management  (ESM)  Association  peers  to  network  indi¬ 
rectly.  He  talked  with  Allied  Signal's  employee  services 
suppliers  and  those  ESM  Association  Members  who 
worked  for  Allied  Signal  in  other  geographic  locations. 
Soon,  he  acquired  a  charter  document  from  the  com¬ 
pany's  employee  association.  This  information  was 
enough  to  prove  to  management  that  the  former  com¬ 
pany  believed  in  the  value  of  employee  services. 

2.  Sell  yourself.  The  goal  is  to  communicate  the  value 
of  your  services.  Crunstedt  acted  with  the  mindset  of  a 
supplier  and  worked  to  package  and  present  his 
employee  club  to  the  company's  top  decision  makers 
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as  though  he  was  presenting  a  new  concept. 
He  created  a  two-page  executive  summary 
explaining  the  principles  and  philosophies  of 
the  employee  club,  tying  this  information  to  the 
mission  and  objectives  of  the  company.  His 
goal  was  to  prove  that  the  value  of  the  employ¬ 
ee  club  exceeded  the  financial  support  he 
was  requesting. 

3.  Look  to  your  champions.  Over  time, 
Crunstedt  built  quality  relationships  with 
Honeywell's  CEO  and  human  resources  direc¬ 
tors,  and  they  became  familiar  with  Crunstedt's 
work.  They  understood  the  purpose  of  the 
employee  club  and  supported  it.  These 
alliances  helped  him  and  his  employee  club 
earn  high  recommendations  when  new  man¬ 
agement  was  hired. 

4.  Extend  your  services.  With  the  creation  of 
an  executive  summary,  the  value  of  the  pro¬ 
gram  was  an  easy  sell.  After  the  merger,  the 
scope  of  the  services  had  increased  to  several 
corporate  locations.  To  gain  the  support  of  the 
new  locations,  Crunstedt  started  small — he 
offered  the  services  to  them  at  no  cost.  After 
four  months,  one-third  of  the  workforce  had 
enrolled,  and  the  demand  for  employee  ser¬ 
vices  was  actualized.  Because  of  his  approach, 
Crunstedt  later  had  little  difficulty  request¬ 
ing  that  the  employees  help  support  the 
programs  financially. 

Conclusion 

Employee  services  providers  can  either  be  the 
victims  of  a  corporate  merger  or  the  leaders  in 
shaping  a  new  culture.  If  the  employee  services 
program  has  existed  at  the  company  for  quite 
some  time,  the  employee  services  provider  is 
likely  to  have  access  to  facts  and  figures  that 
prove  the  value  of  the  program.  Once  decision 
makers  understand  its  worth,  the  employee 
services  provider  must  use  these  ser¬ 
vices  to  help  boost  morale  and  unify  the 
new  workforce.  esm 

This  article  was  provided  by  the  Incredible 
Speakers  Bureau,  Orlando,  FL.  Charles  W.  Coker, 
Ph.D.,  is  a  consultant,  trainer  and  speaker  for 
LifeThrive  Performance  Systems,  Inc.,  Jacksonville, 
FL.  He  may  be  reached  at  (904)  220-81 13  or  cwcok- 
er@cybermax.  net 

Renee  M.  Mula  is  editor  of  Employee  Services 
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Ideas  for  recognizing  volunteers 


By  Renee  M.  Mula 


ESM  Association  Members  rely  on  volunteers  to  help  them  carry  out  the 
details  of  employee  services  programs  and  events.  Since  volunteering 
requires  a  commitment  of  time  outside  of  work,  it  is  important  to  be  cre¬ 
ative  in  recognizing  their  efforts.  To  find  out  how  ESM  Association  Members 
thank  their  volunteers,  an  ESM  Association  E-Mail  Service*  question  asked 


members  to  share  their  volunteer  recognition  programs.  Here  is  a  sample  of 


what  our  members  had  to  say: 

Debbie  Stecher 

Eldec  Corp.,  Lynnwood,  WA: 

“Our  volunteers  are  presented  with  All-Star 
Awards,  which  include  a  Granite  Star  Award  with 
their  name  on  it,  a  $50  gift  certificate  and  an  All- 
Star  polar-fleece  shirt  emblazoned  with  the  com¬ 
pany  logo.  The  president  of  the  company  person¬ 
ally  congratulates  them  and  we  publish  an  article, 
with  photos,  in  our  monthly  newspaper.” 


Jan  Frazier-Scott 

Federal  Express,  Memphis,  TN: 

“My  department  has  a  volunteer  team.  After  each 
event,  the  volunteer  project  coordinators  receive 
plagues  and  the  volunteer  participants  receive  a 
thank-you  letter  from  the  vice  president  of  our 
department.  At  the  end  of  the  year,  a  drawing  is 
held  for  tickets  to  the  American  Cancer  Society’s 
gala  event,  worth  about  $200  each.” 
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Karen  Etscheid 
TTX  Co.,  Chicago,  IL: 

“T7X  Company  rewards  volunteers  by  treating 
them  to  a  Chicago  boat  cruise  with  lunch  and  spe¬ 
cial  giveaways.  We  recognize  them  in  our  monthly 
employee  newsletter  after  each  event  and  annually 
to  identify  all  volunteers  at  once.” 

Carol  Winch 

3M  Club,  Lake  Elmo,  MN: 

“Our  volunteers  are  recognized  at  the  end  of  the 
year  with  gift  certificates  that  can  be  used 
towards  the  purchase  of  any  products  or  events 
sponsored  by  our  employee  recreation  program. 
They  are  also  recognized,  by  name,  at  our  quarter¬ 
ly  meetings  and  in  the  weekly  employee  newsletter. 
At  some  of  the  larger  events  that  require  addi¬ 
tional  time,  volunteers  are  recognized  with  a  lun¬ 
cheon  and/or  a  T-shirt  or  sweatshirt.” 


Miriam  Hewitt 

Cell  Therapeutics,  Inc.,  Seattle,  WA: 

“Our  employee  activities  committee  is  recog¬ 
nized  at  year-end  company  meetings  and  they  are 
presented  with  awards.  Over  the  past  few  years, 
the  committee  has  been  awarded  with  shares  of 
company  stock  and  $250-$500  bonuses.  One 
year,  the  committee  won  the  annual  Team  Award 
which  includes  a  monetary  gift  of  $ 1,000  for  each 
committee  member.” 


Susan  Ridolfo 

Grange  Insurance  Co.,  Columbus,  OH: 

“We  have  a  volunteer  recognition  program,  and  we 
call  our  volunteers  Grange  Ambassadors.  They  can 
earn  incentive  prizes  for  the  time  they  spend  vol¬ 
unteering  in  the  community  as  representatives  of 
Grange.  We  just  revised  our  guidelines  to  in¬ 
clude  the  incentive  of  a  cash  donation  to 
the  charity  of  their  choice  once  they  reach  a 
certain  level.” 


Shalissa  Colwell 

Dallas  Texins  Activity  Center  (Texas 
Instruments),  Dallas,  TX: 

“We  have  found  that  food  is  the  best  way  to  rec¬ 
ognize  volunteers.  Whenever  we  host  a  special 
event,  we  order  pizza  afterwards,  when  everyone  is 
present.  In  the  past,  we  have  planned  a  luncheon, 
but  it  was  difficult  for  everyone  to  adjust  their 
work  schedules.  I  also  recognize  volunteers  with  a 
thank-you  note  and  two  movie  tickets.  This  type  of 
recognition  is  better  when  there  are  fewer  volun¬ 
teers,  because  it  is  a  little  more  expensive.  I’m 
always  sure  to  send  a  thank-you  e-mail  to  the 
entire  staff,  listing  the  names  of  those  who  went 
above  and  beyond  the  call  of  duty.” 

Vivian  Geary 

Universal  Studios  Escape,  Orlando,  FL: 

“Because  we  are  a  theme  park,  we  give  away 
complimentary  park  tickets  to  employees  who  help 
out  in  the  park  during  peak  periods  and  to  mem¬ 
bers  of  management  who  volunteer  at  employee 
events. 

“For  smaller  employee  events,  we  present  the 
event  organizers  with  $50  gift  certificates  to  a 
local  restaurant.  If  a  team  or  department  supplies 
the  volunteers,  we  either  plan  a  pizza  party  or 
allow  the  volunteers  to  play  free  games  at  our 
onsite  arcade.” 
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The  Live  Music  Capital  of  the  World, 
Branson,  Missouri,  has 
something  for  every 
ESM  Association  Member  including 

10%  Off 

all  vacation  packages. 


Golfing,  Hiking,  Fishing,  Boating,  Shopping, 
Theme  Parks,  Music  Theaters, 
Special  Events. 


Whether  you  are  vacationing  as  a  group 
or  individual,  our  services  include  quality 
lodging  and  show  ticket  reservations 
(motel  delivery  is  available),  group 
packages,  shuttle  service,  meetings 
and  conventions. 


Come  to  Branson  and  experience  the 
beauly  of  the  Ozark  mountains  and 
hospitality  of  small  town  America. 


As  the  largest  independent  travel 
service  in  Branson,  Missouri,  Ozark 
Ticket  and  Travel  is  the  complete 
information  center  for  your  Branson 
Vacation.  Call  us  toll  free  at  1888.849.7459 
or  for  your  convenience  order  on  line  at 

BRANSON.COM 


110%  Off! 

I  Coupon  not  valid  for  groups  of  20  or  more  or  with  any  other  promotion.  I 

^  Expires  12/31/01  j, 
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Linda  Barli 

Oakwood  Healthcare, 

Dearborn,  Ml: 

“We  invite  volunteer  team  members 
and  their  guests  on  a  bus  trip  to  a 
nearby  casino,  which  includes  a  $ 15  din¬ 
ner  voucher.  It  only  costs  the  company 
$5  per  person.  Volunteers  are  also  rec¬ 
ognized  with  team  logoed  mouse  pads, 
shirts,  hats,  and  visors.  Some  volun¬ 
teers  are  nominated  to  receive  an 
award  through  our  company’s  rewards 
and  recognition  program.” 

Conclusion 

ESM  Association  Members  recognize 
their  volunteers  with  gift  certificates,  lun¬ 
cheons,  group  trips,  or  monetary  rewards. 
The  key  to  choosing  volunteer  rewards  is 
to  know  what  your  volunteers  will  find  of 
value,  and  to  check  with  your  payroll 
department  regarding  monetary  rewards. 
You  may  consider  surveying  your  volun¬ 
teer  group  to  learn  more  about  their  inter¬ 
ests  before  making  a  decision  on  how  to 
properly  recognize  them.  The  rewards  you 
provide  could  determine  how  many 
people  volunteer.  esm 


Renee  M.  Mula  is  editor  of  Employee 
Services  Management  (ESM)  Magazine.  She 
may  be  reached  at  (630)  368-1280  or  reneemu- 
la@esmassn.org. 

*The  information  provided  in  this  article  was 
compiled'  from  ESM  Association's  E-mail 
Service.  If  you  are  interested  in  asking  your 
peers  for  advice  about  employee  services  and 
receiving  feedback  via  e-mail,  see  the  ad  on 
page  3 1  to  sign  up  for  this  free  member  service. 


Association 


Western  Region  Conference  &  Exhibit 


Camelback  Inn  Resort 

Scottsdale  Arizona 
September  6  -9,  2001 


Plan  to  have  four  days  of  valuable  learning  experiences  as  well  as  tons 
of  fun.  Pre  and  post-conference  trips  will  be  offered  as  well  as  spousal 

activities. 


Registration  cost  will  be: 


Earlv  Registration 

Later  Registration 

Organizational  Member 

$270 

$290 

Non  ESMA  attendee 

,  $375 

$375 

Non  Exhibitor  Associate 

$375 

$375 

Daily 

$115 

$115 

Spouse/guest 

$220 

$230 

Retirees 

$185 

$205 

Students 

$165 

$165 

Exhibitor  Booths 

$850 

$875 

Hotel  rooms  at  the  Camelback  Inns  will  be  $1 19.  per  night. 

You  won’t  want  to  miss  a  chance  to  “Pick  Your  Goals  for  Success! 

Need  more  information? 

Contact 

Dee  Giuntoli  -  Delegate  registration 
623-979-3327  —  westemconf2001@yahoo.com 

Gini  Dewolf  -  Exhibitor  registration 
602-955-0812  -  giniad@aol.com 


By  Vicki  D.  Sebela 


Convenience  services  help 
employees  balance  work  and  life 


What  if  you  could  cross  off  items  on  your  to-do  list — grocery  shopping, 
stopping  at  the  dry  cleaners  and  having  film  developed — all  while  at  work? 
Employees  at  Anderson  Consulting,  Wellesley,  MA,  can  do  just  that  by  paying 
a  small  fee  to  use  the  office’s  subsidized  concierge  service.  Around  the  coun¬ 
try,  companies  are  using  nontraditional  perks  like  these  to  retain 
employees  by  helping  them  manage  life’s  responsibilities.  By  placing  products, 
services  and  savings  at  employees’  fingertips,  life  is  easier.  They  can  run 
errands  and  buy  gifts  during  lunch  and  still  return  to  work  on  time.  Smart  com¬ 
panies  are  wooing  employees  with  these  non-monetary  rewards.  Consider 
offering  some  of  the  following  convenience  services  to  your  employees. 
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Voluntary  benefits 

Many  companies  are  turning  to  voluntary  benefits, 
such  as  personal  or  group  insurance  options,  as  incen¬ 
tives  for  employees  to  stay  with  the  company.  Voluntary 
benefits,  like  all  convenience  services,  save  employees' 
time  and,  in  many  cases,  money.  By  offering  automo¬ 
bile  and  homeowner's  insurance,  employees  are  eligi¬ 
ble  for  group  discounted  rates  and  can  avoid  finance 
charges.  When  it  comes  to  time-saving  techniques, 
some  voluntary  benefits  providers  go  so  far  as  to  screen 
and  select  trustworthy  insurers  to  provide  personal, 
knowledgeable  counseling  on  insurance  issues.  The 
provider  may  even  visit  your  worksite  to  meet  with 
employees  and  answer  their  questions  one  on  one. 
With  all  the  groundwork  laid  by  the  company,  employ¬ 
ees  feel  more  empowered  to  make  a  decision.  They  can 
save  even  more  time  by  making  their  premium  pay¬ 
ments  through  payroll  deduction. 

Lessening  your  employees'  workload  to  this  extent 
does  not  have  to  mean  burdening  the  company.  The 
only  start-up  costs  employers  incur  in  implementing 
group  insurance  benefits  are  in  adjusting  the  compa¬ 
ny's  existing  account  management  or  salary  systems  to 
handle  payroll  deductions.  Compared  with  the  value  of 
voluntary  benefits,  the  degree  of  administration 
required  is  either  minor  or  a  wash. 

Discount  programs 

According  to  ESM  Association's  1999  Market  Survey, 
discount  programs  are  estimated  to  save  employees  an 
astounding  yearly  average  of  $20,520.  The  most  popu¬ 
lar  products  sold  at  discounted  prices  are  jewelry,  gift- 
ware,  sportswear,  and  computer  hardware  and  soft¬ 
ware.  Nearly  80  percent  of  ESM  Association  Member 
companies  offer  employee  discount  programs,  which 
include  ticket  sales,  floral  services,  automobile  mainte¬ 
nance,  film  processing,  and  more.  Employees  are  less 
likely  to  leave  work  early  when  they  can  purchase  dis¬ 
count  tickets  to  local  events  through  an  employee 
intranet  site  or  have  their  oil  changed  onsite. 

While  the  effort  on  the  part  of  the  employee  services 
provider  is  minimal,  there  are  several  components  to 
consider  when  negotiating  a  good  discount  program, 
not  the  least  of  which  is  adhering  to  current  company 
policy  regarding  suppliers  and  discounts.  Turn  to  the 
many  resources  available  to  you  through  your  ESM 
Association  membership  to  determine  the  range  of  dis¬ 
counts  available.  Employees  are  another  great  source 
of  possible  suppliers,  so  ask  around.  Once  you  have 
found  a  business  interested  in  providing  discounts,  use 
these  guidelines  when  calling  or  writing  them  to  prop¬ 
erly  communicate  your  employees'  needs. 

•  Include  your  name  and  title. 

•  State  the  company  name  and  type  of  business. 

•  Delineate  the  number  of  employees  and  the  num¬ 
ber  of  locations  that  will  be  offered  the  discount. 

•  Clearly  indicate  that  the  discount  is  to  be  exclusive 
to  employees  of  your  company. 


Some  companies  hire  a  concierge  to  help  employ¬ 
ees  run  errands  for  a  fee. 


•  Estimate  the  amount  of  business  you  anticipate  the 
provider  will  receive  as  a  result  of  this  program. 

•  State  when  you  would  like  the  program  to  begin 
and  end. 

•  Notify  the  business  owner  of  the  markup  you  intend 
to  make. 

•  Specify  how  the  supplier  will  be  paid. 

One  of  the  first  decisions  you  will  face  is  whether  to 
pre-purchase  tickets  or  obtain  them  on  consignment.  It 
is  generally  agreed  that  consignment  ticket  programs 
are  more  profitable  because  prepayment  is  not 
required.  You  only  pay  for  the  tickets  purchased  by  your 
employees.  This  method  will  not  tie  up  company 
money  or  leave  you  with  unused,  yet  fully  paid  for, 
tickets.  However,  if  you  must  pre-purchase  tickets, 
check  on  the  possibility  of  returning  unsold  tickets  for 
credit  toward  your  next  purchase,  or  allowing  for  expi¬ 
ration  date  extensions.  Also,  determine  how  many  tick¬ 
ets  to  order  and  how  they  will  be  obtained  from  the 
vendor,  sold  to  the  employees  and  accounted  for  with¬ 
in  your  company  (See  sidebar  on  page  24).  Finally,  put 
all  discount  regulations  and  offerings  in  writing,  and 
always  check  with  the  legal  department  regarding  con¬ 
tracts  to  be  signed. 

Employee  vendor  fairs 

Employee  vendor  fairs  are  another  means  for  selling 
discounted  products  and  services  to  employees. 
According  to  ESM  Association's  1999  Market  Survey, 
over  37  percent  of  ESM  Association  Members  invite 
suppliers  on  company  premises  to  present  their  prod- 
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Convenience  Services 
Program  Basics 


Before  offering  discount  tickets,  products 
and  services  to  your  employees,  there  are 
preparations  to  be  made.  When  getting 
started,  purchase  a  strong  box  or  locking 
desk.  There  will  be  discount  tickets,  checks 
and  cash  to  safeguard.  Create  an  effective 
sales  recording  sheet  that  monitors  what 
service  and  discount  tickets  were  sold. 
This  might  be  kept  in  handwritten  form,  a 
spreadsheet  program  or  a  point-of-sale 
system.  Maintain  a  separate  sheet  for  each 
event  and  service.  For  each  ticket  sale,  it  is 
helpful  to  record  the  following  informa¬ 
tion:  ticket  serial  number,  quantity  sold, 
the  employee's  name  or  number,  the  sales 
amount,  the  check  number  or  indicate 
cash,  and  the  date  of  sale.  These  should  be 
recorded  at  the  time  of  sale,  so  that  any 
discrepancies  can  be  immediately  resolved 
and  accounting  can  remain  efficient. 


ucts  or  services.  Vendor  fairs  may  pertain  to  lines  of 
work,  work/life  balance  or  a  special  time  of  year.  They 
offer  employees  the  opportunity  to  learn  about,  test 
and  buy  new  products  and  services,  often  at  a  dis¬ 
count.  They  may  be  held  as  often  as  every  day 
during  lunchtime,  or  as  rarely  as  once  a  year  for  a 
daylong  affair. 

Some  companies  charge  vendors  $20-$325  to  rent 
booth  space,  while  others  take  a  percentage  (typically 
10-20  percent)  of  gross  sales.  In  either  case,  the  profit 
is  often  used  to  enhance  employee  services  program¬ 
ming.  Some  managers  believe  the  fair  is  a  service  to 
employees  and,  with  this  mindset,  they  waive  vendor 
charges  and  urge  sellers  to  pass  along  the  savings  to 
employees.  As  an  additional  incentive  for  employee 
participation,  many  companies  request  a  door  prize 
from  each  supplier  to  be  given  away  at  the  end  of  the 
event  to  a  vendor  fair  attendee. 

Employee  stores 

The  employee  store  can  become  a  central  location 
for  vendor  fairs,  sales  and  discount  ticket  programs.  It 
can  even  be  the  supplier  of  job-related  items,  such  as 


safety  wear  or  office  supplies.  Employee  stores,  when 
run  in-house,  are  the  retail  and  service  operations  with¬ 
in  a  company.  Employees  can  purchase  snacks,  health 
foods,  beverages,  company  logo  clothing  items,  and 
greeting  cards;  rent  videos,  audio  books  and  carpet 
shampooers;  or  take  advantage  of  services  such  as  gift¬ 
wrapping,  floral  services  and  film  processing. 
Depending  on  how  the  store  is  run,  it  can  either  gen¬ 
erate  a  significant  and  consistent  revenue  stream  or 
break  even.  If  the  employee  store  is  run  well  and  sells 
the  right  products  at  competitive  prices,  it  will  turn  a 
handsome  profit  while  saving  employees  money, 
reducing  stress  and  promoting  positive  emotions  about 
the  workplace. 

When  staffing  options  are  at  a  minimum,  outsourcing 
your  employee  store  is  an  alternative  to  in-house  pro¬ 
duction.  In  addition  to  relieving  staff  from  most  store 
responsibilities,  outsourcing  can  reduce  the  overhead 
incurred  by  employee  services.  You  will  also  receive  a 
pre-arranged  commission,  from  8-12  percent,  from 
your  outsourcing  company.  However,  most  agree  that 
outsourcing  is  not  the  best  option.  There  is  a  danger 
that  an  outsourced  store  can  be  so  far  removed  from 
the  needs  of  the  employees  that  customers  are  dissatis¬ 
fied.  If  you  must  outsource,  work  with  the  outsourcing 
company  to  develop  a  sound  contractual  agreement 
that  provides  your  company  with  the  right  of  first 
refusal  in  all  areas,  from  purchasing  merchandise  to 
hiring  staff. 

Another  option  is  taking  your  employee  store  online, 
thereby  affording  easy  access  to  employees  in  all  com¬ 
pany  locations.  In  light  of  the  increasing  rate  at  which 
U.S.  retailers  are  generating  more  business  by  selling 
their  products  and  services  online,  you  too  should  con¬ 
sider  utilizing  e-commerce.  Ask  yourself  the  following 
questions  when  making  the  decision  to  sell  online. 
Then,  chart  the  vision  and  goals  of  your  online  store. 

•  Are  all  of  your  employees  computer  literate? 

•  Will  the  site  be  accessible  to  all? 

•  Can  secure  ordering  be  provided,  and  will  support 
be  available? 

Keys  to  success 

Both  the  location  and  hours  of  operation  of  your 
physical  distribution  center  are  extremely  important 
elements  that  can  impact  the  overall  success  of  your 
program.  Design  your  center  with  the  most  employees 
in  mind.  Where  can  you  set  up  shop  that  is  easily 
accessible  and  highly  recognizable?  If  employees  have 
to  trek  out  of  their  way  to  use  the  services,  they  are  less 
likely  to  do  so.  Employees  will  also  weigh  time  spent 
versus  money  saved.  The  same  is  true  when  creating 
hours  of  operation.  If  shift  workers  must  come  in  early 
or  on  a  day  off  to  obtain  the  benefits  of  your  conve¬ 
nience  services  program,  in  all  likelihood  they  will  not 
use  them.  Understanding  that  the  program  cannot  be 
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all  things  to  all  people,  consider  hours  that  span  the 
end  of  one  shift  and  the  beginning  of  the  next,  or  add 
hours  one  night  and/or  weekend  a  month. 

A  penny  saved... 

Achieving  success  in  offering  convenience  services 
requires  proper  promotional  efforts.  Practical  examples 
of  money  saved  through  program  participation  can  turn 
heads  within  your  company.  Provide  employees  with 
an  example  of  a  fictitious  family  that,  over  the  course 
of  a  year,  took  advantage  of  your  services  and  saved  a 
specific  amount  of  money.  Even  if  you  are  currently 
providing  only  one  service,  it  behooves  you  to  consid¬ 
er  the  actual  dollar  amounts  saved  by  the  employees 
who  participate.  Then,  get  out  there  and  tell  them 
about  it.  Utilize  the  Internet,  intranet,  employee 
newsletters,  paycheck  stuffers,  and  more  to  spread  the 
good  news. 

Conclusion 

Convenience  services  assist  employees  in  completing 
everyday  tasks.  Providing  those  services  at  work 
reduces  stress  and  increases  employees'  free  time. 


Companies  who  want  to  recruit  and  retain  quality 
workers  will  work  hard  to  provide  employees  with  as 
many  convenience  services  as  possible.  Use  conve¬ 
nience  services  to  demonstrate  that  your  company  val¬ 
ues  the  time  and  hard  work  of  its  employees,  and 
appreciates  how  quickly  a  dollar  can  disappear,  esm 


Excerpted  by  Vicki  D.  Sebela  from  the  textbook  Employee 
Services  Management:  A  Key  Component  of  Human 
Resource  Management  by  Thomas  H.  Sawyer,  Ed.D.,  profes¬ 
sor  in  the  Department  of  Recreation  and  Sport  Management 
of  Indiana  State  University,  Terre  Haute,  IN.  To  purchase 
copies  of  this  book,  contact  ESM  Association  at  (630)  368- 
1280  or  esmahq@esmassn.org.  Sebela  is  president  of  Sebco 
Enterprises,  an  award-winning  freelance  writer  and  proof¬ 
reader  for  ESM  Magazine.  She  can  be  reached  at  (630)  690- 
311 7  or  sebco@xnet.com. 


ftjTi  e  fTi*  f  0  i  M 

iiSiMfi 


Great  vacations  to  Utah,  Idaho, 


Mexico.  Our  vacation  packages  are 
uniquely  designed  to  enhance  your 
individual  work /lifestyle.  We  are 


Wyoming,  Arizona,  and  Mexico. 


their  excellence  in  service,  enchantii 
atmosphere  and  exotic  locations. 

To  provide  our  vacation 
destinations  to  your  employe 


April  2001  esm  magazine 


fBfg— 

I 

■liSSSiSifg! 


W£Mr:. 


§§11^^ 

Bwasa* 


ESM  Association’s  Research  Assistance 

A/hether  you  desire  information  to  justify  your  eldercare  program,  the  most  recent 
statistics  on  recruiting  and  retaining  employees  or  sample  newsletters  and 
jrochures,  ESM  Association  has  the  facts,  figures  and  samples  necessary  for  your 
next  business  meeting,  presentation  or  year-end  report. 


ESM  Association’s  Advice  Service 

ESM  Association’s  staff  is  available  to  assist  members  with  special  requests.  Just 
call,  e-mail  or  fax  your  topics  of  interest  and  you  will  be  paired  with  one  of  our 
knowledgeable  Member  Services  representatives.  Our  staff  will  save  you  time  by 
immediately  connecting  you  with  the  resources  you  need. 


the  benefits  of  joining  ESM  Association  by  becoming  an  active  member, 
intact  One  of  the  following  Member  Services  representatives  and 
take  advantage  of  our  invaluable  resources  today! 

quarters:  Jean  Wilson,  director  of  member  services,  (630)  368-1 28( 
@esrn£ssn,Org  •  Jamie  Kelly,  manager  of  member  services,  (63C 
mi  ekell  y  @es  m  assn .  org . 

>rn  Field  Office:  ■  Phyllis  Smith,  CESM,  Western  Field:  Office  manage 
:AX,  esma.fo@gateway.net. 
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Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  □  Discover 

Card  Number/Expiration  Date _ 

Signature _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 

ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371,  Phone:  630-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 


Something  to  talk  about 

Creative  perks  that  keep  employees  balanced  and  content 

By  Michael  P.  Scott 


While  working  as  director  of  human  resources  for  a  hospital  in  central 
Indiana,  I  inadvertently  stumbled  across  the  concept  of  employee 
perks.  At  the  time,  our  hospital  was  searching  for  a  four-star  chef  to  signifi¬ 
cantly  upgrade  the  quality  of  our  food  services.  We  quickly  identified  a 
“creme  de  la  creme”  candidate  who  specialized  in  culinary  delicacies  as  well 
as  mouth-watering  desserts.  Once  he  accepted  our  job  offer,  his  talent  had 
an  immediate  impact  on  the  quality  of  our  patients’  food.  As  our  employees 
began  eating  in  the  cafeteria,  we  were  surprised  to  hear  positive  accolades 
from  them  as  well.  Once  the  word  got  out,  not  only  did  this  new  perk  serve 
as  an  effective  component  of  our  recruitment  efforts,  but  it  also  played  an 
important  role  in  helping  retain  staff. 


If  you  want  to  have  an  immediate 
impact  on  the  quality  of  life,  pro¬ 
ductivity  and  work/life  balance  of 
your  employees,  you  must  offer 
creative  perks  as  part  of  your  over¬ 
all  employee  services  program. 
Promotion  Networks,  Inc.,  a 
Dallas,  TX-based  marketing  firm,  is 
known  for  its  unusual  employee 
perks.  This  privately-owned  firm, 
which  has  annual  sales  in  excess 
of  $13  million,  102  employees  in 
three  locations  and  low  employee 
and  client  turnover  rates,  attributes 
much  of  its  success  to  the  extras 
that  they  offer,  which  include 
kitchens  fully-stocked  with  food 
and  free  health  club  memberships. 
Perhaps  their  most  unusual  perk  is 
located  at  their  New  York  office, 
where  employees  take  advantage 
of  a  free  onsite  washer  and  dryer. 


Recreation  facilities  make  work 
more  enjoyable. 


The  need  for  balance 

It  makes  sense  to  offer  services 
that  distinguish  your  company  as  a 
desired  employer.  The  need  for 
these  perks  is  also  evident  when 
we  consider  a  number  of  issues 
impacting  today's  workforce.  Ac¬ 
cording  to  the  American  Institute 
of  Stress,  Yonkers,  NY,  job  stress 
costs  the  U.S.  business  industry 
nearly  $300  billion  annually,  as 
assessed  by  absenteeism,  dimin¬ 
ished  productivity,  employee  turn¬ 
over,  direct  medical,  legal  and 
insurance  fees,  and  other  related 
factors.  Thirty-four  percent  of  em¬ 
ployees  surveyed  by  Central  Mar¬ 
keting  Inc.,  New  York,  NY,  say  their 
jobs  are  so  pressing  that  they  have 
no  downtime  at  work.  Thirty-two 
percent  of  employees  say  they  eat 
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Detroit  Edison  Co.'s  Employee  Boat  Club  allows  workers  to  meet  one  another  through  a  shared  hobby. 


lunch  at  their  desks  while  continu¬ 
ing  to  work.  Emerging  out  of  these 
issues  are  companies  willing  to 
explore  new  avenues  for  helping 
employees  live  well-rounded  lives. 

Fun  ideas 

Look  at  your  own  employee  ser¬ 
vices  program  to  determine  if  you 
already  have  some  custom  pro¬ 
grams  in  place  that  will  attract  top 
talent  to  your  organization.  Will 
your  employees  think  twice  about 
heading  to  another  employer 
because  of  the  extras  you  provide? 
Your  objective  should  be  to  create 
perks  that  meet  your  employees' 
needs,  and  then  use  these  perks  to 
promote  your  company  as  the 
best  employer  within  your  com¬ 
munity.  Discuss  these  issues  with 
your  employee  relations  commit¬ 
tee  and  benchmark  with  other 
companies  to  develop  ideas  that 
are  beyond  the  status  quo.  Look 
at  the  employee  perks  ESM 
Association  Members  are  offering 
their  employees: 

•  At  Pfizer,  Inc.,  Groton,  CT, 
Paula  Picken,  vendor  services 
coordinator,  says  her  company 
loans  out  laptops  to  employees 
who  travel.  They  also  hold  engag¬ 
ing  special  events,  such  as  a  cele¬ 
bration  featuring  NASCAR  Show- 
cars,  sponsored  by  Viagra  and 


Visine — two  of  Pfizer's  product 
lines.  "Employees  really  appreciate 
the  little  extras  because  they 
relieve  some  of  the  stress  associat¬ 
ed  with  work,"  Picken  says. 

•  Gary  McKamey,  manager  of 
employee  services,  Coors  Brewing 
Co.,  Golden,  CO,  says  his  compa¬ 
ny  invested  in  lactation  rooms  for 
nursing  mothers.  "These  rooms 
have  been  a  huge  success.  The 
rooms  are  private  and  equipped 
with  breast  pumps,"  McKamey 
says.  "They  allow  new  mothers  to 
return  to  work  sooner,;  if  they 
choose  to  do  so." 

•  Stephanie  Valesky,  assistant 
and  member  of  the  Employ¬ 
ee  Services  Committee,  Cigna 
Healthcare  of  Florida,  Tampa,  FL, 
says  her  company  plans  an 
employee  recognition  event  at 
Universal  Studios.  They  also  have  a 
formal  walking  program  where 
employees  can  partner  with 
coworkers  and  challenge  each 
other  to  become  fit. 

•  Mary  Lou  Deneau,  Edison 
Athletic  Association  advisor,  De¬ 
troit  Edison  Co.,  Detroit,  Ml,  con¬ 
siders  the  Edison  Athletic  Assoc¬ 
iation  her  company's  most  creative 
perk,  which  boasts  state-of-the-art 
facilities  for  a  wide  variety  of 
employee  activities  including  bas¬ 
ketball,  yoga  and  volleyball.  The 


company  also  has  several  employ¬ 
ee  clubs,  including  the  Employee 
Boat  Club  where  members  im¬ 
prove  their  knowledge  and  skills  in 
sailing,  power  boating  and  yacht¬ 
ing.  Around  the  holidays,  they 
hold  a  vendor  fair  where  re¬ 
tailers  are  invited  onsite  to  offer 
employees  discounted  products. 
"We  only  invite  ESM  Association 
suppliers  because  they  offer  the 
most  creative  employee  perks," 
Deneau  says. 

Conclusion 

The  competition  is  fierce  when 
companies  are  vying  for  top  talent. 
Explore  ideas  for  distinguishing 
yourself  from  competing  companies 
by  offering  programs  and  services 
that  generate  excitement,  spark  con¬ 
versation  and,  most  of  all,  make 
employees  proud  to  work  for  your 
company.  Remember,  successful 
employee  programs  are  manifested 
when  you  dare  to  be  different,  esm 

Michael  P.  Scott  is  the  president  of 
Nevada  Star  Frontier  Exchange,  a 
Carson  City,  NV-based  strategic  com¬ 
munications  firm  that  assists  individu¬ 
als  and  organizations  in  reaching  new 
frontiers  of  success.  He  can  be  reached 
at  power2u@ix.netcom.com. 
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Ask  questions 

Get  answers 


ESM  Association's  E-mail  Service 


Ask  your  ESM  Association  peers 
for  professional  advice  via  e-mail. 
Let  ESM  Association  present  your 
questions  to  our  members  and  send 
you  their  responses  via  e-mail. 

Plus,  receive  announcements  of 
special  promotions  from  ESM 
Association's  website  sponsors. 
Please  complete  the  attached  form 
to  participate. 


:AT 

I 

l 

I 

I 


i?i§ 


Sign  me  up! 

Yes,  I  want  to  join  ESM  Association's  E-mail  Service. 

I  want  to  ask  my  peers  questions  and  keep  abreast  of 
ESM  Association  offerings  through  this  member  service. 

Name  _ 


Company 

Address 


Advertising  Index 
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Disneyland"  Resort  has  more 
to  see.  Get  Away  Today  has 
Kids  Stay  Free! 


#tM*  V> 


This  is  the  year  to  join  the  wildly  popular  Get  Away 
Today  Vacations  incentive  program.  For  the  first 
time  ever  we’re  putting  two  3-Day  Disneyland® 
Resort  Flex  Passports  in  every  Disneyland®  Resort  package — 
an  amazing  $222  value — so  your  employees  can  experience 
both  Disneyland®  Park  and  the  spectacular  new  Disney’s 
California  Adventure  Park"  What’s  more,  kids  stay  free 
because  our  hotel  prices  are  per  room,  not  per  person.  We 
also  offer  exclusive  Kids  Free  tickets  at  Universal  Studios 
Hollywoodf  Sea  World®  San  Diego  and 
Knott’s  Berry  Farm®  (one  child’s  admis¬ 
sion,  ages  3-11,  per  paying  adult). 

Which  means  your  employees  will  save 
up  to  50%  on  every  family  vacation. 

All  you  do  is  distribute  our  free  vaca¬ 
tion  planners  throughout  your  organ¬ 
ization.  Order  enough  for  every 
employee  today. 

See  you  at  booth  603  in  New  Orleans. 
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Vacation  Planner  Order  Form 


I  1  YES,  please  send  me  one  2001  Vacation  Planner  for  each 
employee.  I  will  insert  these  into  a  payroll  envelope  or  company 
newsletter. 

Disneyland®  Resort/Southern  California  Planners  Needed - 

Walt  Disney  World*/Orlando  Planners  Needed - 

Send  the  FREE  brochures  to: 

Organization - 

Contact _ 

Address _ City _ 

State _ Zip _ Phone _  Ext. _ 

Your  E-mail  Address _ 


Mailing  Address: 

Get  Away  Today  Vacations 
1650  East  5700  South 
South  Ogden,  UT  84403 

Or  fax  to:  (801)  479-4693 
Phone:  800-523-6116 

www.getawaytoday.org 
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We're  #1  in  low-price  fun!’" 
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SAVE  15%  1 


I n  Florida,  there  are  12  7  wonderful  choices  1 
df  winch  members  of  the  Employee  Services  1 
Management  Association  can  SAVE  15%/  i 
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Becoming  “The  Best” 

Award  winners  understand  the 
bottom  line 


Each  year,  Employee  Services  Management  (ESM)  Association  recog¬ 
nizes  top  employee  services  programs  with  its  Awards  of  Excellence. 
ESM  Association  members  submit  entries  for  a  particular  awards  cate¬ 
gory,  attempting  to  be  recognized  for  their  hard  work  by  winning  an 
award  at  ESM  Association's  Annual  Conference  &  Exhibit.  While  the  criteria  for 
each  award  is  different,  this  year's  award  winners  share  one  aspect  that  makes 
them  the  best — they  tie  employee  services  to  the  bottom  line. 

A  successful  program  proves  to  management  that  employee  services  are  neces¬ 
sary  to  a  company's  financial  prosperity.  Without  this  element,  employee  services 
may  be  seen  as  expendable,  becoming  a  victim  of  budget  cuts.  Most  likely  your 
programs  are  impacting  the  bottom  line — whether  you  have  found  a  method  for 
proving  it  or  not.  For  example,  you  know  that  there  would  be  anarchy  at  your  orga¬ 
nization  if  the  employee  association  was  suddenly  eliminated  because,  each  day, 
you  interact  with  hundreds  of  employees  who  enjoy  its  services.  However,  man¬ 
agement  may  not  see  the  effect  your  programs  have  on  employees.  They  may  not 
understand  that  your  programs  are  giving  employees  reasons  to  feel  good  about 
their  employer. 

When  Eastwood  Award  Winner  University  of  Utah  Hospitals  and  Clinics,  Salt 
Lake  City,  UT,  decided  to  administer  its  first  Employee  Opinion  Survey,  the  depart¬ 
ments  responsible  for  employee  services  made  sure  questions  about  their  work/life 
benefits  were  included.  The  survey  results  showed  that  65  percent  of  the  hospital 
staff  agreed  that  their  jobs  allow  them  to  find  a  reasonable  balance  between 
work  and  personal  life.  Consequently,  the  hospital  allowed  the  employee  services 
departments  to  make  improvements  to  their  work/life  benefits,  likely  making  the 
results  of  the  next  Employee  Opinion  Survey  even  more  favorable. 

The  Employee  Services  and  Human  Resource  staff  of  innovative  Program  Award 
Winner  Hughes  Network  Systems  (HNS),  Germantown,  MD,  gets  its  employee  ser¬ 
vices  program  noticed  by  working  hand-in-hand  with  Pradman  Kaul,  HNS's  CEO. 
During  an  employee  event  coordinated  by  the  staff,  Kaul  openly  discusses  the 
company's  financial  position  and  fields  employees'  questions  about  the  company. 
The  event  inspires  loyalty  to  the  organization  by  encouraging  openness  between 
management  and  employees.  It  also  solidifies  the  Employee  Services  Department 
as  a  retention  tool. 

If  you  already  have  instruments  in  place  to  obtain  feedback  from  employees 
that  proves  to  management  the  impact  of  your  programs,  then  you  are  ahead  of  the 
game.  If  not,  it's  not  too  late.  These  are  two  examples  of  the  techniques  ESM 
Association's  award  winners  used  to  justify  their  programs  to  management.  Read 
about  their  strategies  and  use  their  ideas  to  develop  programs  that  impact  your 
company's  bottom  line.  Turn  to  page  7  to  find  out  more. 

Renee  M.  Mula 
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Dear  ESM  Member: 

On  behalf  of  ESM  Association's  National  Board  of  Directors,  it  is  my  pleasure  to  present  you  with  ESM 
Association's  2000  Annual  Report.  We  have  included  statements  of  our  financial  position  as  of  December  31,1 999 
and  2000,  and  statements  of  activities  for  the  years  then  ended. 

Over  the  past  year,  we  have  seen  numerous  accomplishments  by  ESM  Association.  Our  successes  began 
with  the  implementation  and  transition  of  our  name  change  from  NESRA  to  Employee  Services  Management  (ESM) 
Association.  As  a  result,  70  percent  of  the  chapters  adopted  ESM  Association  in  their  names.  The  implementation 
of  new  member  services  has  allowed  for  increased  networking  and  educational  opportunities. 

ESM  Association  Highlights 

•  Piloted  a  work/life  curriculum  at  Cal  Poly  State  University,  Pismo  Beach,  CA 

•  Planned  a  highly-successful  Pre-Conference  Work/Life  Seminar 

•  Approved  the  publication  of  the  resource  book,  Employee  Services  Management:  A  Key  Component 
of  Human  Resource  Management 

•  Implemented  the  new  Member  Resources  Section  of  www.esmassn.org,  comprised  of  the 
Membership  Directory,  Buyer's  Guide,  Keynotes,  ESM  News,  Benchmarking,  and  Job  Opportunities 

•  Launched  the  Chapter  Leadership  Forum  at  ESM  Association's  59th  Annual  Conference  &  Exhibit 

•  Introduced  Individual  Membership,  a  new  membership  category  that  serves  multiple  employee 
services  providers  at  the  same  company  location 

•  Sponsored  the  Working  Mother  Magazine  Conference 

•  Expanded  and  improved  the  ESM  Listserve 

•  Introduced  the  Monograph  Brochure  Series 

•  Revamped  the  design  and  content  of  ESM  Magazine 

ESM  Association  also  announced  an  overall  evaluation  of  its  structure  and  offerings  that  will  assure  that 
the«association  continues  to  meet  the  needs  of  today's  employee  services  providers.  The  membership  par¬ 
ticipated  in  a  Needs  Assessment  Survey,  and  task  forces  were  developed  to  further  this  project. 

During  the  remainder  of  this  year,  I  see  our  success  continuing.  We  can  look  forward  to  growth  and  excit¬ 
ing  developments  that  will  prove  valuable  to  all  employee  services  professionals.  We  appreciate  your  con¬ 
tinued  support  and  participation  in  advancing  the  employee  services  field. 


Sincerely, 


Roger  Lancaster,  CESM 

ESM  Association  Immediate  Past  President 


esm  magazine  May/June  2001 


2000  Annual  Report 


STATEMENTS  OF  FINANCIAL  POSITION 
DECEMBER  31,2000  AND  1999 


2000  1999 


ASSETS 

CURRENT  ASSETS 

Cash  and  equivalents 

$  102,139 

$  24,455 

Accounts  receivable 

73,969 

20,529 

Prepaid  expenses 

32,941 

41,410 

TOTAL  CURRENT  ASSETS 

209,049 

86,394 

FIXED  ASSETS 

Furniture  and  equipment 

85,059 

80,975 

Less  accumulated  depreciation 

(75,031) 

(72,799) 

10,028 

8,176 

OTHER  ASSETS 

Office  security  deposit 

2,076 

2,076 

TOTAL  ASSETS 

LIABILITIES  AND  NET  (DEFICIT) 

$  221,153 

S  96,646 

LIABILITIES 

Accounts  payable 

$  37,639 

$  27,675 

Accrued  compensation 

25,431 

21,885 

Accrued  income  tax 

6,400 

— 

Lease  obligation 

8,390 

— 

Deferred  income 

219,773 

174,652 

TOTAL  LIABILITIES 

297,633 

224,212 

NET  (DEFICIT) 

(76,480) 

(127,566) 

TOTAL  LIABILITIES 

AND  NET  (DEFICIT) 

S  221,153 

$  96,646 

STATEMENTS  OF  ACTIVITIES 
DECEMBER  31, 2000  AND  1999 


2000 

1999 

REVENUE 

$  1,031,858 

$  986,411 

EXPENSE 

980,772 

1,057,385 

INCREASE 

(DECREASE) 

IN  NET  ASSETS 

51,086 

(70,974) 

NET  (DEFICIT) 
Beginning  of  Year 

(127,566) 

(56,592) 

NET  (DEFICIT) 
End  of  Year 

$  (76,480) 

$(127,566) 

ESM  ASSOCIATION  FOUNDATION 
FINANCIAL  STATEMENT 

DECEMBER  31,2000 

REVENUES 

$  17,522 

EXPENSES 

51,044 

EXCESS  OF 

EXPENSES 

OVER  REVENUES 

(33,522) 

NET  EQUITY 

1/1/00 

61,709 

NET  EQUITY 

12/31/00 

$  28,187 

m 
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Stories  written  by  Renee  M.  Mula,  editor,  and  Peter  Wolak,  editorial  assistant 


The  best  employee  services  programs  and  activities 

Employee  Services  Management  (ESM)  Association,  headquartered  in  Oak 
Brook,  IL,  is  proud  to  present  the  winners  of  its  2001  Awards  of  Excellence. 
ESM  Association  bestows  these  awards  to  showcase  the  best  employee  services  pro¬ 
grams.  This  year,  seven  programs  were  awarded  in  five  different  categories.  These 
categories  include  the  Eastwood  Award,  Innovative  Program  Award,  Employee  Store 
Award,  Leonard  R.  Brice  Superior  Merit  Award,  and  Chapter  Merit  Award.  The  win¬ 
ners  accepted  their  awards  at  ESM  Association's  Member  Appreciation  Luncheon 
held  on  April  10,  2001  at  ESM  Association's  60th  Annual  Conference  and  Exhibit  at 
the  Fairmont  Hotel  in  New  Orleans,  LA. 

The  Eastwood  Award,  the  most  prestigious  of  the  umented  their  mission  statement;  scope  of  the  pro- 
Awards  of  Excellence,  is  awarded  to  the  most  out-  gram  and  how  it  increased  the  awareness  of  employ¬ 
standing  overall  employee  services  programs  of  ee  services;  examples  of  how  the  program  impacts 
2001.  The  award  is  named  in  honor  of  ESM  the  company's  business  or  culture;  plus  additional 

Association's  first  president,  Dr.  Floyd  Eastwood.  details  such  as  goals  and  strategies  for  securing 

This  year,  the  award  goes  to  two  com-  financial  resources. 

panies:  University  of  Utah  Hospitals  &  Clinics,  Salt  The  Innovative  Program  Award  is  awarded  to 
Lake  City,  UT,  and  Salt  River  Project  Em-  the  most  creative  program  activity  within  an  overall 

ployees  Recreational  Association,  Inc.  (PERA  Club),  employee  services  program.  This  year's  winners  are 
Phoenix,  AZ.  Candidates  submitted  entries  that  doc-  Hughes  Network  Systems,  Germantown,  MD,  and 
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AwardsOf  Excellence 


Phillips  Petroleum  Co.,  Bartlesville,  OK.  En¬ 
trants  included  their  objective,  evaluation  process 
and  how  their  programs  increased  the  aware¬ 
ness/visibility  of  employee  services  to  their 
companies'  management. 

Grange  Insurance  won  ESM  Association's 
Employee  Store  Award.  Entrants  of  this  award  illus¬ 
trated  how  their  employee  store(s)  adds  value  to  the 
company  and  its  employees.  They  answered  ques¬ 
tions  about  the  store's  total  sales,  how  employees' 
needs  are  determined  and  the  store's  influence  on 
the  company's  culture. 

As  a  national  entity,  ESM  Association  recognizes 
the  value  of  its  chapters,  located  across  the  country. 
The  chapters  provide  local  members  with  frequent 


educational  and  networking  experiences.  Both 
ESM  Association's  Leonard  R.  Brice  Superior  Merit 
Award  and  Chapter  Merit  Award  are  judged  on  a 
point  system.  ESM  Association  of  San  Antonio,  TX, 
was  awarded  the  Leonard  R.  Brice  Superior  Merit 
Award  and  ESM  Association  of  Central  Florida  was 
awarded  the  Chapter  Merit  Award.  The  chapters 
were  granted  these  awards  based  on  their  outstand¬ 
ing  chapter  administration  and  their  effective  efforts 
to  provide  professional  development  and  network¬ 
ing  opportunities  to  their  members.  esm 
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University  of  Utah  Hospitals  &  Clinics  listens  and 
gives  employees  what  they  want 


For  the  staff  of  University  of  Utah 
Hospitals  &  Clinics,  Salt  Lake  City,  UT, 
to  continually  deliver  excellent  patient 
care  and  customer  service,  the  hospital 
must  provide  an  infrastructure  that  sup¬ 
ports  their  employees’  work  and  the  well 
being  of  their  families.  At  times,  this  can  be 
a  difficult  task  for  the  various  departments 
providing  employee  services  because  the 
hospital  is  a  24/7  operation  with  employ¬ 
ees  working  various  shifts.  Fortunately, 
hospital  employees  have  the  Social 
Activities  Committee  (SAC),  a  group  of 
hospital  department  representatives 
that  keeps  the  needs  of  shift  workers 
and  offsite  employees  in  mind.  In  addi¬ 
tion  to  activities  planned  by  the  SAC, 
onsite  employees  have  access  to  ex¬ 
tensive  employee  programs  and  ser¬ 
vices,  by  virtue  of  the  hospital’s  affiliation 
with  the  university. 


Eastwood  Award 


University  of  Utah 
Hospitals  &  Clinics 
Salt  Lake  City,  UT 

submitted  by  Wendy  Bailey, 
coordinator,  hospital  administration 
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Special  events 

The  SAC  designs,  coordinates,  implements,  and  eval¬ 
uates  all  employee  and  organizational  events.  Because 
the  committee  enjoys  planning  creative  activities, 
about  half  of  the  events  are  new  each  year.  For  exam¬ 
ple,  on  Valentine's  Day,  the  SAC  created  candy  bar 
wrappers  that  recognized  employees'  efforts  over  the 
past  year.  On  the  inside  of  the  wrapper,  employees  had 
a  chance  to  enter  a  drawing  for  $100  gift  certificates. 
They  dropped  off  their  entry  forms  in  strategically- 
placed  Valentine  boxes  across  the  hospital.  In  addition 
to  holiday  celebrations,  the  SAC  also  plans  ice  cream 
socials,  golf  outings  and  anniversary  celebrations. 

In  the  year  2000,  the  university  celebrated  its  150th 
birthday  and  the  hospital  celebrated  its  35th  anniver¬ 
sary.  Wendy  Bailey,  coordinator,  hospital  administra¬ 
tion,  worked  with  the  SAC  and  campus  representatives 
to  host  a  Sesquicentennial  Celebration  (150  years).  At 
the  kick-off  event,  over  11,000  employees  dined  on 
free  pizza  and  soft  drinks  available  at  a  number  of  loca¬ 
tions  across  the  university  campus.  The  university  cel¬ 
ebrated  its  anniversary  with  a  cake-cutting  ceremony, 
where  the  president  of  the  university  and  the  U.S. 
Postal  Service  unveiled  a  commemorative  postage 
stamp  honoring  the  celebration.  The  university  band 
played  while  a  local  singing  group  sung  an  award-win¬ 
ning  birthday  song  written  especially  for  the  event. 

Meeting  needs 

After  reviewing  the  results  of  the  hospital's  Employee 
Opinion  Survey,  the  SAC  identified  three  goals.  The 
first  was  to  increase  the  number  of  special  events  pro¬ 
vided  by  the  hospital,  but  not  at  an  increased  cost  to 
the  organization.  To  meet  this  goal,  instead  of  provid- 


Employees  receive  candy  bars  with  enclosed  notes  recognizing 
their  hard  work. 


ing  the  traditional  company  picnic  at  a  local  park  for 
employees  and  their  families — an  event  that  had  seen 
a  decrease  in  participation  in  previous  years — the  SAC 
offered  three  separate  events  for  the  same  amount  of 
money.  Employees  enjoyed  two  Summer  Barbecues, 
with  98  percent  participation  rate,  and  a  Family  Day  at 
a  local  amusement  park.  ' 

The  second  goal  was  to  include  offsite  clinic  employ¬ 
ees  in  each  of  the  events  offered  ,  by  the  hospital. 
Representatives  from  each  offsite  clinic  were  asked  to 
serve  on  a  committee  to  brainstorm  ideas.  They  decid¬ 
ed  that  when  the  SAC  delivers  holiday  treats  to  hospi¬ 
tal  employees,  the  offsite  representatives  will  pick  up  , 

treats  and  deliver  them  to  their  respective  locations.  If 
the  hospital  hosts  a  large  event,  such  as  its  Summer 
Barbecues,  the  SAC  will  allocate  funds  to  the  offsite 
locations  so  they  can  coordinate  a  similar  event  on 
their  own.  Offsite  managers  and  employees  alike  are  * 

thrilled  that  they  are  now  included  in  all  of  the  events,  , 

sales,  discounts,  etc. 

The  hospital's  third  goal  was  to  ensure  that  all 
employees  were  included  in  the  events  and  activities. 

The  hospital  has  three  shifts,  and  often  the  night  shift 
was  not  included  in  the  events.  To  resolve  this  issue, 
the  SAC  increased  its  membership  to  include  represen¬ 
tatives  from  all  three  shifts,  and  services  have  been 
expanded  to  benefit  employees  from  all  shifts.  • 

University  services 

As  the  clinical  arm  of  the  University  of  Utah  Health 
Sciences  Center,  onsite  hospital  staff  has  access  to 
extensive  employee  services.  Among  these  services  are 
two  bookstores  located  on  the  Health  Sciences  campus 
and  one  on  the  main  campus,  two  convenience  stores 
on  the  main  campus,  and  the  Gift  Shop  in  the  lobby  of 
University  Hospital.  At  each  store,  faculty,  staff  and  stu¬ 
dents  can  purchase  merchandise  at  a  discount,  saving 
them  both  time  and  money.  At  the  bookstores,  faculty, 
staff  and  students  can  purchase  University  of  Utah  logo  4 

wear  and  merchandise,  computers  and  electronic 
equipment,  jewelry,  books,  office  supplies,  sundries, 
greeting  cards,  and  gifts.  In  addition  to  merchandise, 
the  main  campus  location  has  an  onsite  U.S.  Post 
Office,  automatic  teller  machine  (ATM),  and  computer 
repair  services.  If  the  bookstores  are  not  a  convenient  < 

stop  on  any  given  day,  faculty,  staff  and  students  can 
also  purchase  merchandise  online. 

Nestled  in  the  heart  of  the  main  campus  is  the  Olpin 
Union  Building,  which  offers  a  wide  variety  of  products 
and  services  including  an  onsite  convenience  store,  ' 

four-star  restaurant,  coffee  bar,  cafeteria,  bowling  alley,  . 


esm  magazine  May/June  2001 


table  tennis,  billiards,  chess,  and  movies.  With  a  valid 
University  I.D.,  employees  and  students  can  cash  per¬ 
sonal  checks  at  this  location. 

The  University  of  Utah  has  three  onsite  childcare 
facilities,  including  the  campus-run  Child  and  Family 
Development  Center.  Employees  are  eligible  to  take  up 
to  12  weeks  of  leave  for  the  birth,  adoption  or  foster 
care  placement  of  a  child;  to  care  for  a  parent,  spouse 
or  child  with  a  serious  health  condition;  or  for  a  seri¬ 
ous  health  condition  that  leaves  them  unable  to  per¬ 
form  their  jobs.  The  university's  Childcare  Office  serves 
as  a  resource  and  referral  center.  In  addition  to  three 
onsite  lactation  rooms  available  to  staff,  University 
Hospital  offers  childbirth  classes  for  parents,  and  has  a 
library  of  materials  on  parenting  issues.  Discounted 
summer  childcare,  day  and  sport  camp  programs  are 
available  for  employees'  children,  and  flexible  work 
schedules  and  telecommuting  enable  employees  to 
spend  time  with  their  families.  Flexible  spending 
accounts  are  also  available  to  offset  the  costs  of  day¬ 
care.  Full-time  and  part-time  employees  are  eligible  for 
long-term  care  insurance  that  covers  nursing  home 
stays,  community-based  care,  as  well  as  an  informal 
caregiver  benefit  that  pays  for  extra  expenses  when  a 
family  member  or  friend  acts  as  a  care  provider.  In 
some  instances,  an  employee's  spouse,  parent,  parent- 
in-law,  and  grandparents  are  allowed  to  enroll. 

The  core  mission  of  University  of  Utah  Hospitals  & 
Clinics  is  based  on  community  service.  As  the  only 
academic  medical  center  in  the  Intermountain  West, 
the  hospital  cares  for  the  region's  sickest  patients  and 
serves  as  a  training  ground  for  the  region's  next  gener¬ 
ation  of  healthcare  providers.  The  hospital  serves  the 
community  through  a  variety  of  activities.  Last  year, 
University  of  Utah  Hospital  employees  donated  more 
than  3,200  hours  of  community  service  including: 
sponsorship  and  participation  in  health  screenings, 
immunizations  and  health  fairs;  participation  in  school 
assemblies;  providing  speakers  to  community  groups 
to  address  healthcare  issues;  and  collaboration  with 
other  community  organizations  to  meet  community 
health  needs. 

Financial  resources 

Each  of  the  various  departments  that  make  up  the  hospital's 
employee  services  programs  are  supplied  with  an  annual 
budget.  The  budgets  are  reviewed  each  year  by  both  the  pro¬ 
gram  manager  and  hospital  administrators.  Hospital  adminis¬ 
trators  review  budget  recommendations  with  the  Vice 
President  of  Health  Sciences.  Program  changes  and  revised 
budgets  are  approved  by  the  President's  Office  at  the 
University  of  Utah  and  the  Board  of  Trustees. 


The  Cardiology  Services  staff  celebrates  the  35th  anniversary  of 
University  of  Utah  Hospitals  with  birthday  cake. 


Services  developed  and  managed  by  the  University 
of  Utah  departments  are  approved  through  the 
same  process  beginning  at  the  Vice  President's  level 
and  proceeding  to  the  Board.  The  results  of  these 
reviews — such  as  program  revisions,  expansions  and 
new  proposals — help  to  identify  improvement  oppor¬ 
tunities  and  determine  the  goals  and  budget  for  the 
upcoming  year. 

Making  strides 

When  the  hospital  decided  to  administer  its  first 
Employee  Opinion  Survey,  the  departments  responsi¬ 
ble  for  employee  services  made  sure  questions  about 
the  hospital's  work/life  benefits  and  other  employee 
services-related  questions  were  included  in  the  ques¬ 
tionnaire.  The  survey  results  showed  that  65  percent  of 
hospital  employees  felt  their  jobs  allow  them  to 
achieve  a  reasonable  balance  between  work  and  per¬ 
sonal  life.  These  statistics  prompted  the  hospital  to  per¬ 
mit  the  departments  to  make  improvements  to  their 
programs.  As  evidenced  by  the  preliminary  results  of 
this  year's  Employee  Opinion  Survey  the  areas  that 
saw  the  most  significant  gain  or  improvement  com¬ 
pared  to  the  results  of  the  previous  survey,  were 
those  that  fell  under  employee  services. 

Conclusion 

Working  for  a  university  hospital  does  have  its  bene¬ 
fits.  Through  the  support  of  the  hospital  and  services 
available  through  the  university,  University  of  Utah 
Hospitals  &  Clinics  has  managed  to  successfully  serve 
its  entire  24/7  workforce.  Social  activities,  convenience 
services,  family-friendly  programs,  and  a  survey  that 
offers  employees  a  voice  within  the  hospital,  all  give 
employees  reasons  to  feel  good  about  work.  esm 
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ESM  and  Avis  are  pleased  to  offer  your  employees  considerable  savings,  special  benefits  and 
the  comfort  and  reliability  that  comes  with  renting  from  Avis. 


i/Vith  4,200  locations  in  over  1 60  countries,  there’s  always  an  Avis  nearby  to  help  your  employees 
i/vith  their  car  rental  needs.  And  their  ESM  membership  entitles  them  to  special  discounts.  For 
nstance,  they  are  eligible  for  15%  off  our  SuperValue  weekly  rates  and  5%  off  promotional 
rates.  To  receive  these  discounted  rates,  all  they  need  to  do  is  use  their  Avis  Worldwide 
Discount  (AWD)  number:  A310600 


For  additional  member  savings,  fill  out  the  form  below  to  receive  bonus  coupons. 


For  additional  information  on  the  ESM  program,  call  Avis  at  773-825-4711 
For  reservations  call  Avis  at  1-800-698-5685. 


■  employee  services  management 


ASSOCIATION 


Y ESI  Please  send  (Qty: _ )  ESM  Member  Savings  Cards  and  Bonus  Coupons. 

Company  Name: _ _ 

Contact: _ Phone  Number:  _ _ 

Street  Address  (no  P.O.  Box): _ _ 


Complete  this  form  and  fax  to  Sandy  Hart  at  Avis:  773-694-0527 
Dr  e-mail  the  information  to  shart@avis.com 
3lease  allow  4-6  weeks  for  delivery. 


2  ,SD0-S,000 


PERA  Club  does  it  all  with  volunteers,  revenue¬ 
generating  ideas  and  management  support 


The  Salt  River  Project  Employees 
Recreational  Association,  Inc.  (PERA 
Club),  Phoenix,  AZ,  has  two  valuable 
assets  that  contribute  to  its  success:  an 
83-acre  facility  and  volunteers  who  per¬ 
petuate  their  programs.  From  an  employ¬ 
ee  campsite  to  an  onsite  wedding  recep¬ 
tion  locale,  PERA  Club’s  facilities  are 
designed  to  meet  the  specific  needs  of  its 
workforce.  According  to  Kemp  Ellis,  gen¬ 
eral  manager  of  corporate  operations, 
PERA  Club’s  success  is  due  to  an  employ¬ 
ee  volunteer  group  that  helps  build  new 
facilities  as  well  as  staff  the  special  events 
held  there.  The  volunteer  program  gives 
employees  opportunities  to  work  as  a 
team,  develop  friendships  and  increase 
their  involvement  in  the  club.  By  saving 
PERA  thousands  of  dollars  in  outsourcing 
fees,  the  employees  enjoy  an  abundance 
of  programs  and  sen/ices. 


Eastwood  Award 

Salt  River  Project  Employees 
Recreational  Association,  Inc. 
(PERA  Club) 

Phoenix,  AZ 

submitted  by  Kemp  Ellis, 
general  manager  of  corporate  operations 
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What  is  PERA? 

The  PERA  Club  is  a  nonprofit  employee  association 
of  Salt  River  Project  that  is  managed  by  four  full-time 
staff  members  who  oversee  the  club's  five  locations 
throughout  Arizona.  The  company's  83-acre  headquar¬ 
ters  facility  features  a  clubhouse,  employee  store,  fit¬ 
ness  center,  swimming  pool,  game  courts,  and  playing 
fields.  These  facilities  are  a  gathering  place  for  employ¬ 
ees  to  socialize.  PERA  Club's  goal  is  to  offer  something 
for  everyone.  Activities  for  children  include  the 
Christmas  Party,  Easter  Egg  Hunt,  Swim  Team,  Summer 
Day  Camp,  and  the  Halloween  Carnival.  Adults  choose 
from  programs  and  classes  that  include  sports  leagues, 
fitness  regimens,  dances,  and  special-interest  classes 
such  as  photography  and  cooking. 

Volunteer  program 

Since  PERA  Club's  inception  in  1951,  the  club  has 
relied  on  employee  volunteers  to  build  most  of  its  facil¬ 
ities  and  staff  most  of  its  programs.  As  a  utility  compa¬ 
ny,  Salt  River  Project  employs  people  of  all  trades  and, 
therefore,  owns  construction  tools  and  equipment. 
Because  the  company  is  considered  a  municipality, 
building  permits  are  not  required.  Over  the  years,  an 
employee  group  called  the  Work  Party  System  has 
helped  develop  and  build  the  club's  three  parks, 
including  their  picnic  areas,  sports  fields  and  buildings. 
Using  the  Work  Party  System,  PERA  completed  the 
inside  of  its  1 3,000-sq.-ft.  clubhouse  using  an  all-vol¬ 
unteer  workforce.  By  recruiting  volunteers  instead  of 
hiring  workers,  the  club  saved  over  $100,000  in  labor 
for  framing,  drywall,  taping  and  texturing,  wiring, 
painting,  plumbing,  duct  work,  lighting,  and  the  hang¬ 
ing  of  a  drop  ceiling.  The  employee  volunteers  benefit 


PERA  Club's  Roosevelt  Lake  Recreation  Site,  located  80  miles  east 
of  Phoenix,  serves  as  a  popular  vacation  spot  for  Salt  River 
Project  employees. 


from  the  experience  in  many  ways.  The  Work  Party 
System  provides  a  social  outlet  where  volunteers  de¬ 
velop  new  friendships  with  coworkers  from  different 
Salt  River  Project  departments.  Participants  also  gain 
leadership  skills  by  planning  and  organizing  the  work 
parties.  Many  look  forward  to  learning  new  skills  from 
qualified  employees  who  teach  them  how  to  operate 
tools  and  accomplish  tasks  in  a  safe  manner.  The  Work  t 

Party  System  instills  pride  in  PERA's  facilities.  The 
employees  tend  to  police  each  other  to  keep  the 
grounds  clean  and  watch  for  vandalism  because  they 
feel  a  part  of  the  club  that  they  helped  build. 

PERA  cannot  afford  to  hire  employees  to  staff  its  var-  * 

ious  activities,  so  volunteers  are  recruited.  They  cook  at  t 

the  Annual  Steak  Fry,  dress  as  monsters  for  the  Haunt¬ 
ed  Graveyard  at  Halloween,  act  as  contest  judges, 
serve  food,  and  hide  eggs  at  Easter.  PERA  makes  an 
effort  to  recruit  new  volunteers  for  the  programs  each 
year  to  keep  the  turnover  of  new  ideas  active,  and  to  < 

give  new  employees  the  opportunity  to  contribute  to 
the  club. 

Roosevelt  Lake 

The  crown  jewel  of  PERA  Club's  program  is  the 
Roosevelt  Lake  Recreation  Site,  which  provides 
employees  with  an  inexpensive  vacation  hideaway. 

Located  approximately  80  miles  east  of  Phoenix,  this  * 

recreation  facility  is  comprised  of  eight  houses;  an  , 

adult  recreation  building;  a  sports  court;  a  playground; 
a  caretaker's  home;  divisional  offices;  a  general  store;  a 
custom  furniture  shop;  a  meeting  hall;  a  full-service 
banquet  kitchen;  a  lakeside  swimming  area;  horseshoe 
pits;  and  mountain  biking  trails.  Everything  is  provided  * 

for  the  guests,  except  linens.  The  camp  is  operated  by 
a  staff  of  three  full-time  PERA  employees  and  two  addi¬ 
tional  part-time  employees  during  the  busy  season. 

Rental  rates  are  $75  per  day.  Due  to  the  popularity  of 
the  camp,  employees  usually  book  their  vacations  a 
year  in  advance.  A 

Here  comes  the  bride 

For  several  years,  PERA's  clubhouse  was  used  for 
employee  and  family  weddings.  On  several  occasions, 

PERA  was  asked  to  provide  space  to  not  only  host  wed¬ 
ding  receptions,  but  the  wedding  ceremonies  as  well.  /. 

Unfortunately,  the  outdoor  weddings  did  not  fulfill 
expectations  because  the  facility's  sports  fields,  houses 
and  other  buildings  made  for  unflattering  wedding  pic¬ 
tures.  Additionally,  interruptions  and  noise  from  other 
activities  Were  always  present.  In  an  attempt  to  better 
fulfill  the  needs  of  their  wedding  customers,  in  2000, 

PERA  constructed  a  wedding  area  in  a  quiet  location, 

away  from  most  activities,  that  now  allows  the  club  to  1 
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serve  as  a  fuli-service  wedding  provider.  The  new  facil¬ 
ity,  nestled  in  a  mesquite  tree  thicket  just  south  of  the 
clubhouse,  houses  a  concrete  stage  and  a  grassy  area 
with  seating  for  approximately  300  people.  It  is  sur¬ 
rounded  by  curved,  slump,  block  walls  and  electrical 
lighting.  PERA  purchased  white  wood  chairs  and  a 
white  lattice  arch  to  create  the  perfect  atmosphere.  The 
club's  full-service  caterers  offer  everything  from  prime 
rib  to  popcorn.  PERA  even  has  its  own  chef  to  bake 
wedding  cakes. 

The  Best  of  the  Best  Fest 

In  2000,  Salt  River  Project  was  presented  with  an 
award  by  J.D.  Power  &  Associates  that  recognized  the 
company  as  the  top-ranked  utility  in  both  the  U.S.  and 
the  west  with  residential  customers.  To  thank  the 
employees  for  their  customer  service  efforts,  Salt  River 
Project  asked  PERA  Club  to  host  an  onsite,  year-end 
event  for  all  employees  and  their  families  called  the 
Best  of  the  Best  Fest.  PERA  prepared  steak  and  chicken 
meals,  with  all  the  trimmings,  for  a  crowd  of  over 
4,000  people.  They  rented  a  tent  to  seat  over  2,000 
people  at  round  tables.  Employees  were  pleased  with 
the  variety  of  activities  available  at  the  Fest,  which 
included  carnival  rides,  Santa's  arrival  by  company 
helicopter,  a  car  show,  and  a  live  bird  observation  area 
with  1 0  eagles  and  owls. 

Generating  revenue 

PERA  Club  serves  4,289  employees,  with  a  com¬ 
bined  budget  for  all  PERA  Club  locations  totaling  over 
$4  million.  The  employees  do  not  pay  dues  to  partici¬ 
pate.  Instead,  PERA  looks  to  revenue-generating  pro¬ 
grams  and  financial  support  from  Salt  River  Project  to 


Salt  River  Project  thanks  its  employees  for  providing  quality 
customer  service  with  an  annual  carnival  called  the  Best  of 
the  Best  Fest. 


It  is  not  uncommon  for  PERA  Club  to  host  four  weddings  in  one 
weekend  at  the  wedding  area  of  its  outdoor  facilities. 


fund  its  various  programs  and  services.  Salt  River 
Project  funds  the  salaries  of  the  club's  four,  full-time 
staff  members  in  addition  to  providing  the  club  with 
$225  per  employee  annually.  This  contribution  is  dis¬ 
tributed  to  each  PERA  location  according  to  its  number 
of  employees.  Each  site  has  its  own  Employee  Board  of 
Directors,  which  operates  its  own  programs  with  its 
employees'  needs  in  mind. 

PERA  has  enjoyed  a  stable  financial  operation  over 
the  years  due  to  its  revenue-generating  services. 
Among  a  variety  of  offerings,  the  PERA  staff  rents  its 
facilities  to  Salt  River  Project,  its  employees  and  the 
community;  owns,  operates  and  receives  all  of  the 
income  derived  from  Salt  River  Project's  vending 
machines;  and  runs  four  employee  stores.  Each  year, 
an  independent  audit  is  employed  by  the  PERA 
Board  of  Directors  to  review  the  club's  operations 
and  procedures.  This  information  is  compiled  into 
an  Annual  Financial  Report  that  is  sent  to  Salt  River 
Project  employees. 

Conclusion 

Salt  River  Project's  management  is  keenly  aware  of 
the  PERA  Club's  services,  given  the  presence  of  its 
facilities  and  abundant  offerings.  Much  of  the  club's 
success  lies  in  its  employees'  desire  to  participate  in 
the  programs,  displaying  a  dedication  so  strong  they 
are  willing  to  help  build  the  very  facilities  they  later 
enjoy  during  special  events  and  recreational  programs. 
Through  the  staff's  knack  for  identifying  the  needs  of 
its  workforce,  PERA  Club  and  the  employees  of  Salt 
River  Project  have  managed  to  build  an  entity  unto 
its  own.  esm 
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How  to  do  just  about  anything  related  to  employee  services 

To  keep  employee  services  relevant  to  your  compa-  implementing  the  types  of  employee  services  pro- 
ny's  recruitment  and  retention  goals,  tap  into  the  grams  that  have  helped  SAS  Institute  reduce  turnover 
hands-on  lessons  of  experienced  employee  services  for  years.  Use  checklists,  templates  and  calculations  to 
managers  found  in  Employee  Services  Management  help  you  save  time  on  major  projects. 

(ESM)  Association  Foundation's  newest  book,  Through  exercises  in  each  chapter,  you  will  learn 
Employee  Services  Management:  A  Key  Component  of  how  to  shape  an  employee  association,  describe 
Human  Resource  Management.  the  eight  legal  duties  of  an  employee  services 

Whether  you  are  building  a  new  employee  services  provider,  determine  the  value  of  employee  services, 
department  or  expanding  an  existing  program,  you  orchestrate  successful  programs,  and  more, 
will  want  to  find  out  how  Ashland  Inc.  used  employ-  You  know  what  innovative  employee  services  can 
ee  services  to  change  its  corporate  culture  and  how  do  for  a  company's  reputation  as  an  Employer  of 
Quaker  Oats  motivated  employees  and  created  posi-  Choice,  pow  order  the  only  comprehensive 
tive  results  by  linking  its  wellness  incentives  to  its  resource  that  tells  you  how  to  implement  each  of 
employee  benefits  packages.  This  book  will  guide  ESM  Association's  "10  Components  of  a  Well- 
employee  services  providers,  step  by  step,  through  Rounded  Employee  Services  Program." 


Hughes  Network  Systems  uses  Quarterly 
Reviews  to  unite  employees  and  management 

As  a  developer  and  manufacturer  of 
satellite,  digital  cellular/PCS  and  en¬ 
terprise  networking  technologies,  Hughes 
Networks  Systems  (HNS),  Germantown, 

MD,  recognizes  the  value  of  communica-  Innovative  Award 

tion,  especially  between  its  upper  man-  Hughes  Network  Systems 

agement  and  employees.  The  Employee  Germantown,  MD 

Services  and  Human  Resource  staff  orga-  submitted  by  Peggy  LeBlanc, 

nizes  open  forums  between  management  employee  services  representative 

and  employees,  called  HNS  Quarterly 
x  Reviews,  that  break  down  the  usual  barri¬ 
ers  between  a  company’s  senior  manage¬ 
ment  and  its  employees.  At  the  HNS 
Quarterly  Reviews,  not  only  does  Pradman 
Kaul,  HNS’s  CEO,  openly  discuss  the  com- 
v  pany’s  financial  position  and  the  progress 

,  of  current  projects,  but  he  also  addresses 

employees’  questions  about  these  topics 
in  front  of  the  entire  workforce.  This  open 
forum  fosters  unity  and  a  sense  of  worth 

1  throughout  the  workforce,  providing  Hughes  Network  Systems  employees  meet  for 

.  .  ,  the  Quarterly  Review  in  large  tents  set  up  on 

*  employees  with  an  incentive  to  remain  company  grounds, 

with  the  company. 
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Humble  beginnings 

Jack  Shaw,  senior  executive  vice  president,  Hughes 
Electronics,  El  Segundo,  CA,  instituted  the  HNS 
Quarterly  Review  1 6  years  ago.  As  an  early  supporter 
of  employee  services,  Shaw  believed  that  HNS  man¬ 
agement  should  get  to  know  their  employees  and  treat 
them  as  family.  These  early  Reviews  were  no  frills;  the 
CEO  explained  the  current  company  direction  and 
answered  employees'  questions.  Over  the  last  few 
years,  the  HNS  Employee  Services  Department  has 
transformed  the  Quarterly  Reviews  into  major 
employee  events. 

Prior  to  each  Review,  employees  are  encouraged  to  e- 
mail  the  Employee  Services  Department  any  questions 
they  would  like  to  ask  the  CEO.  Recently,  employees 
have  asked  about  the  progress  of  the  construction  of  a 
new  HNS  building  and  the  details  of  a  new  service  that 
will  allow  employees  to  purchase  satellite  television  at 
a  discount.  Kaul  also  fields  inquiries  about  the  compa¬ 
ny's  financial  status.  An  average  of  five  to  seven  ques¬ 
tions  are  submitted  before  each  Review,  but  when  sev¬ 
eral  projects  are  under  way,  there  could  be  as  many  as 
25  questions  on  the  agenda.  Peggy  LeBlanc,  employee 
services  representative,  refers  these  questions  to  the 
appropriate  employee  or  department  to  be  answered. 
The  questions  and  answers  are  then  compiled  and 
given  to  Kaul  for  review.  To  ensure  that  there  is  enough 
time  to  receive  and  answer  all  of  the  questions, 
LeBlanc  sets  a  deadline  for  submission  at  one  week 
before  each  HNS  Quarterly  Review.  The  results  of  this 
process  serve  as  the  core  of  the  event. 


Employees  and  management  come  together  to  discuss  company 
matters  with  Pradman  Kaul,  Hughes  Network  Systems'  CEO. 


Facilities 

Except  for  the  February  Review,  which  is  held  indoors 
due  to  weather,  the  remaining  HNS  Quarterly  Reviews 
occur  in  large  tents  set  up  on  company  grounds.  The 
quarterly  financials  are  displayed  outside  the  event  on 
large  posters,  affording  each  employee  the  chance  to 
see  and  measure  the  company's  progress.  The 
Employee  Services  Department  birds  a  disci  jockey  for 
each  event,  schedules  gamel*  activities  and  giveaways 
for  the  May  and  August  Reviews  and  gives  away  logoed 
T-shirts  and  insulated,  metal  coffee  mugs  for  the 
October  Review.  jjj  !■  m 

One  program,  two  locations 

The  HNS  Quarterly  Reviews  are  held  at  two  loca¬ 
tions — HNS  Headquarters,  Germantown,  MD,  and  the 
HNS  Assembly  Plant,  Shady  Grove  Site,  Garthersburg, 
MD.  The  employees  at  these  locations  are  encouraged 
to  attend  the  presentations,  at  which  time  the  offices 
are  closed.  The  Headquarters'  Reviews  occur  in  the 
afternoon,  when  Kaul  discusses  the  company's  finan¬ 
cial  progress  for  the  quarter.  Afterwards,  he  answers  the 
employees'  e-mailed  questions,  then  opens  the  floor  to 
further  inquiries.  The  disc  jockey  plays  music  when 
Kaul  is  finished  speaking.  At  the  conclusion  of  the  open 
forum,  employees  enjoy  a  light  dinner  and  beverages 
until  6:30  p.m.  when  they  are  dismissed. 

The  Assembly  Plant's  Quarterly  Reviews  are  held  in 
the  morning  to  accommodate  the  shift  workers'  sched¬ 
ules.  The  presentation  begins  at  8:30  a.m.  with  a  buffet 
breakfast  and  music.  At  9:00  a.m.,  Kaul  presents  the 
quarterly  financials  and  answers  the  employees'  ques¬ 
tions.  The  forum  concludes  at  9:30  a.m.,  with  the 
employees  either  beginning  their  work  days  or  going 
home,  depending  on  their  shifts. 

Employees  who  work  at  remote  locations  where  the 
Quarterly  Reviews  are  not  held  can  view  the  financial 
figures,  employees'  questions  and  Kaul's  answers  on 
the  company's  intranet  site  just  after  the  event. 

Finding  time 

Despite  the  regularity  of  the  HNS  Quarterly  Reviews, 
scheduling  can  still  be  an  obstacle.  Due  to  Kaul's 
unpredictable  schedule,  the  dates  of  the  Reviews  must 
remain  flexible,  which  makes  scheduling  caterers  and 
entertainment  sometimes  difficult.  The  Employee 
Services  staff  informs  each  supplier  of  this  situation  up 
front  and  gives  them  ample  warning  of  date  or  location 
changes.  In  February,  when  the  Review  is  held  indoors, 
there  is  not  enough  space  to  hold  an  event  that  accom¬ 
modates  the  entire  workforce.  Therefore,  the  Employee 
Services  staff  schedules  several  Reviews  in  smaller 
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venues,  rather  than  one  large  Review  that  includes  the 
entire  HNS  workforce.  Employees  are  required  to  stay 
for  the  entire  event. 

Double  benefits 

The  HNS  Quarterly  Reviews  continue  to  be  an  impor¬ 
tant  aspect  of  HNS's  corporate  culture  because  they 
create  a  relaxed  atmosphere  where  employees  can 
interact  with  management  and  focus  on  the  bottom 
line.  The  Reviews  also  provide  a  platform  for  the  CEO 
to  discuss  recent  company  developments  and  answer 
pressing  employee  questions.  Such  openness  between 
management  and  employees  inspires  loyalty  to  the 
Company  and  its  mission.  The  Reviews  also  provide  a 
moment  for  the  Employee  Services  and  Human 
Resource  staffs  to  shine,  when  Kaul  recognizes  the 
efforts  of  the  departments  in  organizing  and  publiciz¬ 
ing  the  event.  By  working  closely  with  Kaul  and  other 
upper-level  managers,  the  HNS  Employee  Services 
Department  solidifies  its  worth  as  a  retention  tool,  esm 


Chart  A 


HNS  Quarterly  Review  Budget 


Hughes  Network  Systems  (HNS),  Germantown, 
MD,  fully  subsidizes  the  Employee  Services 
Department's  Quarterly  Reviews.  Below  is  the 
budget  per  Review. 


Food: 

$13,300 

Equipment  Rental 
(tables,  chairs,  tent): 

$13,000 

Decorations: 

$1,500 

Disc  Jockey: 

$800 

T-shirt  giveaway  for 
October  Review: 

$15,000 

TOTAL: 

$43,600 

For  24-hour  service  visit  us  online  at  www.songerwhitewater.com 


Mention  ESM  to  get  your  15%  discount. 
Discounts  May  Not  Be  Combined. 
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Phillips  Petroleum  Co.  maintains  high  morale 
with  a  family  social  function 
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Employee  morale  dropped  after  Phillips 
Petroleum  Co.,  Bartlesville,  OK,  expe¬ 
rienced  several  phases  of  reorganization 
and  downsizing.  As  a  company  whose 
culture  values  family  life,  the  company’s 
employee  services  providers  knew  that 
the  remaining  employees  were  relying  on 
their  family  and  friends  for  much-needed 
support  and  stability  during  these  difficult 
times.  As  a  result,  the  Employee  Services 
staff  decided  to  plan  a  Halloween  event 
that  would  give  Phillips  Petroleum  Co. 
employees,  especially  those  with  children 
ages  3-10  years  old,  the  opportunity  to 
spend  time  with  their  loved  ones  while 
.  demonstrating  that  the  company  cares 
about  their  well-being.  They  named  the 
event  Spookaroo. 


Innovative  Award 

Phillips  Petroleum  Co.  •  Bartlesville,  OK 

submitted  by  Shannon  Phillips, 
recreation  representative 


The  Employee  Services  staff  created  a  Spookaroo 
maze  that  the  children  navigated. 
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Making  budget 

The  most  challenging  aspect  was  planning  the  logis¬ 
tics  of  this  two-hour  event  around  the  allotted  budget. 
The  corporation  funded  $2,000  for  the  event  and  the 
Recreation,  Fitness  &  Athletic  Department  agreed  to 
chip  in  an  additional  $1 ,000.  To  best  accommodate  the 
200  children  and  their  parents,  the  employee  services 
staff  decided  to  charge  $5  per  child.  By  transforming 
Phillips  Petroleum  Co.'s  gymnasium  and  conference 
rooms  into  a  Spookhouse  and  carnival,  they  saved 
money  on  the  cost  of  meeting  space.  Using  cardboard 
donated  by  various  Phillips  Petroleum  Co.  depart¬ 
ments,  the  staff  designed  and  painted  a  Spookhouse 
maze  that  the  children  could  navigate.  Staff  members 
collected  leaves  and  tree  branches  to  decorate  the 
maze's  paths.  A  swimming  pool  storage  container  was 
transformed  into  a  coffin  and  a  cardiopulmonary  resus¬ 
citation  (CPR)  dummy  was  dressed  as  a  corpse. 
Cardboard  cutouts  of  models  used  in  corporate  adver¬ 
tisements  were  dressed  with  capes  and  masks,  and 
then  strategically  placed  throughout  the  Spookhouse. 
When  possible,  the  Employee  Services  Department 
purchased  materials  in  bulk  and  planned  to  use  them 
from  year  to  year.  The  staff  recruited  volunteers  to  work 
the  Spookhouse  and  carnival  booths,  rewarding  them 
with  free  admission  for  their  children. 


Costumed  children  play  Halloween  carnival  games  to  win  prizes. 


The  carnival  experience 

Each  child  entering  the  dimly-lit  gymnasium  received 
a  bag  of  candy.  Volunteers  passed  out  trinkets  to  the 
children  at  carnival  booths  decorated  with  balloons 
and  crepe  paper.  In  the  carnival  portion  of  Spookaroo, 
children  could  participate  in  a  number  of  innovative 
activities  that  played  on  the  Flalloween  theme: 

•  Bracelet  Making:  Children  used  Halloween-colored 
beads  in  the  shape  of  skulls  and  crossbones. 

•  Ghostly  Bowling:  The  staff  dressed  bowling  pins  as 
ghosts  by  placing  white  garbage  bags  around  the  pins 
and  securing  the  bags  with  ribbons  around  their  necks. 
To  knock  down  the  ghosts,  the  children  rolled  medi¬ 
cine  balls  on  the  floor. 

•  Creepy  Casting:  Using  wood  fishing  poles  equipped 
with  magnets  on  string,  the  children  tried  to  pick  up 
spiders  and  snakes  from  a  plastic  pool.  The  creepy 
creatures  were  wrapped  in  wire  so  that  the  magnets 
would  attract  them. 

•  Widow's  Web:  Children  threw  balls  of  yarn  at  a  rub¬ 
ber  spider  in  the  middle  of  a  large  rope  web. 

•  Scary  Stroll:  Children  took  a  cake  walk  through  a 
strobe  light  as  the  song  "Monster  Mash"  played. 

•  Spooky  Tattoos:  A  tattoo  booth  featured  temporary 
Halloween  tattoos. 

•  Frightening  Family  Photos:  Each  family  had  their 
picture  taken  in  front  of  a  Halloween  backdrop. 

•  Graveyard  Grab:  The  children 
played  a  Halloween  ring  toss  game 
where  they  tossed  rings  around  plas¬ 
tic  arms  reaching  up  from  graves. 

•  Monster  Meals:  Each  child  re¬ 
ceived  a  lunch  consisting  of  a  hot 
dog,  pretzel,  cookie,  and  a  drink. 
Special  treats  were  available  for  chil¬ 
dren  with  diabetes  or  allergies. 

An  annual  event 

Spookaroo  has  not  only  provided 
employees  with  a  safe,  enjoyable, 
family-oriented  experience,  but  it 
has  also  helped  solidify  the  impor¬ 
tance  of  Phillips  Petroleum  Co.'s 
employee  services  program  in  the 
eyes  of  company  management. 
Many  managers  invited  their  chil¬ 
dren  and  grandchildren  to  the  event. 
Their  participation  allowed  them  to 
witness  the  morale-boosting  capa¬ 
bilities  of  Spookaroo.  To  keep  the 
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Spookaroo  fresh  each  year,  satisfaction  surveys  were 
sent  to  all  of  the  employees  who  participated.  The 
employee  services  providers  then  tweak  the  program 
based  on  the  survey's  results. 

Conclusion 

The  Spookaroo  event  is  a  cost-effective  program  that 
demonstrates  Phillips  Petroleum  Co.'s  dedication  to 
employees'  family  lives  by  offering  parents  an  opportu¬ 
nity  to  spend  time  with  their  children.  While  the  chil¬ 
dren  enjoyed  the  games  and  excitement  of  the 
Spookhouse  and  carnival,  their  parents  took  pleasure  in 
working  together  creatively.  This  event  is  now  a  budget 
item  each  year  because  management  is  involved  in  the 
festivities  and,  therefore,  understands  the  positive  effects 
it  has  on  both  employees  and  their  families.  esm 


A  child  makes  a  bracelet  with  Halloween-colored  beads  in 
the  shape  of  skulls  and  crossbones. 
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atmosphere  and  exotic  location: 

To  provide  our  vacation 
destinations  to  your  employ 
contact  u$  today!  i 

Toll  Free  1-866-779-2354 


May/June  2001  esm  magazine 


employee  services  management 


ASSOCIATION 

Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  a  Discover 

Card  Number/Expiration  Date _ _ 

Signature _ _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 

ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371 ,  Phone:  630-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 


Grange  Insurance  employees  escape  from  the 
office  to  shop  at  the  onsite  employee  store 


M 


any  employees  call  Grange 
Insurance’s  Employee  Store, 
Columbus,  OH,  a  stress-free  zone, 
where  they  can  retreat  when  they 
need  a  break  from  the  office. 
Employees  stop  there  on  their  lunch 
breaks  to  run  errands  and  buy  last 
minute  gifts.  Many  of  them  say  they 
find  the  convenience  of  an  onsite 
store  less  stressful  than  leaving  the 
premises  to  shop  during  lunch  or 
attempting  to  brave  the  after-work 
crowds  at  a  local  shopping  center. 


Employee  Store  Award 

Grange  Insurance  •  Columbus,  OH 

submitted  by  Kim  Colopy, 
employee  store  manager 


View  of  Grange  Insurance  Employee  Store's  holiday 
window  display  adjacent  to  the  elevator  lobby. 
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Chart  A 


Yet,  despite  its  prevalence  within  Grange's  corporate 
culture,  the  employee  store  was  not  an  overnight  suc¬ 
cess.  It  took  over  a  decade  to  shape  its  initial  concept 
into  the  574-sq.-ft.  business  operation  that  it  is  today. 
Even  Kim  Colopy,  the  employee  store  manager  who 
helped  grow  the  store,  never  imaged  it  would  become 
so  popular. 

The  basics 

Grange  Insurance's  Employee  Store  has  been  in  oper¬ 
ation  for  1 1  years.  As  part  of  the  company's  nonprofit 
employee  association,  VERA  (Village-Edge  Recreation 
Association),  the  employee  store  holds  a  nonprofit  sta¬ 
tus.  In  1977,  employees  formed  VERA  as  a  means  for 
offering  employee  discounts,  services  and  sponsored 
events.  Nine  Grange  volunteers  serve  on  the  associa¬ 
tion's  board  of  directors  and  meet  monthly  to  design 
various  programs,  review  financials  and  plan  fundrais¬ 
ers  to  raise  money  for  activities.  As  the  popularity  of  the 
employee  association  grew,  association  leaders  saw 
the  employees'  desire  for  additional  services  and, 
therefore,  the  need  for  VERA  to  generate  more  funds.  In 
1988,  the  company  hired  a  part-time  employee  to  sell 
tickets  and  organize  various  activities  out  of  the  VERA 
Activities  Office. 

They  started  out  small  by  selling  greeting  cards, 
postage  stamps,  pantyhose,  and  discount  theme  park 
and  movie  tickets.  In  the  beginning,  their  low  revenue 


Logo  wear  is  one  of  the  store's  most  popular  items. 


Hours  of  operation 

Monday-Friday,  7:30  a.m.-3:30  p.m. 

Location 

Third  floor,  near  the  cafeteria  and 
credit  union  «c\  \  \  | 

Size  \  \  ! 

574  sq.  ft.  including  110  sq.  ft.  of 
storage  space 

Average  age  of  employees  V 

41.2  years 

Sex 

65  percent  female,  35  percent  male 


restricted  them  from  placing  orders  with  many  suppli¬ 
ers  who  enforced  high  minimum-product  require¬ 
ments.  To  get  around  this  obstacle,  they  acquired  items 
on  consignment  from  a  local  gift  shop.  This  strategy 
allowed  them  to  test  products  and  see  how  well  they 
would  sell  in  the  store. 

Meeting  needs 

By  listening  to  ideas  from  both  their  customers  and 
management,  the  employee  store  staff  has  continuous¬ 
ly  met  the  needs  of  the  employees.  Since  1 999,  when 
Grange  Insurance  instituted  a  business  casual  dress 
code,  logo  merchandise  has  become  the  centerpiece  of 
the  employee  store.  To  better  accommodate  the  de¬ 
mand  for  these  items,  the  store  worked  with  a  web¬ 
master  from  Grange's  Information  Technology  Depart¬ 
ment  to  create  an  online  catalog  solely  for  the  sales  of 
logo  merchandise.  Many  departments  and  managers 
also  request  products  and  services,  such  as  balloons 
and  gift  certificates,  for  corporate  events. 

The  store  has  a  positive  effect  on  the  company's  cul¬ 
ture.  By  allowing  employees  to  shop  at  work,  upper 
management  is  demonstrating  to  them  that  the  compa¬ 
ny  cares  about  their  personal  and  work  lives.  During 
the  day,  employees  can  concentrate  on  their  jobs 
instead  of  worrying  about  the  errands  they  need  to 
run  after  work.  The  store  is  there  for  them  when  they 
need  items  in  a  hurry,  such  as  birthday  or  anniver¬ 
sary  gifts.  Even  visitors  to  the  company  comment  on 
the  convenience  of  their  onsite  store,  making  it  a 
potential  recruitment  and  retention  tool. 
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Chart  B 


Grange  Insurance  Employee  Store  Sales 

for  1999  &  2000 


1999  Sales  -  2000  Sales 

(In  thousands  of  dollars) 


Corporate  support 

Employees  are  automatically  members  of  VERA  with¬ 
out  having  to  pay  dues.  The  store's  profits  go  towards 
employee  activities  and  products  for  the  store.  The  staff 
attributes  the  store's  success  to  management's  contin¬ 
ued  support  over  the  years.  The  company  does  not 
charge  the  association  to  rent  space  at  its  corporate 
headquarters  and  upper  management  is  supportive  of 
new  ideas  and  willing  to  provide  guidance.  Today's 
Grange  Insurance  Employee  Store  has  one  full-time 
employee  and  two  part-time  employees  servicing  its 
1 ,200-employee  customer  base.  Kim  Colopy  is  the  full¬ 
time  employee  store  manager,  Melony  Moore  is  the 
part-time  employee  store  clerk  and  Rea  Jean  Hix  is  the 
full-time  manager  of  associate  relations  and  activities 
who  works  part-time  in  the  store.  The  company  pays 
their  salaries. 

Sales  growth 

Several  factors  contributed  to  the  employee  store's 
five  percent  increase  in  total  sales  in  2000  (see  Chart 
B).  In  February  2000,  the  company  expanded  the  store 
from  228  sq.  ft.  to  574  sq.  ft.  In  June,  the  store  began 
accepting  credit  card  payments.  In  July,  they  expanded 
the  store  hours  from  five  to  eight  hours.  They  also 
began  offering  more  logo  wear  and  added  additional 
merchandise  such  as  magazines,  bus  passes  and 
sports-related  products.  All  of  these  changes  have 
brought  more  traffic  into  the  store  and  increased  sales. 


Their  growth  has  allowed  them  to  work  with  a  variety 
of  suppliers.  Meeting  minimum  requirements  for  prod¬ 
uct  purchases  is  no  longer  a  problem. 

Conclusion 

Grange  Insurance's  Employee  Store  staff  is  quick  to 
point  out  that  they  could  not  have  accomplished  so 
much  without  corporate  support.  Last  year  was  the 
most  rewarding  year  yet.  Not  only  did  Grange 
Insurance  agree  to  remodel  a  new  room  to  increase  the 
sales  area,  but  they  paid  for  the  construction,  new  fix¬ 
tures  and  additional  storage  space.  Because  manage¬ 
ment  understands  the  need  to  balance  work  and  per¬ 
sonal  life,  Grange  Insurance  employees  enjoy  a  stress- 
free  zone  where  they  can  shop  at  work.  esm 
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Association 


Western  Region  Conference  &  Exhibit 

Camelback  Inn  Resort 

Scottsdale  Arizona 
September  6  -9,  2001 


Plan  to  have  four  days  of  valuable  learning  experiences  as  well  as  tons 
of  fun.  Pre  and  post-conference  trips  will  be  offered  as  well  as  spousal 

activities. 


Registration  cost  will  be: 


Earlv  Registration 

Later  Registration 

Organizational  Member 

$270 

$290 

Non  ESMA  attendee 

„  $375 

$375 

Non  Exhibitor  Associate 

$375 

$375 

Daily 

$115 

$115 

Spouse/guest 

$220 

$230 

Retirees 

$185 

$205 

Students 

$165 

$165 

Exhibitor  Booths 

$850 

$875 

Hotel  rooms  at  the  Camelback  Inns  will  be  $1 19.  per  night. 


You  won’t  want  to  miss  a  chance  to  “Pick  Your  Goals  for  Success! 

Need  more  information? 

Contact 

Dee  Giuntoli  -  Delegate  registration 
623-979-3327  —  westemconf2001@yahoo.com 

Gini  Dewolf  -  Exhibitor  registration 
602-955-0812  -  giniad@aol.com 
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Local  chapters  are  recognized  for  excellence 
in  networking  and  professional  development 


n  the  early  1980s,  Leonard  R.  Brice, 
former  consultant  for  ESM  Association, 
helped  develop  the  chapters  that  give 
ESM  Association  a  strong  foothold  in  most 
major  markets  throughout  the  U.S.  today. 
Our  chapters  are  an  excellent  resource  for 
local  members  to  participate  in  networking 
meetings  and  educational  opportunities 
covering  employee  services,  work/life 
issues  and  recruitment  and  retention 
strategies.  This  exclusive  network  provides 
assistance  to  companies  wanting  to  devel¬ 
op  or  improve  programs  based  on  ESM 
Association’s  “Ten  Components  of  a  Well- 
Rounded  Employee  Services  Program.” 
Many  members  use  their  local  chapter 
as  a  stepping  stone  to  involvement  in 
national  leadership. 


Leonard  R.  Brice 
Superior  Merit  Award 

ESM  Association  of  San  Antonio 

submitted  by  Denise  Staudt, 
CESM,  chapter  president 


Chapter  Merit  Award 

ESM  Association  of  Central  Florida 

submitted  by  Paula  Pease, 
chapter  president 
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ESM  Association's  Chapter  Awards  recognize  chapters 
that  display  continuous  effort  in  providing  networking 
opportunities  for  members,  delivering  enhanced  per¬ 
sonal  and  professional  development  and  conducting 
business  in  a  sound  manner.  ESM  Association  of  San 
Antonio,  TX,  was  awarded  the  Leonard  R.  Brice 
Superior  Merit  Award,  and  ESM  Association  of  Cen¬ 
tral  Florida,  Orlando,  FL,  was  awarded  the  Chapter 
Merit  Award. 

ESM  Association  of  San  Antonio 

Winner  of  the  Leonard  R.  Brice  Superior  Merit  Award 

ESM  Association  of  San  Antonio  attributes  much  of  its 
success  to  its  educational  programming.  At  each  chap¬ 
ter  meeting,  speakers  are  invited  to  discuss  employee 
services-related  topics  such  as  travel  planning  and 
wellness  program  ideas.  Community  experts  have  pre¬ 
sented  information  on  how  ESM  Association  of  San 
Antonio  members  and  their  employees  can  become 
involved  in  local  mentoring  programs  with  grade 
school  children.  A  presentation  by  an  area  lawyer 
offered  methods  for  avoiding  lawsuits  in  the  workplace. 

To  help  attract  new  members,  the  chapter  publicizes 
its  meetings  in  a  local  human  resource  magazine.  This 
simple  advertisement,  in  addition  to  a  July  membership 
drive  at  a  local  water  park,  helped  to  increase  chapter 
membership  by  17  percent  in  2000.  Over  500  human 
resource  professionals  in  the  San  Antonio  area  and 
their  families  were  invited  to  the  water  park  event. 
Prices  for  admission  were  kept  affordable  so  that  many 
people  could  participate.  In  front  of  a  large  audience  of 
prospective  members,  ESM  Association  of  San  Antonio 
chapter  leaders  delivered  a  presentation  on  the  value  of 
work/life  balance  and  the  positive  effects  employee  ser¬ 
vices  can  have  on  the  bottom  line.  Any  profits  gained 
from  chapter  events  are  invested  into  the  next  event. 
ESM  Association  of  San  Antonio  continues  to  support 
San  Antonio's  Elf  Louise  Toy  Drive  by  donating  money 
and  a  carload  of  toys  to  less-fortunate  children  during 
the  holiday  season. 

ESM  Association  of  Central  Florida 

Winner  of  the  Chapter  Merit  Award 

ESM  Association  of  Central  Florida  mixes  a  successful 
blend  of  education,  communication  and  active  leader¬ 
ship.  Within  the  last  year,  the  chapter  has  seen  a  20 
percent  increase  in  membership.  A  strong  group  of 
chapter  leaders  have  succeeded  in  providing  creative 
programming  and  community  interest  opportunities  for 
local  employee  services  professionals. 

The  ESM  Association  of  Central  Florida  Board  of 
Directors  remain  in  contact  between  monthly  chapter 
meetings.  Each  Board  member  is  responsible  for  devel¬ 
oping  and  reporting  on  one  piece  of  chapter  business 


at  the  chapter  meetings.  The  minutes  from  the  meetings 
are  distributed  to  every  member  of  ESM  Association  of 
Central  Florida. 

The  chapter  binds  an  annual  Membership  Kit  that  is 
referred  to  throughout  the  year.  If  includes  a  mission 
statement,  Board  of  Directors  listing,  meeting  schedule 
for  the  year,  chapter  bylaws,  directory  of  Chapter 
Members,  and  Local  Associate  Yellow  Pages  complete 
with  respective  product  descriptions.  :i 

The  chapter  leaders  are  dedicated  to  serving  the  needs 
of  their  members.  Last  year,  they  administered  a  mem¬ 
bership  survey  to  gain  valuable  feedback  on  the  quali¬ 
ty  of  its  programming  and  leadership.  The  chapter  lead¬ 
ers  have  also  found  the  results  from  this  survey  to  be 
useful  in  determining  member  demographics. 

ESM  Association  of  Central  Florida  is  also  involved  in 
the  community.  The  chapter  raises  funds  by  selling  door 
prize  tickets  for  $1  at  each  chapter  meeting.  Half  of  the 
proceeds  are  added  to  chapter  funds,  while  the 
remainder  is  donated  to  the  Russell  Home  for  Atypical 
Children,  Orlando,  FL. 

In  2000,  two  ESM  Association  of  Central  Florida 
members  turned  to  ESM  Association  Headquarters  for 
professional  development.  Myron  Ascher,  senior 
human  resource  manager,  Risk  Enterprise  Manage¬ 
ment,  Ltd.,  Maitland,  FL,  was  recognized  as  a  Certified 
Employee  Services  Manager  (CESM)  while  Ralph 
Recht,  engineering,  Daniels  Manufacturing  Corp., 
Orlando,  FL,  was  certified  as  a  Recognized  Volunteer 
Employee  Services  and  Recreation  Administrator 
(RVESRA).  Recht,  along  with  three  other  members  from 
ESM  Association  of  Central  Florida  Board  of  Directors, 
attended  ESM  Association's  59th  Annual  Conference  & 
Exhibit  in  Denver,  CO.  These  attendees  shared  the 
information  they  learned  at  the  conference  with  other 
chapter  members  at  a  monthly  chapter  meeting.  ESM 
Association  of  Central  Florida  used  chapter  funds  to 
pay  for  the  board  members'  conference  registration. 

Helping  members  do  their  jobs  better 

The  winners  of  the  Chapter  Awards  understand  that  to 
benefit  the  members,  local  chapters  must  serve  as  an 
educational  tool  and  professional  networking  resource. 
ESM  Association  of  San  Antonio  and  ESM  Association 
of  Central  Florida  are  working  hard  to  communicate 
the  importance  of  employee  services  programs  in  cor¬ 
porate  America.  Their  offerings  have  helped  employee 
services  providers  do  their  jobs  better,  which,  in  turn, 
attracts  more  members  to  their  chapters.  esm 
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Distinguished  Service 
Award 


Dale  Shafer,  CESM,  is  honored  for  serving 
ESM  Association 


Employee  Sen/ices  Management  (ESM) 
Association  honored  Dale  Shafer, 
CESM,  general  manager,  Pacific  Service 
Employees’  Association  (PSEA)  of  Pacific 
Gas  &  Electric  (PG&E),  Concordia,  CA, 
with  ESM  Association’s  Distinguished 
Service  Award  for  his  outstanding,  long¬ 
term  contributions  to  ESM  Association  for 
over  14  years. 

This  special  award  is  given  to  those  ESM 
Association  Members  whose  volunteer 
work  truly  defines  active  membership  in 
ESM  Association.  The  efforts  of  each 
Distinguished  Service  Award  recipient 
have  been  instrumental  in  the  success  of 
ESM  Association,  thus  earning  the  respect 
of  their  peers. 


Dale  Shafer,  CESM 

Pacific  Service  Employees’  Association 
Pacific  Gas  and  Electric 
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Shafer,  a  Certified  Employee  Services  Manager  (CESM), 
has  served  in  a  variety  of  ESM  Association  positions 
including  chapter  board  member,  chapter  president, 
regional  director-elect,  regional  director,  and  national 
board  member.  He  coordinated  two  successful  ESM 
Association  Western  Region  Conferences  comprised  of 
strong  educational  sessions  and  bustling  Exhibit  Halls. 
Shafer  has  counseled  other  regions  on  the  management 
of  their  conferences  as  well. 

Shafer  served  on  ESM  Association's  National  Board  of 
Directors  in  1993  and  1994  as  Western  Region  National 
Director,  serving  as  chair  of  the  Chapter  Relations  Com¬ 
mittee  and  as  a  member  of  both  the  Policy  Committee 
and  the  Finance  Committee.  As  a  recognized  leader  in 
the  industry,  Shafer  was  chosen  to  participate  in  the  asso¬ 
ciation's  Strategic  Long-Range  Planning  Meetings. 

Whether  he  is  contributing  as  a  conference  session 
chair,  peer  consultant  or  an  author  of  Employee  Services 
Management  (ESM)  Magazine,  Shafer  continues  to  help 
ESM  Association  promote  the  value  of  employee  ser¬ 
vices.  He  is  a  charismatic  leader  who  invests  the  time  to 
learn  the  individual  strengths  of  those  around  him  and  he 
achieves  commendable  goals. 


When  surprising  Shafer  with  this  award  at  the  Member 
Appreciation  Luncheon,  ESM  Association's  2001 
President  Bud  Fishback,  CESM,  said,  "One  of  the  true 
signs  of  great  leadership  is  the  ability  to  listen  to  your 
constituents.  I  know  of  no  other  person  within  ESM 
Association  that  listens  to  the  members  as  well  as  the 
individual  we  are  honoring  today.  Along  with  his  listen¬ 
ing  skills,  this  person  is  an  outstanding  communicator 
who  is  willing  to  share  his  opinions  in  a  thoughtful 
and  constructive  way.  Andrew  Jackson  once  said,  'One 
man  with  courage  makes  a  majority.'  The  person  we 
honor  today  has  the  courage  and  conviction  to  say  what 
he  believes."  jg\  ) 

Numerous  times  under  Shafer's  management,  PSEA 
of  PG&E  has  earned  ESM  As|bciJ|fbn's  Eastwood 
Award  for  outstanding,  overall  employee  services  pro¬ 
gram  in  its  class. 

Shafer  was  honored  at  ESM  Association's  60th  Annual 
Conference  &  Exhibit  during  the  Member  Appreciation 
Luncheon,  held  on  April  10,  2001  at  the  Fairmont  Hotel 
in  New  Orleans.  esm 


Employee  Savings^ 


Savings  of  15%  to  30% 
off  your  next  stay! 

Call  participating  Days  Inn,  Howard  Johnson,  Knights  Inn, 
Ramada,  Travelodge  &  Wingate  Inn  hotels  to  receive 
substantial  discounts. Remember  to  give  your  Member 
Benefit  I.D.  number  20646  when  making  reservations. 

To  order  wallet  cards  of  program,  fax  your  request 
to  Derek  Errlchetti  (973)  496-1084. 


rj toward  fjohnson 


uu 

Knights 

Inn 

RAMADA 

Travelodge 
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\\  1  N  <  ;  \  i  1: 

1-800-268-2195  1-800-769-0939  1-800-682-1071  1-800-462-8035  1-800-545-5545  1-877-202-8814 

Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit 

ID  #20646  ID  #20646  ID  #20646  ID  #20646  ID  #20646  ID  #20646 


'Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 
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ESM  Association  Western  Field  Office  Manager 
Phyllis  Smith,  CESM,  announces  her  retirement 


Employee  Services  Management 
(ESM)  Association  honored  Phyllis 
Smith,  CESM,  ESM  Association 
Western  Field  Office  manager, 
Rowland  Heights,  CA,  for  her  out¬ 
standing  long-term  commitment  of 
time  and  expertise  to  ESM  Association. 
She  has  been  a  key  contributor  to  the 
association  for  over  two  decades. 
Smith  announced  her  retirement  at  the 
Member  Appreciation  Luncheon  of 
ESM  Association’s  60th  Annual  Con¬ 
ference  and  Exhibit,  April  10,  2001  at 
the  Fairmont  Hotel  in  New  Orleans. 


Phyllis  Smith,  CESM 

Former  Western  Field  Office  Manager 
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As  Western  Field  Office  Manager,  Smith  aided  the 
ESM  Association  Chapters  west  of  the  Mississippi  River. 
Whether  she  was  starting  up  a  new  chapter,  developing 
chapter  leadership  or  coordinating  membership  cam¬ 
paigns,  she  was  delighted  to  serve  all  those  who 
requested  assistance. 

ESM  Association  Past  President  Smith  was  active  with 
ESM  Association  on  the  local  level,  in  the  1970s, 
before  being  elected  to  serve  on  the  National  Board  of 
Directors  as  Region  VII  Senior  Director  in  1979,  and 
then  secretary  in  1981.  In  1984,  she  became  the  sec¬ 
ond  female  president  of  the  association.  Since  serving 
as  president,  Smith  has  remained  active  on  the  nation¬ 
al  level.  From  1 984-1 993,  Smith  demonstrated  her  sup¬ 
port  of  employee  services  research  and  education  as  an 
ESM  Association  Foundation  trustee.  Then,  from  1993- 
1 995,  she  served  as  Foundation  chair.  Smith  was  elect¬ 
ed  to  the  National  Board  of  Directors  as  the  Western 
Region  Director  from  1991-1993.  In  1993,  she  was 
named  the  Western  Field  Office  Manager  and  has  held 
this  title  since. 


Smith  has  coordinated  multiple  National  ESM 
Association  Conferences  and.  Exhibits  and  ESM 
Association:  Western  Region  Conferences.  As  a 
Certified  Employee  Services  Manager  (CESM),  Smith 
has  been  a  resource  for  Employee  Services 
Management  (ESM)  Magazine  and  a  peer  advisor  to 
chapter  leaders  and  the  overall  membership.  Program 
ideas,  legal  issues  and  leadership  skills  are  her 
strong  suits. 

When  surprising  her  with  this  special  honor,  ESM 
Association's  2001  President  Bud  Fishback,  CESM, 
said,  "Over  the  years,  Phyllis  has  been  a  combination 
of  a  lot  of  things  to  a  lot  of  members  in  the  association, 
including  myself.  She  has  been  a  guidance  counselor, 
a  team  builder,  a  mentor,  a  historian,  a  librarian,  and  a 
confidant — to  name  a  few." 

In  her  acceptance  speech,  Smith  thanked  all  those 
who  helped  her  along  the  way.  Jfue  to  her  character, 
she  pledged  her  continued  support  to  the  association, 
saying,  "I'm  just  a  phone  call  away."  esm 


NOW  SAVE  15%  AT 
THOUSANDS  OF  CHOICE 
HOTELS  WORLDWIDE! 


The  next  time  you’re  traveling,  call  1-800-258-2847  and 
request  Employee  Services  Management’s  discount  ID 
#00044073.  You’ll  save  15%  at  thousands  of  Sleep®, 
Comfort®,  Quality®,  Clarion®,  Econo  Lodge®,  MainStay®,  and 
Rodeway  Inns®,  Hotels  and  Suites.* 


3,000  Choice  Hotels  will  provide  a  free  continental  breakfast 
and  children  18  and  younger  stay  free  when  they  share  the 
same  room  as  their  parents  or  grandparents. 


CHOICE  HOTELS 

INTERNATIONAL 


ID  #00044073 


*  Enjoy  free  membership  into  our  Guest  Privileges  Frequent  Stay  Program.  Call 
1-888-770-6800  for  details  or  visit  our  website  at  http://www.guestprivi- 
leges.com.  Advance  reservations  are  required  through  1-800-258-2847. 
Discount  is  based  on  availibility  at  participating  hotels  and  cannot  be  used  in 
conjunction  with  other  discounts  or  promotions. 
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Call  1-800-258-2847 


ESM  Association  recognizes  Exhibitors  for  their  inviting 
booths  and  excellence  in  exhibiting  skills 


Rosebud  Marketing 


Exhibitor  Longevity  Awards 

ESM  Association  thanks  the  follow¬ 
ing  Exhibitors  for  continuous  years 
of  participation  in  ESM  Association's 
Annual  Conference  &  Exhibit 

75  Years — Global  Holidays 
5  Years — Cendant  Corp. 

5  Years— Jordan  Worldwide 
5  Years — Laughlin  Visitors  Bureau 
5  Years — Lee  Island  Coast  Visitors 
&  Convention  Bureau 
5  Years — Selling  Edge,  Inc. 


The  following  Exhibit  Hall  judges  volunteered  their  time  to  evaluate  each  of  the 
133  Exhibit  Booths  and  determine  the  above  winners: 

Emily  Hammock,  Methodist  Hospitals  of  Dallas  Toni  Holmes,  MESRA 

Jim  Sjoerdsma,  Genencor  International  Marcy  Stagliano,  Delphi  Automotive  Systems/UAW 
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Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing 
work  and  family  concerns,  convenience  ser¬ 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Sen/ices  for 
Employees,  the  second  ESM  Association 
Monograph,  presents  a  multitude  of  conve¬ 
nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience 
Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  services  and 
one-stop  shopping  at  your  employee  store. 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 
convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #1, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services.  View  both  Monographs  in  the  Member 
Resources  Section  of  www.esmassn.org  or  order  a 
hard  copy  from  ESM  Association. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 

Name _ 

Address 


City _ _ State _ Zip _ 

Phone  ( _ ) _ 

O  This  brochure  is  the  second  in  a  series  of 
ESM  Association  Monographs.  Please  check  here  if 
you  are  interested  in  receiving  Monographs  on  other 
employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarters 
2211  York  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371*  www.esmassn.org  •  esmahq@esm 


By  Cynthia  Helson 


West  Group  chats  with  ESM  Magazine  about 
determining  what  employees  want 


An  Interview  With 
Jennifer  Nelson 

Best  Practices 
Conference  Session  Speaker 

West  Group  Employee  Services  Case  Study 
Eagan,  MN 

Member  profile 

ESM  Association  Member:  Jennifer  Nelson 
Title:  Human  Resources  Specialist  and 
Wellness  Educator 
Company:  West  Group 
Headquarters:  Eagan,  MN 
Business:  Provider  of  e-information  and 
solutions  to  the  U.S.  legal  market 
Number  of  employees:  8,000  nationwide, 
6,000  at  headquarters 
Employee  services  components:  Special 
events,  recognition  program,  health  and  well 
ness,  recreation  programs,  employee  store. 


During  her  Best 
Practices 
Session  at  ESM 
Association's 
60th  Annual 
Conference 
&  Exhibit, 
Jennifer  Nelson 
demonstrated 


Q&A 

ESM:  West  Group  is  known  for  a  positive  corporate  cul¬ 
ture  that  encourages  employees  to  enjoy  free  coffee,  tea, 
milk,  and  fruit  in  the  cafeterias  in  addition  to  weekly 
onsite  employee  barbecues.  Corporate  provides  the  bud¬ 
get  for  your  employee  store,  wellness  programs  and  spe¬ 
cial  events.  Please  explain  how  your  budget  works  and 
why  management  feels  it  is  important  to  provide 
these  funds. 

Chart  A 


Sample  Survey  &  Results 


Below  are  the  survey  questions  and  results 
of  83  respondents  who  participated  in  West 
Group's  Bring  a  Child  to  Work  Day  event. 

1.  Was  the  event  structured  appropriately  for 
the  age  grt 


Yes  -  82%  (68/83) 

No  -  7%  (6/83) 

No  answer  -  11%  (9/83)!  ’-  '  "  kv  -f 

2.  Were  you  pleased  with  the  welcoming 
activities  and  how  the  children  were  greeted? 
Yes  -  88%  (73/83) 

No -1%  (1/83)  -  w 

No  answer  - 11%  (9/83) 

3.  Were  you  pleased  with  the  lunch 
arrangements? 

Yes  -  84%  (70/83)  f 

no  -  5%  m 


No  answer  -11%  (9/83) 

4.  Did  your  child/children  have  a  good  time? 
Yes  -  83%  (69/83) 

No  -  7%  (6/83) 

No  answer  - 10%  (8/83) 

5.  Did  your  child/children  like  the  gifts 
provided  by  West  Group? 

Yes  -  88%  (73/83) 

No-- 4%  (3/83) 


No  answer  -  8%  (7/83) 


mm 


6.  What  activity/activities  would  you  suggest 
for  next  year's  event? 

Results  -  varied. 


Nelson:  Our  programs  are  funded  through  the  Employee 
Relations  budget  because  West  Group's  management 
believes  employee  services  activities  are  important  to  our 
corporate  culture.  By  enriching  the  corporate  culture, 
West  Group  is  better  able  to  attract  and  retain  the  best 
and  brightest  employees. 

ESM:  You  developed  a  survey  procedure  for  monitor¬ 
ing  participants'  opinions  of  attending  West  Group's 
four  major  special  events:  Bring  a  Child  to  Work  Day 
(Chart  A),  Company  Picnic,  Holiday  Reception,  and 
Children's  Holiday  Party.  How  does  management  use 
these  numbers  to  determine  the  budget  for  your  special 
events  and  vvellness  programs? 

Nelson:  We  use  surveys  to  track  participation.  We  use 
the  data  to  demonstrate  to  management  that  we  are 
meeting  the  needs  of  our  employees.  The  results  provide 
a  business  case  for  management's  support  of  these  initia¬ 
tives.  It  also  helps  us  evaluate  the  structure  of  a  program 
and  determine  how  it  can  be  enhanced  in  the  future.  We 
don't  have  to  say,  "We  think  our  employees  liked  this 
program."  We  point  to  the  numbers  and  say  a  program 
either  worked  or  didn't  work.  Our  surveys  also  ask 
employees  what  they  would  like  us  to  be  doing.  We 
don't  guess,  we  find  out. 

ESM:  How  do  you  communicate  the  survey  results  to 
management  and  the  employees? 

Nelson:  We  distribute  a  monthly  report  to  upper-level 
management  and  publish  the  results  in  our  employee 
newsletter,  using  a  straightforward  approach. 

ESM:  How  do  you  encourage  participants  to  complete 
the  surveys? 

Nelson:  We  use  two  forms  of  communication:  online 
and  paper.  We  encourage  participation  by  making  it  easy 
for  them  to  share  their  opinions.  The  survey  is  short  and 
straightforward.  Each  survey  requires  only  three  to  five 
minutes  to  complete. 

ESM:  What  is  your  usual  response  rate? 

Nelson:  Many  employees  enjoy  sharing  their  feed¬ 
back — whether  positive  or  negative — so  our  response 
rate  is  usually  very  high.  The  online  response  rates  are 
higher  than  the  paper  response  rates.  If  there  is  a  direct 
link  to  the  survey  from  the  corporate  intranet  site,  more 
employees  will  take  the  time  to  respond. 

ESM:  How  do  you  calculate  the  responses? 

Nelson:  By  using  an  online  system  for  the  online  surveys 
and  a  manual  system  for  the  paper  surveys.  We  are  in  the 
process  of  researching  new  software  that  will  streamline 
this  process. 


38 


esm  magazine  May/June  2001 


ESM:  Have  you  used  the  surveys  to  create  a 
cost-benefit  analysis  that  proves  your  pro¬ 
grams  have  helped  lower  absenteeism, 
decrease  turnover  or  increase  productivity 
among  special  event  and  wellness  program 
participants?  What  are  some  of  the  statistics 
you've  discovered  that  show  participating  in 
these  programs  leads  employees  to  have  a 
positive  view  of  their  employer? 

Nelson:  Through  our  program  surveys,  we 
have  determined  that  our  Health  and 
Wellness  classes  have  high  employee  partici¬ 
pation  and  are  currently  in  demand. 
However,  with  these  particular  surveys,  it  is 
difficult  to  measure  the  direct  impact  our  pro¬ 
grams  have  on  the  employees  and  the 
employer.  Therefore,  we  do  not  apply  these 
results  directly  to  absenteeism,  turnover  and 
productivity.  Instead,  we  conduct  a  company¬ 
wide  Employer  of  Choice  Survey,  every  three 
years,  that  gives  employees  an  opportunity 
to  express  themselves  anonymously  and 
allows  us  to  measure  their  interest  in  our  pro¬ 
grams.  We  involve  our  workforce  in  several 
aspects  of  our  decision  making,  which,  we 
believe,  has  helped  decrease  absenteeism 
and  turnover.  esm 


Cynthia  Helson  is  director  of  communications  for 
Employee  Services  Management  (ESM)  Association 
Headquarters.  She  can  be  reached  at  (630)  368- 
1280  or  chelson@esmassn.org. 
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For  ESM  Association’s  monumental  60th  Annual 
Conference  &  Exhibit,  we  kicked  it  up  another 
notch  to  deliver  the  highest  quality  educational  ses¬ 
sions  available  in  the  employee  services  industry.  Our 
dynamic  speakers  applied  the  latest  corporate 
trends  to  the  field  and  instilled  in  our  attendees  the 
inspiration  to  make  a  difference  at  work.  In  the  Exhibit 
Hall,  suppliers  showcased  innovative  products  and 
services  while  displaying  an  in-depth  understanding 
of  our  market. 


Conference  photography  sponsored  by  Prudential 


^Realizing  that  employee  services  are  now  more  important  than  ever  in 
||;racting  top  talent,  companies  from  across  the  world  sent  their  employee  ser¬ 
ies,  providers  to  the  Fairmont  Hotel,  New  Orleans,  LA,  for  three-and-a-half 
Of  networking  and  education  addressing  the  issues  that  impact  their  jobs, 
^pployees  and  their  companies.  Sessions  dealt  with  selling  programs  to 
nt,  impacting  the  bottom  line  and  how  corporate  issues — such  as 
•can  affect  their  jobs.  Throughout  the  duration  of  the  conference, 
made  contacts  and  learned  new  programming  concepts. 


By  Peter  N.  Wolak 


TrtHwfe-  s  Session,  audience 

Association's  "Ten 
Employee 
'  ■■('Services  Program.! 


In  today’s  fluctuating  business 
needed  now  more  than  ever 


Throughout  the 
of  opportunities 


market,  employee  services  are 


Start  your  learning 

Each  conference  attendee  received  a  bound  copy  of  the  speaker  handouts 
in  their  registration  packets,  courtesy  of  Prudential.  This  newly-added  confer¬ 
ence  feature  maximized  the  take-home  value  of  the  conference  by  allowing 
attendees  to  obtain  information  from  all  of  the  sessions — even  those  they 
could  not  attend. 

Monday  morning  found  conference  attendees  filing  off  into  three  distinct 
sessions.  ESM  Association  Chapter  leaders  attended  the  Chapter  Leader 
Forum,  where  they  exchanged  ideas  on  membership  recruitment  and  educa¬ 
tional  programming.  ESM  Association  Director  of  Member  Services  Jean 
Wilson  and  Brenda  Robbins,  CESM,  Research  Recreation  Association  execu 
tive  director,  Southwest  Research  Institute,  San  Antonio,  TX,  fielded  questic 
about  tax  exempt  status,  chapter  liability  and  various  other  chapter  issues.  I 
the  Employee  Store  Super  Session,  Lynne  Schwabe,  owner,  Lynne  D. 

&  Co.,  Middleburg,  VA,  showed  employee  store  managers  how  to 
store  sales  and  boost  customer  satisfaction  through  proven  sales 
Meanwhile,  during  the  Member  Services  Session,  ESM  Associ 
Headquarters'  staff  taught  conference  attendees  how  to  use  ESM 
Headquarters'  Member  Services  to  help  them  do  their  jobs  better. 

After  lunch,  the  Fairmont  Hotel's  Grand  Ballroom  filled  with 
anxious  to  see  and  hear  speakers  John  and  Greg  Rice,  the  world's 
twins.  From  the  minute  they  stepped  foot  on  stage,  John  and 
command  of  the  audience.  Mixing  amusing  stories  about 
ed  to  their  height  and  the  lessons  they  learned,  the  Rice  twins 
you  can  take  an  oyster  of  difficulty  and  find  a  pearl  of 


Best  Practices 

This  year,  a  new  educational  track  entitled  Best 
Practices  highlighted  and  recognized  outstanding 
employee  services  programs  within  ESM  Assoc¬ 
iation.  Five  companies  of  varying  size,  culture  and 
industry  were  chosen  to  present  their  road  to  success 
in  employee  services.  Jim  Malone,  manager  of  recre¬ 
ation  and  fitness,  S.C.  Johnson,  Racine,  Wl,  dis¬ 
cussed  the  recruitment  and  retention  power  of 
Armstrong  Park,  S.C.  Johnson's  146-acre  employee 
park  and  facilities.  Paula  Pease,  staff  project  engi¬ 
neer,  Litton  Laser  Systems,  Apopka,  FL,  showed  how 
a  company  with  only  a  few  hundred  employees  can 
still  enjoy  extensive  employee  benefits  and  activi¬ 
ties.  Jennifer  Nelson,  human  resource  specialist, 
West  Group,  Eagan,  MN,  explained  how  their  spe¬ 
cial  events  help  boost  morale,  while  Cheri  Rose, 
manager,  corporate  services,  described  the  conve¬ 
nience  services  available  through  West  Group's 
employee  store.  As  part  of  a  company-sponsored 
program  made  up  of  volunteers,  Ruth  Hernandez, 
president  of  PERA,  Newark,  NJ,  and  Eleanor  Fetch, 
treasurer  of  PERA,  Scranton,  PA,  Prudential 
Employee  Recreation  Association  (PERA),  stressed 
the  importance  of  tracking  expenses  and  recogniz¬ 
ing  volunteers.  Later,  a  panel  of  employees  from 
PERA  Club-Salt  River  Project,  Phoenix,  AZ,  led  by 
Kemp  Ellis,  general  manager,  spoke  on  the  chal¬ 
lenges  of  overseeing  employee  services  programs 
and  employee  stores  in  multiple  locations.  At  each 
session,  attendees  were  afforded  the  opportunity  to 
ask  detailed  benchmarking  questions.  Look  for 
profiles  on  these  companies  in  upcoming  issues  of 
ESM  Magazine  and  on  the  web  at  www.esmassn.org. 

See  it  all  in  the  Exhibit  Hall 

This  year's  Exhibit  Hall  displayed  less  flash  and  more 
personal  attention.  Employee  services  managers  asked 
questions  and  communicated  specific  needs.  The 
Exhibitors  answered  with  tailored  programs  adaptable 
to  the  attendees'  corporate  cultures.  Their  efforts  to 
build  quality  relationships  with  conference  attendees 
paid  off  with  high  traffic  in  the  Exhibit  Booths  and  qual¬ 
ified  leads.  Conference  attendees  strolled  the  aisles  of 
the  Exhibit  Hall  in  search  of  products  and  services  to 
enhance  their  employee  services  programs,  including 
discount  programs,  logoed  items,  computer  programs, 
and  hotel  and  travel  packages.  Many  of  the  products 
and  turn-key  programs  will  serve  as  an  avenue  for 
recruitment  and  retention. 


Socializing 

ESM  Association's  evening  social  function,  A  Night  in 
New  Orleans,  invited  guests  to  experience  one  more 
night  of  Big-Easy  fun  at  the  Fairmont  Hotel.  Attendees 
enjoyed  a  Cajun  buffet  of  shrimp  Creole,  fried  catfish 
and  jambalaya  as  they  danced  the  night  away  to  the 
New  Orleans-style  band  Vieux  Carre.  Some  guests 
arrived  in  masquerade  masks,  prepared  to  celebrate 
the  evening. 

During  the  Closing  Brunch  on  Thursday  morning, 
the  ESM  Association  Foundation  held  their  annual 
Live  Auction.  Among  this  year's  favored  items  were  a 
Compaq  laptop  computer  and  an  electric  guitar  auto¬ 
graphed  by  John  Mellencamp.  A  Silent  Auction  was 
held  throughout  the  conference  during  Exhibit  Hall 
hours.  Among  the  items  sold  were  a  hockey  stick 
autographed  by  Tyson  Nash  of  the  St.  Louis  Blues. 
Due  to  the  efforts  of  the  ESM  Association  Foundation 
Trustees,  the  ESM  Association  Foundation  raised 
$6,480  for  employee  services  education  and  research. 
During  the  brunch,  it  was  announced  that  ESM 
Association's  61st  Annual  Conference  &  Exhibit  will 
be  held  at  Town  and  Country  Resort  and  Convention 
Center  in  San  Diego,  CA. 

Conclusion 

Employee  programs  are  essential  in  today's  ever- 
changing  workplace  of  mergers,  acquisitions  and 
downsizing.  Those  companies  that  have  them  are  more 
likely  to  retain  employees  and  maintain  high  morale 
during  these  trying  times.  It  is  the  job  of  the  employee 
services  provider  to  learn  how  to  communicate  to  man¬ 
agement  the  need  for  these  programs.  ESM 
Association's  60th  Annual  Conference  &  Exhibit  pro¬ 
vided  employee  services  managers  with  an  under¬ 
standing  of  why  their  employee  services  programs  are 
recruitment  and  retention  tools  and  how  they  can  use 
them  to  impact  the  bottom  line.  When  applied,  this 
information  will  help  their  companies  become  top 
employers  within  their  communities.  esm 

Peter  N.  Wolak  is  editorial  assistant  for  ESM  Magazine.  He 
can  be  reached  at  (630)  368-1280  or  peterwolak 
@esmassn.org. 
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YOU  WANT 
A  THRILLING 
ADVENTURE, 

but  nothing  dangerous. 


YOU  WANT 
A  UNIQUE 
EXPERIENCE, 

but  not  too  far  away. 


YOU  WANT 
A  FAMILY 
VACATION, 

that  makes  everyone  happy. 


Come  together  at  Busch  Gardens  and  SeaWorld  Adventure  Parks,  the  only  places  where  your  family  will 
experience  once-in-a-lifetime  animal  interactions  and  world-class  thrill  rides.  For  additional  information  on 
Anheuser-Busch  Adventure  Parks  and  Adventure  Club,  please  call  1-888-925-8287. 


SeaWorld 

A  F>  V  E  NTURf  PARKS 

www.  sea  wor  I  cl  .com 


www,  buschgardens.com 


keeping  it  simple 
finding  a  balance 
making  it  work 
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Xylo  offers  a  unique  Web-based  work/life 
program  that  saves  employees  time, 
money  and  simplifies  their  lives.  We  feature 
hundreds  of  great  discounts,  outstanding 
savings  and  creative  solutions  that  are 
fast,  easy  and  convenient  to  use — from 
work  and  home. 


The  Xylo  program  offers  busy  HR 
professionals  an  effective  work/life  solution 
to  attract  and  retain  top  talent.  It  helps  to 
reinforce  corporate  culture  and  facilitate 
existing  programs.  Xylo  connects,  inspires 
and  informs  employees. 


xylo . 

For  more  information,  please  contact  us  today  at  info@xylo.con 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com 


SAVE  15% 

in  Florida  there  are  127  wonderful  choices 
at  which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15% ! 
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tife  Cover  story: 

Focusing  on  retention 

Learn  how  Sandy  McWhorter,  work-life  coordinator, 
Covance  CLS,  Indianapolis,  IN,  obtained  the  metrics  to 
prove  her  employee  services  programs  retain  employees. 
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TamingTechnology 
&  The  Bottom  Line 


31  2001/2002  Buyer’s  Guide 

ESM  Association  puts  discounted  products  and  services  at 
your  fingertips  with  a  complete  listing  of  National  Associate 
Members.  Use  this  information  to  implement  employee 
services  programs. 


IT  Positive  publicity 

Do  you  promote  your  programs  externally  as  well  as  inter¬ 
nally?  Learn  how  to  gain  media  attention  by  writing  press 
releases  that  share  your  accomplishments  with  the  general 
public  and  position  your  company  as  a  top  employer. 


p®The  personal  touch 

The  University  of  North  Carolina  at  Chapel  Hill  shares  th< 
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Partnering 
with  suppliers 


How  to  use  ESM  Association’s  Buyer’s 
Guide  to  enhance  your  programs 


Building  relationships  with  suppliers  is  part  of  every  employee  ser¬ 
vices  provider's  job  responsibilities.  Whether  you  need  to  stock  the 
employee  store  or  print  a  promotional  brochure,  it's  important  to 
keep  a  variety  of  suppliers'  names  on  hand  to  help  you  accomplish 
these  tasks.  This  month's  issue  of  ESM  Magazine  contains  the  Buyer's  Guide — one 
of  our  most  popular  member  services.  The  Buyer's  Guide  is  a  listing  of  ESM 
Association's  National  Associate  Members  who  are  familiar  with  the  employee 
services  market  and  understand  your  employees'  needs.  The  easiest  way  to 
use  this  service  is  to  have  a  goal  in  mind  as  you  read  the  product  descrip¬ 
tions.  Consider  the  following  ideas  for  using  the  Buyer's  Guide  to  enhance 
your  programs: 

1.  Learn  new  concepts  that  improve  existing  programs.  Increase  the 
popularity  of  your  programs  by  collaborating  with  suppliers  to  add  new  program 
features.  Use  the  Buyer's  Guide  to  purchase  products  for  your  recognition  pro¬ 
gram,  such  as  gift  cards  or  candy,  or  spice  up  your  employee  store  with  watches 
or  logowear. 

2.  Outsource  an  entire  program.  Let  a  turn-key  operation  do  the  work  for 
you.  Employ  a  party  planner  to  coordinate  your  next  company  picnic  or  allow  a 
travel  agency  to  brainstorm  a  creative  team-building  excursion. 

3.  Create  an  employee  discount  program.  Partner  with  several  National 
Associate  Members  to  offer  employees  discounts  on  amusement  park  tickets, 
travel  services,  voluntary  benefits,  and  more.  Consider  collecting  all  of  the  dis¬ 
count  information  at  once  and  presenting  it  to  employees  in  a  complete  package. 

4.  Enhance  your  website.  Ask  National  Associate  Members  about  linking 
to  their  online  services  from  your  intranet  site.  This  concept  will  save  you  time  by 
allowing  your  employees  to  go  straight  to  the  suppliers  for  information  on  dis¬ 
counted  products  and  services. 

5.  Raise  funds.  When  talking  with  National  Associate  Members  about  their 
services,  inquire  about  using  their  discount  programs  to  generate  funds  for  your 
programs.  Many  National  Associate  Members  will  donate  a  portion  of  their  sales 
to  your  company's  employee  association. 

Take  the  time  to  read  through  ESM  Association's  Buyer's  Guide  and  discover 
how  to  make  your  job  easier.  With  an  objective  in  mind,  you  can  determine  the 
best  method  for  enhancing  your  programs.  Then,  shop,  compare  and  choose  the 
best  services  for  your  employees. 

For  convenient  access  to  the  most  up-to-date  Buyer's  Guide  listings,  visit  ESM 
Association's  Buyer's  Guide  online  at  www.esmassn.org.  To  access  the  online  list¬ 
ing,  enter  the  Member  Resources  Section  from  the  homepage  and  log  in  using 
your  last  name  and  member  number  (found  on  the  mailing  label  of  this  issue  of 
ESM  Magazine). 


Renee  M.  Mula 
Editor 

reneemula@esmassn.org 
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Western  Region  Conference  &  Exhibit 

Camelback  Inn  Resort 

Scottsdale  Arizona 
September  6  -9,  2001 

Plan  to  have  four  days  of  valuable  learning  experiences  as  well  as  tons 
of  fun.  Pre  and  post-conference  trips  will  be  offered  as  well  as  spousal 

activities. 


Registration  cost  will  be: 


Earlv  Registration 

Later  Registration 

Organizational  Member 

$270 

$290 

Non  ESMA  attendee 

,  $375 

$375 

Non  Exhibitor  Associate 

$375 

$375 

Daily 

$115 

$115 

Spouse/guest 

$220 

$230 

Retirees 

$185 

$205 

Students 

$165 

$165 

Exhibitor  Booths 

$850 

$875 

Hotel  rooms  at  the  Camelback  Inns  will  be  $1 19.  per  night. 

You  won’t  want  to  miss  a  chance  to  “Pick  Your  Goals  for  Success! 

Need  more  information? 

Contact 

Dee  Giuntoli  -  Delegate  registration 
623-979-3327  —  westemconf2001@yahoo.com 

Gini  Dewolf  -  Exhibitor  registration 
602-955-0812  -  giniad@aol.com 


\  Employee  Stores 
\  Community  Services 
\  Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
/  Special  Events 
]  Travel  Services 
/  Voluntary  Benefits 
/  Wellness 


Help  has  arrived 

Tax  incentives  may  encourage  more  employers  to 
offer  childcare  assistance 

By  Cindy  Kazan 

The  state  of  employer-sponsored  childcare  is  a  mixed  bag.  According  to  a 
recent  survey  conducted  by  the  Society  of  Human  Resource  Management, 
Alexandria,  VA,  fewer  employers  are  offering  childcare  subsidies  or  onsite  child¬ 
care  centers  compared  to  five  years  ago.  The  number  of  companies  with  onsite 
childcare  centers  has  dropped  from  six  percent  to  five  percent,  and  the  number 
that  have  company-supported  childcare  centers  has  dropped  from  five  percent 
to  four  percent.  Only  four  percent  subsidize  childcare  for  their  employees,  com¬ 
pared  with  six  percent  five  years  ago. 


However,  the  need  for  employer- 
sponsored  childcare  programs  still 
exists,  as  shown  by  an  increase 
in  the  number  of  companies  that 
offer  childcare  referral  services 
(20  percent  from  1 5  percent)  and 
dependent  care  flexible  spending 
accounts  (69  percent  from  58  per¬ 
cent).  Recently,  the  U.S.  Congress 
acknowledged  this  issue  and  is 
offering  to  help. 


Government  support 

The  U.S.  Congress  and  the  White 
House  recently  passed  and  signed 
a  tax  credit  law  supporting  work¬ 
site  childcare.  The  new  law,  which 
Senator  Herb  Kohl  (D-  Wis.)  has 
been  advocating  since  1996,  pro¬ 
vides  a  25  percent  tax  credit  (up  to 
$150,000  per  year)  to  employers 
for  expenses  related  to  providing 
childcare  for  their  workforce.  The 
law  covers  the  following  expenses: 
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•The  acquisition,  expansion  or 
repair  of  an  on-  or  near-site  child¬ 
care  center,  after-hours  care  facili¬ 
ty  or  sick-child  facility.  This  credit 
is  also  available  to  any  consortium 
of  businesses  that  join  together  to 
create  a  childcare  center. 

•  Direct  company  subsidization  of 
the  operating  costs  of  a  childcare 
center. 

•A  company's  reservation  of  child¬ 
care  slots,  for  employees,  at  an 
offsite,  licensed  childcare  center. 

•  Company  expenditures  on  train¬ 
ing  and  continuing  education  for 
childcare  workers. 

The  bill  also  provides  employers 
with  a  tax  credit  of  10  percent  of 
the  cost  of  childcare  resource  and 
referral  services.  These  employer 


tax  credits  are  provided  in  addi¬ 
tion  to  three  other  tax  cuts  includ¬ 
ed  in  the  Bush  administration's 
package  to  support  families  with 
children — an  expansion  of  the 
dependent  care  tax  credit,  exten¬ 
sion  and  expansion  of  adoption 
tax  benefits  and  an  increase  and 
expansion  of  the  child  tax  credit. 

Taking  action 

"Leading  employers  know  that 
childcare  is  one  of  the  toughest 
issues  facing  today's  working  par¬ 
ents,"  says  Christopher  Newton, 
president  and  CEO,  Work|Life 
Benefits,  Lakewood,  CA.  "Passage 
of  the  tax  credit  is  proof  that 
employees  need  help,  and  I  hope 
it  will  encourage  more  employers 


to  add  childcare  assistance  to 
their  work/life  initiatives."  Contact 
Work|Life  Benefits  or  your  local 
congressman  to  learn  how  your 
company  can  apply  the  new  tax 
credit  to  your  childcare  offerings. 
Then,  consider  presenting  the  tax 
credit  information  in  conjunction 
with  a  proposal  to  management 
for  new  childcare  initiatives,  esm 

Cindy  Kazan  is  the  media  contact  for 
WorklLife  Benefits,  Lakewood,  CA. 
For  more  information  on  the  tax  cred¬ 
it  for  employer-sponsored  childcare, 
please  call  Christopher  Newton,  pres¬ 
ident  and  CEO  of  WorklLife  Benefits, 
at  (714)  677-8686. 


People  know 
Pueblo  for  it$„ 


$na» y  Web  Site? 
(www.pueblo.gsa.gov) 


famous 
Hot  Salsa? 

In  Pueblo,  the  free  government 
information  is  also  hot.  Spice  up 
your  life  by  dipping  into  the 
Consumer  Information  Center 
web  site,  www.pueblo.gsa.gov.  Or 
calling  toll-free  1  -888-8  PUEBLO 
to  order  the  free  Catalog.  Sorry, 
salsa  not  available  through  our 
web  site  or  Catalog. 


•if: 


LS.  General  Services  Administration 
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Internet  addicts 

A  four-step  program  to  help  employees  break  the  cycle 

By  Mike  Foster 


Employee  Internet  addiction  is  a  growing  problem  in  companies  across 
the  country.  As  organizations  rely  on  the  Internet  to  conduct  business 
and  communicate  with  their  workforce,  employees  have  more  reasons  to 


log  on  and  neve 
ties  to  surf  inapi 
ities.  What  all  thi 
of  having  an  Inte 


p  off.  This  increased  usage  gives  them  more  opportuni- 
riate  websites  and  embark  on  questionable  online  activ- 
srnet  exposure  means  for  managers  is  an  increased  risk 
-addicted  employee  who  lowers  productivity  and  opens 


the  organization  up  to  potential  legal  battles. 


When  managers  learn  that  an 
employee  is  addicted  to  the  Inter¬ 
net,  the  most  common  reaction  is 
to  terminate  the  employee.  After 
all,  in  many  companies,  goofing 
off  during  paid  hours  or  abtfSfhg 
company  resources  are  grounds  for 
termination.  But  in  today's  eco¬ 
nomic  climate,  managers  camYot 
afford  to  lose  a  valuable  employee. 
If  you  have  recently  discovered 
that  one  or  more  of  your  employ¬ 
ees  falls  victim  to  Internet  addic¬ 
tion,  there  are  steps  you  can  take  to 
intervene  and  break  the  cycle.  The 
following  suggestions  will  enable 
you  to  rehabilitate  most  Internet- 
addicted  employees  and  keep 
them  as  valuable  members  of 
your  team. 


Step  1:  Assessing 
the  addiction 

To  make  the  first  step  to  recovery, 
Internet-addicted  employees  must 
acknowledge  that  they  have  a 
problem.  You  can  help  them  do 
this  by  enabling  them  to  under¬ 
stand  their  feelings  toward  the 
Internet.  Most  addicted  employees 
will  reveal  that  they  feel  lost,  sepa¬ 
rated,  anxious,  or  empty  vvhjeb  j 
they're  not  online.  By  allowing; 
them  to  voice  these  emotioris, 
they'll  get  a  sense  of  just 
attached  they  are  to  their  Internet 
adventures.  Next,  detect  if  they're 
using  the  Internet  to  connect  with 
others  or  disconnect  from  the 
world.  Employees  who  are  using 
the  Internet  to  connect  with  others 


will  need  the  most  help,  as  they 
have  yet  to  realize  that  the  more 
they  use  the  Internet  to  "connect," 
the  more  they're  disconnecting 
from  reality,  work  and  loved  ones. 
Employees  who  are  online  to  dis¬ 
connect  from  the  world  are  ready 
to  acknowledge  their  problem  and 
begin  the  recovery  process. 

Step  2:  Becoming 
an  ally 

Internet  addicts  fear  that  your 
goal  is  to  belittle  them  or  have 
them  fire®.  they'll  think  that  you 
don't  understand  what  they're 
going  through.  However,  once  the 
employees  admit  the  problem, 
your  focus  should  be  on  explaining 
to  them  that  you  want  to  help. 
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astray.  Since  it  takes  most  people 
21  days  to  acquire  a  habit,  the 
same  holds  true  for  breaking  a 
habit.  To  make  the  weaning 
process  work,  allow  employees  to 
set  their  own  realistic  goals  for 
breaking  the  habit.  They'll  be  more 
motivated  to  succeed  if  they  know 
they're  doing  it  at  their  own  pace 
and  for  themselves,  rather  than  for 
someone  else. 

Step  4:  Knowing 
when  to  back  off 

In  the  midst  of  helping  employ¬ 
ees  overcome  an  Internet  addic¬ 
tion,  take  precautions  so  you  don't 
become  too  emotionally  involved 
with  the  employees  and  end  up 
neglecting  your  own  responsibili¬ 
ties  or  family  in  the  process. 
Realize  that  you  are  a  manager, 
not  a  therapist  or  best  friend.  If  a 
particular  employee  is  draining  too 


Begin  by  letting  them 
know  you  understand  that 
Internet  addiction  is  a 
natural  response  to  un¬ 
limited  Internet  access. 

After  all,  it  is  common  for 
users  to  get  sucked  in  as 
more  activities  and  infor¬ 
mation  become  available 
online.  Next,  promote  a 
"we're  in  this  together" 
approach  to  foster  under¬ 
standing  and  a  joint  reso¬ 
lution  to  the  problem. 

During  this  process, 
while  it's  imperative  to 
state  that  the  employees' 
current  behavior  is  unac¬ 
ceptable,  it's  equally  im¬ 
portant  to  avoid  placing 
blame  on  the  employees. 

In  most  instances,  the 
employees  meant  no  in¬ 
tentional  harm  to  the 
company  and  may  not 
have  realized  how  much 
time  they  were  spend¬ 
ing  online.  By  not  plac¬ 
ing  blame  and  instead 
showing  compassion  for  the 
addicted  employees,  \ou're  help¬ 


addic- 

potent 


ing  thej 
tion  for 
and  ac 
hurt  ei 
profess! 


Step  3: 

Joining  forces 

Rather  than  terminating  the 
employees'  Internet  use  "cold- 
turkey,"  gradually  wean  them  from 
it.  For  example,  if  an  employee 
spends  six  hours  of  the  workday 
online  and  an  additional  five  hours 
online  at  home,  ask  the  person  to 
cut  back  to  four  hours  a  day.  If  that 
goes  successfully  for  a  week,  then 
suggest  a  two-hour  time  limit. 
Keep  going  until  the  employee  no 
longer  needs  the  Internet  to  feel 
complete.  Realize  that  an  addic¬ 
tion  is  basically  a  habit  gone 


much  of  your  energy  or 
encompassing  too  much  of 
your  time,  refer  this  person 
to  a  trained  professional 
who  can  provide  one-on- 
one  counseling.  Under¬ 
stand  that  you  cannot  sal¬ 
vage  every  employee. 

Some  may  be  so  caught 
up  in  their  Internet  prac¬ 
tices  that  no  amount  of 
manager  intervention  can 
help.  In  those  instances, 
your  best  bet  is  to  fol¬ 
low  the  employee  manual 
and  proceed  with  more 
specialized  intervention 
practices  or  a  termination 
hearing.  In  the  end,  while 
you  want  to  help  every 
team  member  succeed, 
your  ultimate  goal  is  the 
company's  best  interest. 

Employee  Internet  addic¬ 
tion  is  a  real  problem  with 
serious  consequences.  De¬ 
creased  job  productivity, 
lower  company  profits  and 
failed  relationships  are  just 
some  of  the  casualties  brought  on 
by  this  innocent  addiction.  When 
you  witness  a  problem  in  your 
organization,  intervention  is  the  best 
process  to  an  agreeable  solution. 
Your  help  and  guidance  can  make  a 
difference  in  an  addicted  employee's 
life  and  can  be  the  determining  fac¬ 
tor  in  your  organization's  bottom- 
line  goals.  ■  ©sm 
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Do  the  right  thing 

How  to  balance  ethics  and  the  bottom  line 


4 


k 


By  Larry  Julian 

As  business  leaders  we  are  caught  between  two  separate  worlds — a 
personal  world  that  urges  us  to  treat  others  with  respect  and  com¬ 
passion,  and  a  professional  world  that  compels  us  to  yield  to  bottom-line 
pressures  at  all  costs.  As  a  result,  we  are  often  forced  to  choose  between 
the  company’s  financial  success  and  our  own  ethical  and  spiritual  consider¬ 
ations.  We  struggle  to  integrate  these  two  worlds  so  we  can  do  the  right 
thing  while  still  reaching  corporate  goals.  But,  choosing  between  the  com¬ 
pany’s  financial  success  and  our  own  personal  values  can  lead  to  internal 
conflict,  family  stress,  physical  problems  and  emotional  burnout.  It’s  no  won¬ 
der  business  leaders  are  asking  themselves,'  “Is  it  possible  to  be  both  ethical 
and  profitable  in  a  competitive  business  environment?” 


The  answer  is  yes,  and  the  solu¬ 
tion  lies  in  bringing  our  core  val¬ 
ues  and  beliefs  to  the  office.  This 
does  not  mean  preaching  religion 
to  coworkers.  It  just  means  bring¬ 
ing  the  best  of  ourselves,  and  who 
we  are,  to  the  workplace.  Experi¬ 
ence  has  shown  that  those  who 
base  business  decisions  on  their 
own  spiritual  and  business  princi¬ 
ples  find  greater  personal  and  pro¬ 
fessional  success  than  those  who 
check  their  personal  values  at  the 
office  door.  Here  are  five  tips  to 
help  balance  personal  ethics  with 
business  obligations. 


Finding  meaning 
and  purpose 

We  may  seek  meaning  and  pur¬ 
pose  in  our  work,  yet  in  reality, 
bottom-line  pressure  for  company 
profitability  takes  precedence  over 
the  company's  or  our  own  mean¬ 
ing  and  purpose.  Most  employees 
acknowledge  that  there  is  more  to 
work  than  simply  earning  a  pay- 
check.  Profit  alone  is  an  inade¬ 
quate  reward.  But  to  have  a 
rewarding  job,  you  need  to  look  in 
the  mirror  and  honestly  ask  your¬ 
self,  "What  is  my  priority?  What 
purpose  do  I  serve  and  to  what 


July  2001  esm  magazine 


The  Bottom  Line 


! 


end?"  When  you  find  the  answers 
to  these  questions,  you  will  find 
your  purpose. 

Purpose  motivates  us.  It  gives  us 
a  reason  to  get  out  of  bed  in  the 
morning  and  provides  direction 
for  each  day.  The  effective  leader 
harnesses  the  motivation  that 
comes  from  purpose — understand¬ 
ing  that  profits  will  result  from 
that  synergy. 

Remaining  ethical 

A  time  will  come  in  your  life 
when  you  will  be  tested  beyond 
your  perceived  limit — a  time  when 
business  pressure,  intellectual 
logic  and  fear  build  up  and  force 
you  to  choose  between  an  easy 
wrong  decision  and  a  tough  right 
decision.  Fear  and  discouragement 
take  over  and  keep  us  from  doing 
the  right  thing. 

When  we  recognize  the  right 
thing  to  do,  and  follow  through, 
we  demonstrate  integrity,  which 
establishes  our  credibility  as 
leaders.  Credibility  is  a  competi¬ 
tive  advantage  in  today's  rapidly- 
changing  market.  Employees, 
customers  and  shareholders  are 
looking  for  leaders  they  can  trust 
and  respect.  At  a  time  when 
employee  retention  is  vital  to 
success,  leaders  who  do  the  right 
thing  will  help  employees  feel 
good  about  work. 

Being  patient  and 
thinking  long-term 

Patience  and  the  bottom-line  are 
like  oil  and  water — they  don't  mix. 
Having  the  patience  to  work  a 
long-term  plan  sounds  great  in 
theory,  but  short-term  pressures 
often  force  us  to  do  whatever  it 
takes  to  get  the  job  done. 
Unfortunately,  the  decisions  we 
make  under  such  circumstances 
often  divert  us  from  our  ultimate 
purpose  and  undermine  our  ability 
to  achieve  long-term  goals.  On 
occasion,  expectations  to  produce 


force  us  to  focus  on  questionable 
acts,  such  as  ignoring  long-term 
program  participants  for  the 
sake  of  attracting  new  ones  or 
pushing  an  unsigned  contract 
through  by  month's-end,  with  the 
hope  that  it  will  be  signed  soon. 
However,  by  sprinting  from  quarter 
to  quarter  like  this,  you  exhaust 
your  energy  and  lose  focus.  With 
patience,  though,  you  can  learn  to 
run  the  race  consistently,  in  spite 
of  the  short-term  pressures  that 
surround  you. 

Patience  allows  you  to  set  your 
own  course  and  control  your  own 
pace.  Instead  of  running  in  panic 
mode  each  day,  run  with  a  sense  of 
purpose.  When  you  set  a  long¬ 
term  course  for  business,  and  focus 
on  an  ultimate  purpose,  short-term 
crises  become  steppingstones  to 
success  instead  of  stumbling 
blocks  to  failure. 

Integrating  employees' 
needs  into  profit 
obligations 

Despite  best  intentions,  tension 
between  the  needs  of  employees 
and  the  company's  profit  obliga¬ 
tions  will  always  exist.  The  key  to 
success  in  this  area  is  not  in  trying 
to  balance  these  two  sometimes- 
opposing  dynamics  (employees 
and  profits),  but  rather  to  integrate 
them  to  create  win-win  solutions. 

Integration  is  the  bringing  to¬ 
gether  of  separate  parts  into  a 
whole.  As  an  effective  leader,  your 
role  is  to  bring  together  employees 
to  achieve  the  company's  mission 
and  to  make  a  profit.  For  example, 
a  business  leader  might  be  faced 
with  lower  profits  and  higher  costs 
than  expected.  Shareholders  ask 
the  usual  question:  "How  can  we 
reduce  costs?"  If  profitability  is  the 
only  consideration,  the  answer 
might  be  to  eliminate  employee 
services.  However,  under  such  a 
scenario,  the  needs  of  the  employ¬ 
ees  have  been  ignored.  The  ethical 


business  leader  frames  the  ques¬ 
tion  differently:  "How  can  we 
reduce  costs  and  increase  profit¬ 
ability  without  sacrificing  our 
employees'  needs?" 

Making  each  day  a 
signature  day 

We  are  often  faced  with  com¬ 
promised  values  and  overwhelm¬ 
ed  by  distracting  details,  which 
waste  the  importance  of  each  day. 
Approach  each  workplace-altering 
decision  as  an  important  one.  Ask 
yourself,  "Am  I  willing  to  put  my 
signature  on  this  day?"  Our  'signa¬ 
ture  on  each  day'  authors  our 
legacy  for  tomorrow.  Life  is  short; 
make  each  day  the  most  important 
day  of  your  life. 

Following  these  five  principles 
will  establish  you  as  an  ethical 
leader  in  a  bottom-line  world. 
Combine  spiritual  beliefs  with 
business  talents  to  allow  yourself 
to  become  a  successful  leader — 
both  personally  and  professionally. 
By  letting  your  principles  and 
beliefs  guide  your  business  deci¬ 
sions,  you  enhance  your  personal 
worth  as  well  as  the  company's 
bottom  line.  esm 


Larry  Julian  is  a  consultant  and 
speaker  specializing  in  leadership 
development.  As  the  author  of  God  Is 
My  CEO:  Following  God's  Principles 
in  a  Bottom-Line  World,  he  helps  peo¬ 
ple  reconcile  their  professional  talents 
with  their  core  beliefs  to  create  per¬ 
sonal  and  professional  success.  For 
more  information,  call  (888)  813- 
8303,  e-mail  larrysjulian@aol.com  or 
visit  www.CodlsMyCEO.com. 
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You  Have  Questions, 

ESM  Association  Has  Answers 


How  do  I  justify  work/life  programs  to 
What  legal  issues  are  involved  with  emplo; 

Where  can  I  find  information  about 
eldercare  referral  service 


Introducing  two  ESM  Association  Member  Services  to  the  rescue , 


ESM  Association’s  Research  Assistance 

Whether  you  desire  information  to  justify  your  eldercare  program,  the  most  recent 
statistics  on  recruiting  and  retaining  employees  or  sample  newsletters  and 
brochures,  ESM  Association  has  the  facts,  figures  and  samples  necessary  for  your 
next  business  meeting,  presentation  or  year-end  report. 


ESM  Association’s  Council  and  Advice 

SM  Association’s  staff  is  available  to  assist  members  with  special  n 
call,  e-mail  or  fax  your  topics  of  interest  and  you  will  be  paired  with 
nowledgeable  Member  Sen/ices  representatives.  Our  staff  will  sav< 
immediately  connecting  you  with  the  resources  you  nee 


izethe  benefits  of  joining  ESM  Association  by  becoming  < 
Contact  one  of  the  following  Member  Services  represen 
take  advantage  of  our  invaluable  resources  todi 

adquarters:  Jean  Wilson,  director  of  member  servic< 
on@esmassn.prg  •  Jamie  Kelly,  manager  of  merr 
.jamiekelly@esmassn.org. 


Covance  CLS  uses  focus  groups  to  learn  what 
employees  want 

By  Sandy  R.  McWhorter 


Quality  employee  services  that  meet  the  needs  of  a  company’s  workforce 
serve  as  an  incentive  for  employees  to  remain  with  the  company. 
Although  many  employee  services  providers  position  their  programs  as 
retention  tools,  most  do  not  have  metrics  in  hand  to  prove  that  their  programs 
are  actually  providing  reasons  for  employees  to  stay.  Yet,  these  metrics  are  not 
all  that  difficult  to  obtain.  As  the  work-life  coordinator  in  the  Human  Resource 
Department  of  Covance  CLS  (Central  Laboratory  Services),  Indianapolis,  IN,  I 
am  responsible  for  conducting  annual  focus  groups  to  determine  the  needs  of 
our  workforce  and  to  identify  the  reasons  why  employees  continue  to  work  for 
the  company. 
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Each  year,  I  share  many  of  the  recommendations 
made  during  the  focus  groups  with  management,  who 
listens  to  what  employees  want  and  approves  many  of 
the  requested  programs.  This  year,  the  focus  groups 
truly  paid  off  when  the  results  showed  that  three 
employee  services  were  included  in  the  employees'  list 
of  top  10  reasons  why  they  remain  with  the  company. 
Much  of  the  success  of  the  focus  groups  is  due  to  a  sim¬ 
ple  structure  that  produces  quality  results. 

Planning 

The  focus  groups  are  successful  because  upper  man¬ 
agement  supports  them.  Dr.  F.  John  Mills,  corporate 
senior  vice  president  and  president  of  Covance 
Clinical  Support  Services,  believes  in  the  focus  groups 
1 00  percent. 

My  goal  is  to  give  all  employees  the  opportunity 
to  participate.  Each  year,  approximately  95  percent  of 
the  workforce  participates,  which  is  no  small  feat 
considering  Covance  CLS  has  over  1,000  employees. 
This  high  percentage  is  necessary  to  produce  unbiased 
results.  I  send  the  staff  interoffice  e-mail  messages 
inviting  them  to  participate  in  the  focus  groups.  The 
focus  groups  work  best  with  20-25  employees  per 
group.  The  participants  complete  sign-in  sheets  and  I 
cross  off  their  names  on  a  staff  spreadsheet  to 
track  participation. 


Content 

The  one-hour  focus  groups  consist  of  two,  two-fold 
questions  that  I  pose  to  the  group  and  discuss  with  par¬ 
ticipants.  The  first  question  is  "What  keeps  you  here? 
What  do  you  like  about  working  here?"  and  the  sec¬ 
ond  question  is  "What  are  your  recommendations  for 
improving  work/life?  What  would  make  your 
work/life  better?"  Responses  to  these  questions  are 
written  on  poster-sized  post-it  pads  that  are  adhered 
to  the  wall  for  easy  viewing.  Once  I  collect  all  of  the 
recommendations,  the  focus  group  participants  vote 
for  their  top  25  recommendations.  The  group  gives 
all  of  the  suggestions  equal  consideration,  but  the 
voting  process  allows  them  to  identify  the  ones  that 
are  most  important. 

Results/tabulation 

Generally,  it  takes  2-3  months  to  complete  the  focus 
group  process.  Upon  completion,  I  tabulate  the  results 
and  enter  them  into  a  database  of  recommendations. 
Those  recommendations  that  are  repeated  are  included 
as  one-line  items,  but  they  are  given  a  higher  vot¬ 
ing  number.  Management  chooses  about  20-25  per¬ 
cent  of  all  recommendations  to  be  addressed  for 
the  year. 

As  shown  in  Sidebar  A,  the  recommendations  vary 
from  relatively  simple  and  inexpensive  employee 
services  (i.e.  ATM  Machine)  to  elaborate  and  costly 


Sidebar  A 


Program  Recommendations 

The  following  table  contains  a  select  few  of  the  hundreds  of  recommendations  that  the  com¬ 
pany  has  implemented  as  a  result  of  the  employee  focus  group  sessions: 

PROGRAM  SUGGESTION 

IMPLEMENTATION 

Flexible  Work  Arrangements 

Training  rolled  out  4/00;  policy  2/01 

Formal  Paid  Time  Off  Program 

1/00 

Tuition  Reimbursement  Increase 

1998  and  again  in  2001 

Wellness  and  Dependent  Care 
Reimbursements 

1/00;  Dollars  increased  1/01 

Gourmet  Coffee/Espresso  Bar 

6/01 

Flu  Shots  for  Retirees 

Annually  when  available 

Onsite  ATM  Machine 

1998 
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employee  programs  (i.e.  Flexible  Work  Arrangements). 
The  recommendations  listed  in  Sidebar  A  are  a  sel¬ 
ect  few  of  the  hundreds  that  Covance  CLS  has  imple¬ 
mented  over  the  past  few  years.  However,  they  re¬ 
flect  the  types  of  programs  and  services  the  employ¬ 
ees  have  indicated  would  motivate  them  to  stay  with 
the  company  and/or  make  their  work  lives  easier. 

Communication 

Communication  is  an  essential  element  in  the  focus 
group  process.  Once  management  chooses  recommen¬ 
dations,  I  must  continually  communicate  the  status  to 
the  workforce.  I  announce  newly  completed  and  pro¬ 
cessed  recommendations  in  the  employee  newsletters 
and  at  quarterly  town  meetings,  where  employees 
gather  regularly.  Large  poster-sized  boards  listing  all  of 
the  recommendations  are  placed  in  a  well-trafficked 
location.  Each  time  a  recommendation  is  completed  or 
processed,  the  status  is  written  on  the  board  beside  the 
recommendation.  In  recent  focus  groups,  employees 
requested  that  all  chosen  recommendations  be  placed 
on  an  accessible  computer  drive  so  the  status  of  the 
recommendations  can  be  accessed  from  their  com¬ 
puters  at  any  given  time.  This  service  is  now  available. 

Sidebar  B 


Retention 

It's  difficult  to  prove  that  a  new  employee  services 
program  plays  an  active  role  in  retention,  especially 
without  metrics.  I  go  right  to  the  source  to  obtain  infor¬ 
mation  that  proves  Covance  CLS's  programs  retain 
employees.  The  answer  to  the  second  question,  "What 
keeps  you  here?,"  provides  me  with  both  a  passive  and 
active  method  for  analyzing  the  employees'  feedback. 

With  the  passive  method,  I  observe  body  language 
and  listen  to  the  tones  in  the  voices  of  the  participants. 
During  first  year's  focus  groups,  employees  communi¬ 
cated  much  tension  and  frustration.  When  asked  for 
simple  recommendations,  some  employees  were 
known  to  get  red  in  the  face  when  responding,  while 
others  pounded  their  fists  on  the  table  to  make  a  point 
or  shed  a  few  tears  out  of  frustration  of  not  being  heard. 
This  was  the  first  time  they  were  given  a  chance  to 
voice  their  thoughts  in  an  official  forum.  By  the  time  I 
conducted  the  second  year's  focus  groups,  manage¬ 
ment  had  addressed  over  150  recommendations  from 
the  previous  year.  As  a  result,  I  noticed  a  change  in  atti¬ 
tude.  The  employees  were  much  more  at  ease  during 
the  focus  group  sessions,  with  only  an  occasional 
voice  of  frustration.  The  third  and 
most  recent  year  brought  calm¬ 
ness.  Employees  voiced  their  recom¬ 
mendations  as  though  they  were 
merely  offering  suggestions.  Overall, 
the  employees'  behavior  proved  to 
management  that  the  focus  groups 
were  an  overdue  concept  that 
employees  appreciated. 

Using  the  active  method  of  analyz¬ 
ing  the  employees'  feedback,  I  drew 
conclusions  from  the  participants' 
direct  comments.  For  example,  over 
the  past  two  years,  employees  listed 
the  focus  groups  as  one  of  the  top  20 
reasons  why  they  stay  with  the  com¬ 
pany  (See  Sidebar  B  for  the  top  10 
reasons).  During  the  third  year  of 
conducting  focus  groups,  employees 
named  three  of  the  recommendations 
implemented  from  the  previous  year 
as  three  of  the  top  1 0  reasons  why 
they  stay  with  the  company.  These 
direct  statements  led  me  to  the  con¬ 
clusion  that  the  focus  groups  assist  in 
employee  retention. 


Summary:  Why  Stay? 


During  the  December  2000  focus  group  sessions,  Covance 
CLS  employees  named  10  reasons  why  they  remain  with 
the  company: 

9  4%  Vacation 
■  4%  Challenges 
□  5%  Advancement 
Opportunities 


I  5%  Tuition 


5%  Medical 
Insurance 


I  7%  Location 


10%  Casual 
Days 


H  31%  Benefits 


16%  Flexibility  in 
Work  Hours 


□  13%  Paid  Time  Off 
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Conclusion 

As  employers  continue  to  struggle  with  keeping 
employees  satisfied  and  turnover  low,  employee  ser¬ 
vices  providers  must  tie  their  program  ideas  to  the 
company's  goals.  By  conducting  focus  groups,  I  can 
determine  exactly  what  employees  want.  Morale  has 
increased  now  that  employees  have  a  voice  within  the 
company  and  a  say  in  the  programs  that  are  imple¬ 
mented.  Best  of  all,  I  continually  inform  them  of  the 


status  of  their  recommendations,  giving  them  more 
programs  and  services  to  look  forward  to  during  their 
employment  with  the  company.  esm 

Sandy  R.  McWhorter  is  the  work-life  coordinator  for 
Covance  CLS,  Indianapolis,  IN.  She  can  be  reached  at 
(317)  273-7889  or  sandy.mcwhorter@covance.com. 


Savings  of  15%  to  30%  off  your  next  stay! 

Call  participating  AmeriHost,  Days  Inn,  Howard  Johnson,  Knights  Inn,  Ramada, 
Travelodge,  Wingate  &  Villager  hotels  to  receive  substantial  discounts. 
Remember  to  give  your  Member  Benefit  \.D.  number  20646 
when  making  reservations. 


rtf®* 
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Arre. 


To  order  wallet  cards  of  program 
fax  your  request  to  Derek  Errichetti  (973)  496-1084. 


A 'Tt( 


1-800-996-2087 

Member  Benefit 
ID#  20646 


A  b««Mr  qvntty  of  Dh  on  th*  rood. 


'K«tsBKAM/VUAl  hawlouy, 


1-800-268-2195 
Member  Benefit 
ID#  20646 


1-800-769-0939  1-800-682-1071  1-800-462-8035  1-800-545-5545 

Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit 

ID#  20646  ID#  20646  ID#  20646  ID#  20646 


Built  For  business* 

1-877-202-8814 

Member  Benefit 
ID#  20646 


1-888-821-5 779 

Member  Benefit 
ID#  20646 


’Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  appiicable;e  to  groups.  Blackout  dates  may  apply. 
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How  to  do  just  about  anything  related  to  employee  services 


To  keep  employee  services  relevant  to  your  compa¬ 
ny's  recruitment  and  retention  goals,  tap  into  the 
hands-on  lessons  of  experienced  employee  services 
managers  found  in  Employee  Services  Management 
(ESM)  Association  Foundation's  newest  book, 
Employee  Services  Management:  A  Key  Component  of 
Human  Resource  Management. 

Whether  you  are  building  a  new  employee  services 
department  or  expanding  an  existing  program,  you 
will  want  to  find  out  how  Ashland  Inc.  used  employ¬ 
ee  services  to  change  its  corporate  culture  and  how 
Quaker  Oats  motivated  employees  and  created  posi¬ 
tive  results  by  linking  its  wellness  incentives  to  its 
employee  benefits  packages.  This  book  will  guide 
employee  services  providers,  step  by  step,  through 


implementing  the  types  of  employee  services  pro¬ 
grams  that  have  helped  SAS  Institute  reduce  turnover 
for  years.  Use  checklists,  templates  and  calculations  to 
help  you  save  time  on  major  projects. 

Through  exercises  in  each  chapter,  you  will  learn 
how  to  shape  an  employee  association,  describe 
the  eight  legal  duties  of  an  employee  services 
provider,  determine  the  value  of  employee  services, 
orchestrate  successful  programs,  and  more. 

You  know  what  innovative  employee  services  can 
do  for  a  company's  reputation  as  an  Employer  of 
Choice,  now  order  the  only  comprehensive 
resource  that  tells  you  how  to  implement  each  of 
ESM  Association's  "10  Components  of  a  Well- 
Rounded  Employee  Services  Program." 


Services 


A  Key  Component 

of 

Human  Resource  * 
Management 


Thomas  II.  S  avvver  Pli.l) 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarters 
2211  York  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371  •  Www.esmassn.org  •  esmahq@esmassn.org 


Order  Today 


Name 


Address 


Phone  (  ) _ 

Employee  Services  Management:  A  Key 
Component  of  Human  Resource  Management 

Qty.  Price  Total 

_  $50  $ _ 

Shipping/Hand  ling  ($5  per  copy)  $ _ 

Total  $ _ 

Payment  method: 

□  Visa  □  MasterCard  □  American  Express  □  Discover 

Credit  Card  No. _ 

Exp.  Date  _ _ 

Signature  _ _ 


ESM  Associations 

2001/2002  Buyers  Guide 

How  to  Use 

ESM  Association's  Buyer's  Guide 
for  Employee  Benefits 

ESM  Associations  2001/2002  Buyers  Guide  is  a  tool  to  help  you  begin,  improve 
or  expand  your  employee  services  program  and  employee  store.  It  is  a  listing 
of  ESM  Association  National  Associate  Members,  complete  with  information, 
prices  and  descriptions  furnished  by  the  Associate  Members. 

RETAIN  THIS  SECTION.  It  is  a  handy  resource  for  valuable  employee 
discounts  on  goods  and  services  used  to  implement  employee  services 
programs.  ESM  Associations  2001/2002  Buyers  Guide  is  also  available  in  the 
Member  Resources  Section  of  www.esmassn.org.  Log  on  by  entering  your 
last  name  and  member  number  (located  on  the  mailing  label  of  this  issue  of 
ESM  Magazine). 

Only  ESM  Association  members  are  eligible  for  discounts.  Read  through  the 
Buyers  Guide  to  see  what  is  available  to  you  and  your  employees,  then  call  the 
contact  listed  to  receive  more  information  about  the  products  and  services. 
Always  identify  yourself  as  an  ESM  Association  member  when  calling.  If  the 
Associate  Member  company  provides  your  organization  with  an  ESM 
identification  number,  please  use  your  company's  assigned  number. 


2000/2001  Buyer's  Guide 

Table  of  Contents 


To  enhance  your  use  of  the  Buyer's  Guide,  this  quick  reference  contains  the 
eight  categories  of  suppliers,  each  category's  page  number  and  a  description 
of  the  products/services  found  in  each  category: 


Awards/Recognition/Gifts . B3 

Specialty  foods,  jewelry,  gift  certificates,  engraved  items,  or  any  special 
type  of  item  or  merchandise  used  to  recognize  employees'  merits. 

Employee  Store  Merchandise/Clothing . B4 


Merchandise  offered  to  employees  at  a  discount,  including  discount  cards 
and  services.  Also  includes  general  merchandise/items  to  be  sold  in  an 
employee  store  such  as  logo  apparel. 


Family  Entertainment/Attractions . . B7 

Attractions,  amusement  parks,  shows,  family  fun  and  events. 

Hotels/Resorts  . B11 

Listed  first  by  multi-locations  and  then  alphabetically  by  state. 

Specialty/Professional  Services . B16 

Financial,  printing,  consulting,  special  event  planning,  and  more. 

Travel  Services . B20 

Travel  services — air,  bus,  car  rental,  cruise  lines,  and  tour  services. 

Visitors/Convention  Bureaus  . . B23 

Information  on  facilities  and  services  in  specified  areas. 

Wellness/Sports  . . B25 


Products  and  services  to  assist  in  the  promotion  of  wellness  and  fitness. 


ESM  Association  Headquarters 

For  new  National  Associate  Members  added  since  this  printing  and  the  most  current  list  of  offerings— 
visit  the  Member  Resources  Section  of  www.esmassn.org. 


Table  of  Contents 


Awards/Recognition/Gifts 

Awards  By  Kaydan 

221  Depot  St. 

Antioch,  IL  60002-1508 

888-438-8024 

847-395-2900 

FAX:  847-395-7150 

Website:  www.AwardsbyKaydan.com 

E-mail:  AwbyKaydan@aol.com 

Contact:  Kathy  Iglehart 

Founded  in  1976,  Awards  By  Kaydan  has  been  an  ESM 
Association  member  for  almost  20  years.  In  addition  to 
being  a  respected  distributor  of  promotional  products,  we 
specialize  in  designing  custom  award  programs  for 
company  and  employee  recognition. 


Bulova  Corp. 

One  Bulova  Ave. 

Woodside,  NY  11377-7874 
718-204-3331 
FAX:  718-204-3593 
Website:  www.bulova.com 
E-mail:  specialmarket@bulova.com 
Contact:  Spencer  Toomey 

Reward  dedication  and  hard  work  with  quality  timepieces 
by  Bulova — an  American  company  celebrating  its  125th 
anniversary.  How-to  guides  are  available  to  assist  you  in 
program  planning. 


CultureWorx 

500  W.  Algonquin  Rd. 

Mount  Prospect,  IL  60056 
847-437-4433  x123 
FAX:  847-437-9903 
E-mail:  ericw@motivationonline.com 
Contact:  Eric  Webb 

CultureWorx  provides  behavior-based  performance 
management  software  that  empowers  you  to  align 
employees’  lines  of  work — from  senior  management  to  the 
front-line  worker — with  the  vision  and  strategy  of  your  CEO. 


Fannie  May/Fanny  Farmer  Candies 

1 137  W.  Jackson  Blvd. 

Chicago,  IL  60607-2905 
312-243-2700  x3401 
FAX:  888-599-3629 
Website:  www.fanniemaycandies.com 
E-mail:  mmayr@archibaldcandy.com 
Contact:  Michael  Mayr 

Fannie  May/Fanny  Farmer  Candies  offers  ESM  Assoc¬ 
iation  members  a  20-30  percent  discount  on  candy 
and  gift  certificate  purchases.  These  discounts  are  offered 
year  round.  Candy  is  the  perfect  gift  for  holidays,  birthdays, 
client  gifts,  employee  incentives,  fundraising,  or  any 
special  occasion. 


Flowers  U.S.A. 

40  Main  St. 

Centerbrook,  CT  06409 

800-225-3232 

860-767-4500 

FAX:  860-767-5352 

Website:  www.flowersusa.com/esm 

E-mail:  toddb@flowersusa.com 

Contact:  Todd  Baldassaro 

Receive  a  20  percent  discount  on  all  floral  and  gift 
deliveries  nationwide,  by  calling  Flowers  U.S.A.’s  800 
number  or  order  online  24  hours  a  day,  seven  days  a 
week.  Simply  identify  yourself  as  an  ESM  Association 
member  and  mention  special  discount  code  277  to 
receive  your  savings. 


GiftVantage/FloraGift.com 

2700  Roberts  Ave. 

Philadelphia,  PA  19129 
215-842-3790 
FAX:  215-842-3922 
Website:  www.floragift.com 
E-mail:  tom@giftvantage.com 
Contact:  Tom  Coffey 

GiftVantage.com  and  Floragift.com  are  leading  business- 
to-business  floral  and  corporate  gift  websites.  They  develop 
customized  programs  for  ESM  Association  member 
corporations  featuring  discounts  for  employees  and 
revenue  sharing  for  the  employee  association. 


Imprint,  Inc. 

606  Bosley  Ave. 

Towson,  MD  21204 
410-494-8200 
FAX:  410-494-9123 
Website:  www.imprintonline.com 
E-mail:  sob@imprintonline.com 
Contact:  Sheila  Bertoldi 

Imprint,  Inc.  provides  promotional  products  as  solutions  to 
business  challenges.  Our  company  specializes  in  creative, 
award-winning  services  for  buyers  of  employee  store 
merchandise  and  recognition  awards. 


K»B  Toys 

100  West  St. 

Pittsfield,  MA  01201 
888-443-8366 
877-552-8697 
FAX:  413-496-3616 
Website:  www.kbkids.com 
E-mail:  corpsales@kbtoys.com 
Contact:  John  Reilly 

K»B  Toys  has  the  hottest  selection  of  toys,  games,  video 
hardware  and  computer  software  for  children  and  adults 
alike.  The  K»B  Toys  Gift  Card  is  redeemable  at  over  1,300 
friendly  locations  in  all  50  states,  Puerto  Rico  and  Guam. 
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Plus,  the  K»B  Toys  Gift  Card  is  also  redeemable  online — 
where  you  will  find  collectible  items,  educational  toys,  video 
tapes,  and  a  number  of  other  items  not  found  in  K»B  Toy 
stores.  To  find  the  store  nearest  you,  call  877-552-8697. 


L.L.  Bean  Corporate  Sales 

1 5  Casco  St. 

Upham  Bldg. 

Freeport,  ME  04033 
207-552-4419 
FAX:  800-243-4994 

Website:  www.llbean.com/corporatesales 
E-mail:  gschmidt@llbean.com 
Contact:  George  Schmidt 

L.L.  Bean  Corporate  Sales  offers  a  wide  range  of  possibilities  for 
recognition  awards  and  corporate  gifts.  Our  selection  includes 
casual  and  active  apparel,  sporting  goods  and  gift  certificates. 


Loews  Cineplex  Entertainment  Special  Products  Group 

607  Boylston  St. 

Boston,  MA  02116-3604 

800-576-7849 

FAX:  617-425-5177 

Website:  www.enjoytheshow.com 

E-mail:  Maura„Campbell  @  loewscpx.com 

Contact:  Maura  Campbell 

Loews  Cineplex  Entertainment  Special  Products  Group 
represents  the  discount  ticket  and  gift  certificate  programs 
of  your  favorite  entertainment  destinations:  Loews 
Theatres,  Cineplex  Odeon  Theatres,  Sony  Theatres,  Sony 
Imax  Theatres,  Loews  Cineplex  Imax  Theatres,  Star 
Theatres,  and  Magic  Johnson  Theatres.  Our  programs  can 
be  used  as  corporate  incentives,  staff  benefits,  marketing 
promotions,  or  for  resale  at  your  employee  store.  With  a 
savings  of  over  30  percent  off  the  box  office  price,  our 
discount  tickets  and  gift  certificates  are  out  of  this  world. 


See’s  Candies 

3423  S.  LaCienega  Blvd. 

Los  Angeles,  CA  9001 6-4401 
310-287-4617 
FAX:  310-842-4430 
Website:  www.sees.com 
E-mail:  cmataraza@sees.com 
Contact:  Carolyn  Mataraza 

See’s  Candies  offers  fresh,  quality,  boxed  chocolates  and 
candies  available  at  significant  discounts  for  employee 
group  and  association  purchases,  employee  stores, 
corporate  gifts  and  incentives,  and  employee  association 
fundraising.  Gift  certificates  and  many  items  are  available 
year  round.  Receive  holiday  specialty  items  for  Valentine’s 
Day,  Easter  and  Christmas. 


Shonfeld’s 

57  Romanelli  Ave. 

South  Hackensack,  NJ  07606 
201-883-0100  x219 
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FAX:  201-883-0017 
E-mail:  lallen@shonfelds.com 
Contact:  Laurie  Allen 

Shonfeld’s  manufactures  decorative  gourmet  gift  foods. 
Our  gift  baskets  include  oils,  vinegars,  infused  fruits,  spice 
sets,  and  more.  We  can  customize  labels  and  name  tags 
with  your  company  logo. 


Totally  Chocolate 

1855  Pipeline  Rd. 

Blaine,  WA  98230 

800-255-5506 

FAX:  360-332-1802 

Website:  www.totallychocolate.com 

E-mail:  sales@totallychocolate.com 

Contact:  Nancy  Blair 

Totally  Chocolate  offers  a  wide  variety  of  unique  chocolate 
items  that  are  perfect  for  employee  awards  and  incentives, 
corporate  gifts  and  company  stores.  Keep  in  mind,  any  logo 
or  art  can  be  reproduced  in  chocolate. 

Employee  Store 
Merchandise/Clothing 

American  Identity,  Inc. 

10450  Holmes  Rd. 

Kansas  City,  MO  64131 

816-943-5000 

FAX:  801-720-9749 

E-mail:  joe.brooks@americanid.com 

Contact:  Joe  Brooks 

American  Identity,  Inc.  is  the  number  one  full-service, 
private  apparel  and  advertising  specialties  distributor 
in  the  country.  Upscale  jackets,  golfwear,  caps,  and 
fleece  are  all  included  in  stock  selection.  In  addition 
to  in-house  embroidery  and  silk-screening,  we  design 
and  produce  catalogs. 


Bellacor.com 

345  N.  Herschel  St. 

St.  Paul,  MN  55104 
877-723-5522 
FAX:  800-760-6678 
Website:  www.bellacor.com 
E-mail:  info@bellacor.com 
Contact:  Josephine  Jaspers 

Add  the  right  accents  to  your  home  decor  with  distinctive 
art,  area  rugs,  mirrors,  and  a  world  class  selection  of 
lighting  with  bellacor.com,  formerly  Golden  Valley  Lighting. 
You  will  save  10  percent  on  all  your  purchases.  A  free 
professional  decorating  service  is  also  available.  Call  our 
toll-free  number  to  receive  your  specific  company  code.  A 
more  beautiful  home  begins  at  bellacor.com. 
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Benefit  Direct 

FAX:  973-575-4969 

7373  N.  Scottsdale  Rd.,  Ste.  C-134 

Website:  www.scentsforless.com 

Scottsdale,  AZ  85258 

E-mail:  webmaster@scentsforless.com 

480-348-5527 

Contact:  Tony  Colucci  (D  &  B  Wholesale  Cosmetics,  Inc.) 

FAX:  480-991-6606 

E-mail:  ejohnson@benefitdirect.com 

Contact:  Tanya  Gormley  (Scents  for  Less) 

Contact:  Erika  Johnson 

D  &  B  Wholesale  Cosmetics,  Inc.  sells  men’s  and  women’s 
designer  fragrances  and  cosmetics,  such  as  Christian  Dior, 

Benefit  Direct  provides  free  employee  benefit  programs  to 

Giorgio,  Opium,  Polo,  Elizabeth  Arden,  Shalimar,  Lancome, 

the  employer  and  employee.  We  are  dedicated  to  serving 

Liz  Claiborne,  and  Cool  Water,  primarily  for  distribution  at 

the  needs  of  both  parties. 

BZ  Marketing 

701  S.  6th  St. 

employee  stores.  Its  affiliate,  Scents  for  Less,  provides 
several  thousand  name  brands  at  a  reduced  cost  as  an 
employee  benefit  program  on  the  Internet. 

Philadelphia,  PA  19147 

DSTV  DIRECTV  Employee  Discount  Program 

215-574-0214 

2738  Progress  Rd. 

FAX:  215-574-0247 

Madison,  Wl  53716 

E-mail:  edwinbuzan@aol.com 

877-812-5246  x3104 

Contact:  Edwin  Buzan 

608-224-3876  x3104 

FAX:  608-663-1330 

BZ  Marketing  sells  brand-name  watches,  embroidered  cloth¬ 

E-mail:  jtaylor@dstvinc.com 

ing,  personal  business  organizers,  magnetic  health  products, 
sunglasses,  umbrellas,  tools,  and  other  personal  accessories. 

Contact:  Jennifer  Taylor 

With  over  nine  million  subscribers,  DIRECTV  is  a  top 
provider  of  satellite  television.  ESM  Association  member 

Cherry  Hill  Furniture  &  Interiors 

employees  receive  40-55  percent  off  DIRECTV  equipment. 

Furnitureland  Station 

Enroll  your  company  in  this  free  program  today.  For  a 

P.O.  Box  7405 

High  Point,  NC  27264 

800-328-0933 

sample  offer,  call  or  e-mail  us. 

FAX:  800-888-0933 

Family  Edge 

Contact:  Donna  Blair 

2049  Century  Park  E.,  Ste.  1020 

Los  Angeles,  CA  90067 

With  68  years  experience,  Cherry  Hill  Furniture  &  Interiors 

310-282-2517 

offers  discounts  up  to  65  percent  off  furniture  direct  from 

FAX:  310-282-2599 

North  Carolina’s  furniture  capital.  Choose  from  500  elegant 

Website:  www.familyedge.com 

brands  of  furniture.  Nationwide  delivery  is  available. 

E-mail:  fjohnson @ knowledgekids.com 

Contact:  Frank  Johnson 

Cheyenne  River 

Family  Edge  is  an  award-winning  online  learning  solution 

14705  W.  112th  St. 

that  helps  working  parents  and  grandparents  manage  the 

Lenexa,  KS  66215 

challenges  of  raising  and  educating  their  children  and 

913-438-2205 

grandchildren.  Members  receive  a  free  one-month  trial  and 

FAX:  913-438-2058 

Website:  www.cheyenneriver.com 

E-mail:  info@cheyenneriver.com 

a  discount  of  up  to  33  percent  off  the  regular  price. 

Contact:  Mike  Doran 

Farash  &  Robbins,  Inc. 

40  Ruta  Ct. 

Cheyenne  River,  an  award-winning  embroidered  apparel 

South  Hackensack,  NJ  07606 

manufacturer,  features  active-lifestyle  men’s  and  women’s 

800-486-4865 

designer  sportswear,  with  items  ranging  from  basic  and 

201-807-1990 

fancy  tees  to  fleece,  fashion  to  woven  knits,  and  outerwear 

FAX:  201-807-0666 

to  headwear.  Cheyenne  River  can  provide  a  sophisticated, 
yet  affordable  embroidered-apparel  program  for  your  retail 

Contact:  Dory  Farash 

or  staff  needs. 

America’s  best  watch  program  features  famous,  national- 
brand  Quartz  watches.  All  watches  are  packed  in  units  of 
25,  36  or  50  in  its  own  presentation  box  with  factory 

D  &  B  Wholesale  Cosmetics,  lnc./Scents  for  Less 

345  Kaplan  Dr. 

Fairfield,  NJ  07004 

800-626-4141 

973-575-1550 

warranties  included. 
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Gap  Inc.  Direct 

300  California  St. 

San  Francisco,  CA  94104 
888-427-1 1 1 1 
FAX:  415-676-6333 
E-mail:  corporate_sales@gap.com 
Contact:  Courtney  Friedman 

From  our  three  distinctive  brands — Gap,  Banana  Republic 
and  Old  Navy,  Gap  Inc.  Direct  provides  unique  benefits  that 
are  perfect  for  customer  and  employee  retention,  recog¬ 
nition,  sales  incentives,  and  loyalty  programs. 


HoneyBaked  Ham  Co. 

11935  Mason  Rd. 

Cincinnati,  OH  45249 
513-583-9700 
FAX:  513-583-4190 
Contact:  William  Donnelly 

Family-owned  and  operated,  HoneyBaked  Ham  Co.  sells 
fully-cooked,  bone-in,  spiral-sliced  gourmet  hams  and  other 
quality  meat  products,  HoneyBaked  brand  condiments,  deli 
items,  and  party  trays. 


J.  America 

1 200  Mason  Ct. 

Webberville  Business  Park 
Webberville,  Ml  48892 
517-521-2525 
FAX:  517-521-2605 
Contact:  Peter  Ruhala 

J.  America  offers  quality  embroidered  sportswear  and 
headwear.  We  take  pride  in  our  exclusive  fabrications  and 
styling  of  golf  shirts,  woven  shirts,  sweatshirts,  windshirts, 
outerwear,  and  caps.  Our  products  are  in  stock  at  wonder¬ 
ful  prices  and  sold  with  a  smile. 


Jordan  Worldwide 

400B  Commerce  Dr. 

Fort  Washington,  PA  19034 

800-344-2823 

215-654-8200 

FAX:  215-654-7575 

E-mail:  tsmall1021@email.msn.com 

Contact:  Traci  Small 

We’re  in  the  business.  Jordan  Worldwide  is  a  full-line 
distributor  to  employee  stores.  We  are  sole  distributors  of 
Armitron  (Looney  Tunes)  and  Beverly  Hills  Polo  watches, 
as  well  as  other  name  brands  and  first-quality  lines.  Jordan 
Worldwide  specializes  in  quality  name  brands  and  logo 
merchandise  at  prices  below  wholesale. 


Let’s  Get  Organized — Leather  &  Accessories 

21126  Merridy  St. 

Chatsworth,  CA  91311 
888-LGO-4321 
818-407-1903 
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FAX:  818-718-0823 
E-mail:  dadmanal@aol.com 
Contact:  Allen  Lottman 

Let’s  Get  Organized — Leather  &  Accessories  offers  leather 
merchandise  to  be  sold  in  employee  stores  or  through 
onsite  sales.  Choose  from  a  variety  of  leather  products 
such  as  handbags,  wallets,  travel  bags,  jackets,  portfolios, 
and  accessories  for  the  entire  family.  ESM  Association 
members  will  receive  a  minimum  discount  of  20  percent. 
Consider  us  for  your  next  fundraiser. 


Men’s  Wearhouse 

40650  Encyclopedia  Cir. 

Fremont,  CA  40650 

510-657-9821 

FAX:  760-436-5646 

Website:  www.menswearhouse.com 

E-mail:  fsstern@tmw.com 

Contact:  Frank  Stern 

Men’s  Wearhouse  V.I.P.  Corporate  Program  allows  your 
employees  to  dress  for  success — for  less!  ESM  Association 
members  receive  a  10  percent  discount  on  all  regularly- 
priced  merchandise.  Enjoy  Success  for  Less  seminars,  free 
lifetime  pressings  and  free  re-alterations  at  any  of  our  500 
locations  throughout  the  U.S. 


National  Distributors 

5921  Baum  Blvd. 

Pittsburgh,  PA  15206 

800-247-4514 

412-361-7577 

FAX:  800-583-3214 

Website:  nationaldistributors.com 

E-mail:  natidist@ad.com 

Contact:  Martin  Mallit 

National  Distributors  is  a  wholesale  distributor  of 
merchandise  perfect  for  any  employee  store.  We  can  supply 
your  store  with  health  and  beauty  products  (specializing  in 
travel  sizes),  over-the-counter  medicines,  hosiery,  stationery, 
cameras,  film,  candy,  cosmetics,  gifts,  fragrances,  and  much 
more.  Call  for  our  wholesale  catalog  today. 


North  American  Marketing  Corp.  (NAMCO) 

100  Sanrico  Dr. 

Manchester,  CT  06040-2225 
860-649-3666 
FAX:  860-646-3692 
Website:  www.namcotoy.com 
E-mail:  namcotoy@erols.com 
Contact:  GaryTampone 

NAMCO  is  a  toy  wholesaler  that  has  specialized  in  children’s 
toys  for  corporate  holiday  parties  for  over  30  years.  Case  lot 
sales  available  at  low  wholesale  pricing. 


Payrollpurchasing.com 

1611  -D  Ellsworth  Industrial  Blvd. 

Atlanta,  GA  30318 
888-923-6236  x5117 
404-609-5126 

E-mail:  khaworth@payrollpurchasing.com 
Contact:  Kathy  Haworth 

Payrollpurchasing.com  (PPC)  is  an  innovative  benefit 
program  that  allows  employees  to  shop  from  our  extensive 
PPC  Internet  site.  Purchases  are  paid  through  interest  free 
payroll  deduction.  Discounts  and  commissions  are 
available  to  fund  employee  services  groups. 


Prestige  Advantage  Assoc.,  Inc. 

10251  W.  Sample  Rd.,  Ste.  C 
Coral  Springs,  FL  33065 
888-866-7795 
954-344-0150 
FAX:  954-344-0247 
Contact:  Shannon  La  Pierre 

Since  1992,  Prestige  Advantage  Assoc.,  Inc.  has  been 
providing  free  discounts  and  considerations  to  employees 
of  large  corporations,  hospitals  and  federal  agencies. 


Richard  Kastner  Co. 

1  Abington  Plz.,  Ste.  403 
Jenkintown,  PA  19046-3909 
215-885-6651 
FAX:  215-885-6653 
Contact:  Richard  Kastner 

Richard  Kastner  Co.  supplies  general  merchandise  to 
company  stores,  casinos  and  gift  shops. 


Rynns  Luggage 

1922  E.  Carson  St. 

Pittsburgh,  PA  15203 
800-664-1220 
412-481-9560 
FAX:  412-481-8864 
Contact:  Howie  Pastroff 

Rynns  Luggage  is  the  Samsonite  national  distributor  and 
Totes  umbrella  distributor  for  independent  accounts.  Both 
lines  are  available  to  ESM  Association  members  with 
employee  stores.  A  mobile  umbrella  assortment  with  fixture 
is  also  available.  Our  customers  are  independent  retailers 
throughout  the  U.S. 


Selling  Edge,  Inc. 

214  W.  29th  St.,  Ste.  1201 
New  York,  NY  10001 
212-279-7200 
FAX:  212-279-6550 
E-mail:  gbrill@sellingedge.com 
Contact:  Gary  Brill 


Selling  Edge,  Inc.  provides  promotional  merchandise  for 
picnics,  Take  Your  Daughter  To  Work®  Day,  holiday 
parties,  blood  drives,  special  events,  meetings,  company 
stores,  and  much  more.  We  feature  both  imprinted  and 
nonprinted  items.  Name  brand  and  designer  merchandise 
is  also  available. 

Family 

Entertainment/Attractions 

American  Family  Day  Corp. 

P.O.  Box  669068 

Marietta,  GA  30066-0102 

800-227-3801 

770-429-1807 

FAX:  770-426-0906 

Website:  www.americanfamilyday.com 

E-mail:  bill@americanfamilyday.com 

Contact:  Bill  Blohm 

At  last,  a  company  that  eliminates  the  burden  of  coordin¬ 
ating  the  company  picnic,  open  house  and  anniversary 
celebration.  American  Family  Day  Corp.  is  a  nationwide 
company  offering  services  for  events  with  500-50,000 
guests.  We  own  the  largest  selection  of  games,  activities, 
catering,  and  concession  supplies.  We  are  a  turn-key 
operation  with  full-service  locations  in  Sacramento,  CA; 
Marietta,  GA;  and  Columbus,  OH. 


Anheuser-Busch  Adventure  Parks 

200  U.S.  Hwy.  #1 

Newark,  NJ  07114 

888-925-8287 

973-424-5353 

FAX:  973-424-5354 

Website:  www.4adventure.com 

E-mail:  Craig.Batten@Anheuser-Busch.com 

Contact:  Craig  Batten 

Adventure  Club  is  your  passport  to  great  family  fun.  Get 
started  by  offering  your  employees  the  best  year-round 
benefits  to  eight  fun-filled  Anheuser-Busch  Adventure 
Parks:  Busch  Gardens  and  Water  Country  U.S. A., 
Williamsburg,  VA;  Busch  Gardens  and  Adventure  Island, 
Tampa  Bay,  FL;  SeaWorld  Adventure  Parks,  Orlando,  FL, 
San  Diego,  CA,  and  San  Antonio,  TX;  and  Sesame  Place, 
Langhorne,  PA.  For  more  information  on  how  to  become  an 
Adventure  Club  member,  call  our  toll-free  number. 


Brunswick  Recreation  Centers/Brunswick  Zone 

1  N.  Field  Ct. 

Lake  Forest,  IL  60045-481 1 

847-735-4587 

FAX:  847-735-4503 

Website:  www.brunswickbowling.com 

E-mail:  sue_schory@brunbowl.com 

Contact:  Sue  Schory 
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Brunswick,  one  of  the  largest  chain  operators  of  family 
bowling  and  recreation  centers  in  North  America,  offers 
free  group  bowling  parties  to  ESM  Association 
companies  wishing  to  organize  programs  for  their 
employees  on  a  local  or  national  basis.  Brunswick’s  new, 
futuristic,  glow-in-the-dark  Cosmic  Bowling  is  perfect  for 
company  parties,  group  outings  and  fund-raising  events. 


Disneyland  Park  Event  Sales 

1 150  W.  Magic  Way,  DRC  3rd  FI. 
Anaheim,  CA  92802 
714-956-6861 
FAX:  714-956-6864 

E-mail:  loretta.zimmerman@disney.com 
Contact:  Loretta  Zimmerman 


Feld  Entertainment,  Inc. 

8607  Westwood  Ctr.  Dr. 

Vienna,  VA22182 
703-448-401 1 
FAX:  810-454-4722 
E-mail:  nhobby@feldinc.com 
Contact:  Nicole  Hobby 

Feld  Entertainment,  Inc.  makes  dreams  come  true  for  more 
than  six  million  families  each  year.  Come  see  our 
innovative,  world-class  productions  in  your  hometown: 
Ringling  Bros,  and  Barnum  &  Bailey,  Disney  on  Ice  and  our 
new,  upscale,  one-ring  circus,  Barnum’s  Kaleidoscape. 


Florida  Attractions  Assn. 

1114  N.  Gadsden  St. 

Tallahassee,  FL  32303 

850  224-0519 

850-222-2885 

FAX:  850-222-3970 

E-mail:  attractions@nettally.com 

Contact:  Donna  Ross,  CAE 

The  Florida  Attractions  Assn,  is  a  trade  association 
comprised  of  over  85  family-oriented  tourist  attractions  from 
Pensacola  to  Key  West.  For  a  free  copy  of  The  Official 
Guide  Map  to  Florida  Attractions ,  call  (850)  224-0519  or  e- 
mail  attractions@nettally.com. 


Golf  Guide  &  Coupon  Book 

2265  Laguna  Canyon  Rd. 

Laguna  Beach,  CA  92651 

949-376-6400 

FAX:  949-376-8500 

Website:  www.onlinegolfguide.com 

E-mail:  dan@onlinegolfguide.com 

Contact:  Dan  Kaczor 

Golf  Guide  &  Coupon  Book  contains  thousands  of  dollars  in 
coupons  for  free  and  discounted  golf  at  hundreds  of 
courses  and  practice  centers.  Maps,  fee  information  and 


course  descriptions  make  these  comprehensive  directories 
a  valuable  resource  for  every  golfer.  Available  in  three 
editions:  Northern  California,  Southern  California  and 
Arizona.  ESM  Association  members  receive  a  30  percent 
discount.  A  great  gift  idea. 


Kennedy  Space  Center  Visitor  Complex 

M/C  DNPS 

Kennedy  Space  Ctr.,  FL  32899 

321-449-4324 

FAX:  321-449-4480 

Website:  www.kennedyspacecenter.com 
E-mail:  mmayoros@dncinc.com 
Contact:  Micki  Mayoros 

Experience  the  glorious  past,  which  inspired  the  exciting 
present  and  future  of  the  American  Space  Program.  Tour 
LC  39  Observation  Gentry  to  see  where  space  shuttles 
launch;  visit  the  Apollo/Saturn  V  Center  to  learn  how 
astronauts  landed  on  the  moon;  and  tour  the  International 
Space  Station  Center  to  discover  the  future  of  space  travel. 

LEGOLAND  California 

One  Legoland  Dr. 

Carlsbad,  CA  92008-4610 

760-918-5300 

FAX:  760-603-0032 

E-mail:  maryellend @ america.lego.com 

Contact:  Mary  Ellen  Dougherty 

LEGOLAND  California,  located  30  minutes  north  of 
San  Diego,  offers  families  the  ultimate  shared  ex¬ 
perience,  with  a  full  day  of  LEGO  attractions,  rides  and 
hands-on  play  areas. 


Media  Play/The  Musicland  Group 

3054  Sheridan  Dr. 

Amherst,  NY  14226 
716-837-3722  x25 
FAX:  716-837-3446 
Contact:  Robin  Lenhard 

Media  Play/The  Musicland  Group  is  a  national  chain  of 
entertainment  superstores  carrying  music,  books, 
software,  DVDs,  videos,  video  games,  toys,  and  more.  In 
addition  to  our  customer  reward  club  “Replay,”  we  also 
offer  corporate  partnership  programs  for  employee  dis¬ 
count  events,  institutional  accounts,  and  volume  gift 
certificate  purchase  discounts. 


Medieval  Times  Dinner  &  Tournament  North  America 

7662  Beach  Blvd. 

Buena  Park,  CA  90620-1838 

714-634-0213 

FAX:  714-634-0214 

E-mail:  jlennartson  @  medievaltimes.com 
Contact:  Jim  Lennartson 
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Call  now  to  enroll  in  the  Medieval  Times  exclusive  year- 
round  KnightClub  Card  program,  offering  a  savings  of  15 
percent  off  regular  adult  or  child  admissions  Sunday- 
Friday.  The  program  is  valid  at  Medieval  Times  castles  in 
Buena  Park,  CA;  Kissimmee  FL;  Chicago,  IL;  Lyndhurst, 
NJ;  Myrtle  Beach,  SC;  Dallas,  TX;  and  Ontario,  Canada. 
Cardholders  enjoy  a  10  percent  savings  on  merchandise 
in  our  gift  shops.  KnightClub  Cards  are  free.  Each 
Medieval  Times  castle  offers  group  rates  for  special 
company  outings  and  a  consignment  ticket  program.  Take 
advantage  of  these  exciting  discounts  and  see  the  show 
that’s  become  a  legend. 


Pirate’s  Dinner  Adventure 

6400  Carrier  Dr. 

Orlando,  FL  32819 

407-248-0590 

FAX:  407-248-0507 

E-mail:  keithc@orlandopirates.com 

Contact:  Keith  Charlton 

We  are  the  World’s  Largest  Pirate  Dinner  Show  with  a 
Broadway  style  musical  that  includes  spectacular  stunts 
and  special  effects.  Over  100  people  from  the  audience  are 
asked  to  participate  in  the  show  every  night. 


Richard  Petty  Driving  Experience 

P.O.  Box  10043 

Lake  Buena  Vista,  FL  32830 

407-939-0130 

FAX:  407-939-0137 

Website:  www.1800bepetty.com 

E-mail:  tburrell@1800bepetty.com 

Contact:  Tonya  Burrell 

Experience  the  heart-pounding,  high-speed,  fast-action 
adventure  of  driving  or  riding  in  a  630  horsepower  race  car 
at  speeds  of  up  to  145  mph  at  the  Richard  Petty  Driving 
Experience.  Located  at  the  Walt  Disney  World  Speedway, 
we  offer  a  10  percent  discount  to  ESM  Association 
members.  Come  experience  the  real-life  adventure  made 
famous  by  racing  legend  Richard  Petty. 


San  Diego  Zoo/San  Diego  Wild  Animal  Park 

3252  5th  Ave.,  2nd  FI. 

San  Diego,  CA  92103-5715 

619-718-3000 

FAX:  619-718-3021 

Website:  www.sandiegozoo.org 

E-mail:  mantista@sandiegozoo.org 

Contact:  Mary  Lou  Antista-Suba 

At  the  San  Diego  Zoo  and  San  Diego  Wild  Animal  Park,  the 
Zoofari  Club  Card  program  offers  employees  a  greater 
savings  on  year-round  admission  purchases.  The  program 
is  free  to  companies  with  100  employees  or  more.  Other 
programs  available  include  company  picnics  at  both 
facilities,  special  tours  and  group  outings  that  appeal  to 
all  ages. 
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Saturday  Night  Fever  Tour 

6104  Trolley  Square  Crossing 

Atlanta,  GA  30306 

404-881-6012 

FAX:  404-607-7029 

Website:  www.feverontour.com 

E-mail:  twingfield@mindspring.com 

Contact:  Todd  Wingfield 

Inspired  by  the  1977  film,  Saturday  Night  Fever  is  now  a 
touring  Broadway  musical  featuring  many  Top  10  Bee 
Gees  hits  including  “Stayin’  Alive,”  “Night  Fever”  and  “You 
Should  Be  Dancing... Yeah.”  Coming  soon  to  your  city. 


Shear  Madness 

59  Temple  PI.,  #4442 

Boston,  MA  02111 

800-992-9035 

FAX:  617-695-1230 

Website:  www.shearmadness.com 

E-mail:  amshearmad@cs.com 

Contact:  Annmarie  Faiella 

Shear  Madness  is  the  hilarious  whodunit  where  the 
audience  solves  the  crime.  Set  in  a  unisex  hairstyling  salon 
as  the  scene  of  a  wacky  murder,  the  play  is  filled  with  up- 
to-the-minute  spontaneous  humor  and  it’s  different  every 
time  you  see  it.  Shear  Madness  is  delighting  audiences  in 
Boston,  Chicago,  San  Francisco  and  at  the  Kennedy 
Center  in  Washington,  DC.  Generous  group  discounts 
are  available. 


Six  Flags  Theme  Parks  &  Hotels 

647  Camino  de  los  Mares 

Ste.  108-177 

San  Clemente,  CA  92673 

949-661-8517 

FAX:  949-661-8516 

E-mail:  randythomas@earthlink.net 

Contact:  Randy  Thomas 

Six  Flags  Theme  Parks  &  Hotels  currently  has  two  hotels  in 
the  U.S.  and  35  amusement  and  water  parks  throughout 
the  U.S.,  Europe  and  Mexico.  Most  parks  offer  ESM 
Association  members  programs  that  include  picnics, 
consignment  tickets  and  V.I.P.  Club  discount  cards. 


SMI,  Inc. — The  Russian  Nutcracker 

27  E.  Housatonic  St. 

Pittsfield,  MA  01 201 -6401 
413-499-1733 
FAX:  413-499-3820 
Website:  www.nutcracker.com 
E-mail:  SMI@nutcracker.com 
Contact:  Clifford  Fields 
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Songer  Whitewater,  Inc. 

P.O.  Box  300 

Fayetteville,  WV  25840-0300 

304-658-9926 

FAX:  304-658-9952 

Website:  www.songerwhitewater.com 

E-mail:  raft@songerwhitewater.com 

Contact:  Len  Hanger 

Songer  Whitewater,  Inc.  offers  exciting  whitewater  rafting 
adventures  in  West  Virginia.  Choose  from  one-  or  two-day 
trips  on  the  New  and  Gauley  Rivers — America’s  best 
whitewater.  Whitewater  rafting  is  a  great  motivator  or 
reward  for  your  employees.  ESM  Association  members 
receive  a  15  percent  discount  on  select  trips. 


United  Artists  Theatres 

9110  E.  Nichols  Ave.,  Ste.  200 
Englewood,  CO  80112-3451 
800-784-VIPS 
303-792-8773 
FAX:  303-792-8666 
Website:  www.UATC.com 
E-mail:  jdunn@uatc.com 
Contact:  Joanne  Dunn 

United  Artists  Theatres  Discount  Ticket  Program  offers  an 
innovative,  economical  way  to  treat  your  employees  to  top 
box  office  hits  priced  substantially  below  box  office  prices. 
Tickets  can  be  resold  to  employees  or  given  as  gifts,  prizes 
or  rewards.  Gift  certificates  are  also  available.  Valid  at 
United  Artists  Theatres  nationwide. 


Universal  Orlando 

1000  Universal  Studios  Plz. 

Orlando,  FL  32819-7610 

866-886-5027  x2 

FAX:  407-224-6602 

Website:  www.universalorlando.com 

E-mail:  heidi.ferdinand@universalorlando.com 

Contact:  Heidi  Ferdinand 

The  Universal  Studios  Florida  Fan  Club  is  a  free  program 
featuring  special  discounts  on  admission  for  families  and 
guests.  Universal  Orlando  also  offers  specially-priced 
corporate  tickets  to  be  sold  on  consignment  to  your 
employees  and  their  families.  Call  for  pricing  information. 


Universal  Studios  Hollywood 

100  Universal  City  Plz.,  Bldg.  5511-5 

Universal  City,  CA  91608 

818-622-3176 

FAX:  818-622-0142 

E-mail:  kim.weedmark@ unistudios.com 

Contact:  Kim  Weedmark 

Everything  that  happens  in  the  movies  happens  to  you!  Get 
ready  to  live  the  most  spine-tingling  adventure  in  65  million 
years.  Jurassic  Park  The  Ride  brings  the  biggest  block¬ 
buster  ever  thundering  to  life  on  the  most  spectacular  water 


ride  of  all  time.  Travel  through  time  from  the  21st  Century 
on  Back  to  the  Future — The  Ride.  Catch  a  tidal  wave  of 
action  as  Waterworld — A  Live  Sea  War  Spectacular  brings 
the  hit  movie  surging  to  life.  Universal  Studios  Hollywood — 
where  Hollywood  and  you  come  alive. 


Wet’n  Wild,  Inc. 

6200  International  Dr. 

Orlando,  FL  32819 
407-248-3005 
FAX:  407-363-1147 
Website:  www.wetnwild.com 
E-mail:  tfrazier@wetnwildorf.com 
Contact:  Terry  Frazier 

Wet’n  Wild,  Inc.,  America’s  favorite  water  park,  is  Florida’s 
“Fun  in  the  Sun”  spot.  Wet’n  Wild  features  the  best  variety 
of  multi-passenger  thrill  rides  in  Orlando,  including  the  new 
Hydra  Fighter,  the  water  park  industry’s  first  interactive 
experience.  Wet’n  Wild  is  just  minutes  away  from  Universal 
Studios  Orlando.  We  offer  a  $5  Universal  Fan  Club 
discount  to  ESM  Association  members. 


Wildwater  Expeditions  Unlimited,  Inc. 

P.O.  Box  155 
Lansing,  WV  25862 
800-982-7238 
304-658-4007 
FAX:  304-658-4008 
Website:  wvaraft.com 
E-mail:  wvaraft@wvaraft.com 
Contact:  K.  Christopher  Dragan 

Wildwater  Expeditions  Unlimited,  Inc.,  West  Virginia’s 
number  one  licensed  outfitter,  has  first-class  outdoor  rafting 
and/or  climbing  adventures  that  make  superior  company 
outings  or  family  vacations.  Single-  and  multi-day  rafting 
trips  range  from  soft  to  extreme  adventure.  Rock  climb¬ 
ing/rappelling  clinics  are  among  the  additional  activities  that 
can  be  added  to  your  adventure  itinerary.  ESM  Association 
members  and  their  employees  will  receive  discounts  of  up 
to  20  percent.  Call  today  to  arrange  plans.  Free  team¬ 
building  video  available. 


Wisconsin  Dells  Passport  To  Pleasure  Program 

560  Wisconsin  Dells  Pkwy. 

Wisconsin  Dells,  Wl  53965-0065 

608-254-2525 

FAX:  608-254-6103 

Website:  www.wisconsindells-savings.com 
E-mail:  bartiett@dellsnet.com 
Contact:  Kristi  Meister 

Your  employees  will  save  up  to  35  percent  on  the  area’s 
most  popular  attractions — the  more  you  see,  the  more  you 
save.  Call  or  fax  for  further  details  on  this  free  promotion. 
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Multi-location 


Inns,  Hotels  and  Suites.  Advance  reservations  are 
required.  A  free  continental  breakfast  is  available  at 
most  locations.  Kids  18  and  under  stay  free.  Use  ID# 
00044073  to  receive  a  discount. 


Best  Western  Int’l.,  Inc. 

6201  N.  24th  Pkwy. 

Phoenix,  AZ  85016-2023 
800-528-1234 
602-957-5770 
FAX:  602-957-5643 

Website:  www.bestwestern.com/best.html 
E-mail:  valerie.amstutz@bestwestern.com 
Contact:  Valerie  Amstutz 

Best  Western  Int’l.,  Inc.  is  the  world’s  largest  lodging  brand 
with  more  than  3,700  independently-owned  and  operated 
hotels.  Participating  Best  Western  locations  in  the  U.S., 
Canada  and  the  Caribbean  offer  a  10  percent  savings 
opportunity.  For  reservations  and  participating  locations, 
call  our  toll-free  number  and  ask  for  ESM  Association  Plan 
Code  OM  discount.  Across  the  street  from  ordinary.” 


Discover  Resorts  Int’l. 

7150  E.  Camelback  Rd.,  Ste.  455 
Scottsdale,  AZ  85251 
877-934-7268  Reserv. 

480-421-6021 
FAX:  480-941-3900 
Website:  www.discoverresorts.com 
E-mail:  thomasb@discoverresorts.com 
Contact:  Tom  Bogart 

Discover  Resorts  Int’l.  offers  extraordinary  vacation  rentals 
located  at  major  beach,  ski,  golf,  and  international  destinations. 
Enjoy  the  comfort  and  convenience  of  private,  furnished 
homes,  townhomes  and  condominiums  in  Arizona,  Colorado, 
Florida,  Montana,  Utah,  and  London,  England.  Ask  about  our 
special  offers  for  ESM  Association  members. 


Cendant  Corp. — ESM  Assn.  Hotel  Savings  Program 

825  E.  Roosevelt  Rd. 

Lombard,  IL  60148 

630-424-9500 

FAX:  630-424-9507 

E-mail:  sarah. o’brien  @ cendant.com 

Contact:  Sarah  O’Brien 

Cendant  Corp.  is  the  parent  company  of  Days  Inn,  Howard 
Johnson,  Ramada,  Knights  Inn,  Wingate  Inn,  and 
Travelodge  hotels.  The  Member  Benefit  Program  offers 
ESM  Association  members  hotel  savings  of  1 5-30  percent 
off  the  standard  rate.  The  program  is  currently  accepted  at 
over  4,000  participating  hotels  throughout  North  America. 
Advance  reservations  are  required.  When  making  reser¬ 
vations,  mention  Member  I.D.  Number  20646.  Call  (800) 
268-2195  for  Days  Inn;  (800)  769-0939  for  Howard 
Johnson;  (800)  462-8035  for  Ramada;  (800)  682-1071  for 
Knights  Inn;  (877)  202-8814  for  Wingate;  and  (800)  545- 
5545  for  Travelodge.  Call  today  and  make  your  reservation. 


Choice  Hotels  Int’l. 

10750  Columbia  Pike 

Silver  Spring,  MD  20901-4427 

800-4-CHOICE 

301-592-5196 

FAX:  301-592-6192 

Website:  www.choicehotels.com/ires/en-US/html/Choice- 

ESM?clientid=SKq4HxRrteSx 

E-mail:  mary_sarkis@choicehotels.com 

Contact:  Mary  Sarkis 

Choice  Hotels  Int’l.  has  more  than  4,000  hotels  world¬ 
wide.  ESM  Association  members  receive  a  15  percent 
discount  at  participating  Comfort,  Quality,  Sleep  Inn, 
Clarion,  Mainstay  Suites,  Econo  Lodge,  and  Rodeway 


Epic  Resorts 

1477  Queens  Bay 
Lake  Havasu  City,  AZ  86403 
520-855-0888  X4771 
FAX:  520-855-4962 
E-mail:  Katlbr@aol.com 
Contact:  Kathryn  Felke 

Your  employees  will  enjoy  V.I.P.  treatment  when  they 
choose  to  stay  at  one  of  our  all-suite  resorts.  Epic  Resorts 
has  locations  in  Las  Vegas,  NV;  Palm  Springs,  CA; 
Scottsdale,  AZ;  Lake  Havasu  City,  AZ;  Hilton  Head,  SC; 
Daytona  Beach,  FL;  Branson,  MO;  and  Cabo,  Mexico. 
Each  resort  features  one-  and  two-bedroom  suites,  laundry 
facilities,  a  kitchen,  queen-size  pull-out  sleeper  sofa, 
heated  pool,  spa,  and  full-service  concierge.  Each  unique 
location  provides  guests  with  the  comforts  of  home  in  a 
spectacular  resort  setting. 


Forever  Resorts 

P.O.  Box  52038 

Phoenix,  AZ  85072 

480-998-1981 

FAX:  480-998-7399 

Website:  www.foreverresorts.com 

E-mail:  mwantz-usa@foreverliving.com 

Contact:  Michelle  Wantz 

Forever  Resorts  offers  various  vacation  destinations 
including  luxurious  houseboat  rentals  available  in 
California,  Georgia,  Missouri,  Nevada,  and  Texas,  as  well 
as  accomodations  at  the  Holiday  Inn-Estes  Park,  CO; 
Signal  Mountain  Lodge  in  the  Grand  Tetons;  and  Mormon 
Lake  Lodge,  17  miles  south  of  Flagstaff,  AZ.  Discounts  are 
available  for  ESM  Association  members. 
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Hostmark  Hospitality  Group 

1111  Plaza  Dr.,  Ste.  200 
Schaumburg,  IL  60173 
847-517-9100 
FAX:  847-517-9797 
Website:  www.hostmark.com 
E-mail:  pfeller@hostmark.com 
Contact:  Peggy  Feller 

Hostmark  Hospitality  Group  manages  40-plus  hotels  and 
resorts  worldwide — from  properties  with  shopping  on  the 
Magnificent  Mile  to  resorts  with  marinas,  stables,  golf,  and 
activities  to  limited  facility  properties  near  Disney  in 
Orlando.  We  offer  accommodations  and  welcome  ESM 
Association  participants. 


Hotel  Reservations  Network 

12000  Biscayne  Blvd.,  Ste.  51 1 

Miami,  FL  33181 

800-964-6835 

305-892-6880 

FAX:  305-892-4443 

Website:  www.hoteldiscount.com 

E-mail:  hotelres@hoteldiscount.com 

Contact:  Robert  Diener 

Hotel  Reservations  Network  offers  ESM  Association 
members  discounts  on  hotel  rates.  Hotels  are  located  in 
major  cities  including  Boston;  Chicago;  London;  Los 
Angeles;  New  York;  Orlando;  Paris;  San  Francisco; 
Washington,  DC;  Hawaii,  and  South  Florida.  Stay  first  class 
at  economy  rates.  Call  for  details. 


La  Quinta  Inns,  Inc. 

909  Hidden  Ridge,  Ste.  600 
Irving,  TX  75038 
214-492-6600 
FAX:  214-492-6785 
E-mail:  pbanks@laquinta.com 
Contact:  Patrick  Banks 

La  Quinta  Inns,  Inc.  offers  ESM  Association  members  a  10 
percent  discount  nationwide.  With  over  300  locations,  La 
Quinta  Inns  and  La  Quinta  Inn  &  Suites  are  a  great  place  to 
stay.  We  offer  spacious  rooms,  free  continental  breakfast, 
swimming  pools,  and  free  local  calls. 


Schaedle,  Worthington,  Hyde  Properties 

c/o  Comfort  Inn — Destin 
19001  Emerald  Coast  Pkwy. 

Destin,  FL  32541 

850-654-861 1 

FAX:  850-654-8815 

Website:  www.comfortinndestin.com 

E-mail:  dlpatat@aol.com 

Contact:  Diana  Patat 

Our  hotels  provide  an  outstanding  value  with  an  emphasis 
on  customer  service.  Schaedle,  Worthington,  Hyde 
Properties  owns  and  manages  Comfort  Inn — Destin,  FL: 


850-654-8611;  Hampton  Inn— Destin,  FL:  850-654-2677; 
Red  Roof  Inn — Palm  Harbor,  FL:  727-786-2529;  Hampton 
Inn — Southaven,  MS:  662-349-8855;  and  Hampton  Inn — 
Brentwood,  TN:  615-871-0222. 


Windmill  Inns  of  America 

15220  N.  75th  St. 

Scottsdale,  AZ  85260 
800-547-4747  Reserv. 

480-443-0909  x105 
FAX:  480-443-7635 
Website:  www.windmillinns.com 
E-mail:  hollyr@jeld-wen.com 
Contact:  Holly  Rodriquez 

Windmill  Inns  of  America  represents  unique  inns  and  suites 
located  in  the  recreation  areas  of  Arizona  and  Oregon. 
Amenities  include  our  Windmill  Inn  Good  Morning™, 
featuring  hot  beverages,  orange  juice,  muffins,  and 
newspapers  delivered  to  your  room  daily,  outdoor  pools, 
bicycles,  Best  Seller  lending  library,  and  more.  Please  ask 
for  the  ESM  Association  rate  when  making  reservations. 


California 

Inn  Suites  Hotels 

7555  Beach  Blvd. 

Buena  Park,  CA  90620 
714-522-^360 
FAX:  714-523-2883 
Contact:  Arlene  Jones 

This  185-suite  hotel  is  minutes  from  Disneyland  and  just 
one  block  from  Knott’s  Berry  Farm.  Guests  can  enjoy  a 
free,  full  breakfast  buffet  and  Wednesday  night  barbecues. 
All  roomsj  include  a  microwave,  refrigerator,  hair  dryer, 
coffee  maker,  and  tea  maker.  Two-room  family  suites  and 
hot  tub  suites  are  available. 


Stovall’s  Best  Western  Hotels 

1110W.  Katella  Ave. 

Anaheim,  CA  92802 
800-854-8175 
714-776-4800  x425 
FAX:  714-758-1396 
E-mail:  stovallsab@aol.com 
Contact:  Anjuli  Bijlani 

Stovall’s  Best  Western  offers  four  hotels  surrounding 
Disneylancl  in  Anaheim,  CA,  that  are  centrally  located  to 
most  southern  California  attractions.  ESM  Association 
members  receive  special  rates. 
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Florida 

Buena  Vista  Suites 

8203  World  Center  Dr. 

Orlando,  FL  32821 
800-537-7737  Reserv. 

407-239-8588 
FAX:  407-239-1401 
Website:  www.buenavistasuites.com 
E-mail:  ebost@bvsuites.com 
Contact:  Elaine  Bost 

Looking  for  a  treat  for  the  whole  family?  Located  one-and- 
a-half  miles  from  Walt  Disney  World  Resort  and  convenient 
to  all  major  attractions,  Buena  Vista  Suites  is  in  the  center 
of  all  there  is  to  see  and  do  in  Orlando.  Buena  Vista  Suites 
features  280  spacious  two-room  suites  with  a  private 
bedroom  and  separate  living  room  with  a  sofa  bed.  The 
suites  can  accommodate  up  to  six  people  (max.  four 
adults).  Your  suite  includes  an  in-room  coffee  maker, 
refrigerator,  microwave,  wetbar,  and  two  TVs.  Enjoy  a  free, 
full  American-breakfast  buffet  daily  and  free  scheduled 
transportation  to  the  Magic  Kingdom,  Epcot  Center, 
Disney-MGM  Studios,  and  Disney’s  Animal  Kingdom. 


Choice  Hotels  Int’l.  State  of  Florida 

2555  9th  St.  N. 

Naples,  FL  34103 
941-261-6046 
FAX:  941-261-6322 
E-mail:  jndnaples@adl.com 
Contact:  Joseph  Dinunzio 

The  Choice  Hotels  of  Florida  family,  including  Clarion, 
Comfort,  Quality,  Sleep,  and  Mainstay,  offer  choice 
accommodations  at  special  ESM  Association  rates. 


Comfort  Suites  Resort  Maingate  East 

2775  Florida  Plaza  Blvd. 

Kissimmee,  FL  34746 

888-784-8379 

407-397-7848 

FAX:  407-839-0402 

Website:  www.comfortsuitesfl.com 

Contact:  Tom  Davis 

Comfort  Suites  Resort  Maingate  East  is  a  198  room,  all-suite 
hotel  just  two  miles  from  Walt  Disney  World.  We  pay  for 
scheduled  transportation  to  Walt  Disney  World,  Universal 
Studios,  SeaWorld,  and  Wet’n  Wild.  Free  deluxe  continental 
breakfast.  Guests  have  access  to  the  business  center,  exercise 
room,  pool,  kiddie  pool,  and  Tiki  Bar. 


Diplomat  Resort  at  Maingate 

7491  W.  Irlo  Bronson  Memorial  Hwy. 
Kissimmee,  FL  34747 
407-396-6000 
FAX:  407-396-9215 


Website:  www.maingateresort.com 
E-mail:  rrimg_gm@bellsouth.net 
Contact:  Debbie  Hymes 

Diplomat  Resort  at  Maingate  has  442  guest  rooms  and  is 
located  one  mile  from  Walt  Disney  World.  We  offer 
complimentary  transportation,  children’s  programs  and 
indoor  and  outdoor  pools.  ESM  Association  members 
receive  up  to  50  percent  off. 


DoubleTree  Castle  Hotel 

8629  International  Dr. 

Orlando,  FL  32819 
407-996-3112 
FAX:  407-248-8181 

Website:  www.doubletreecastlehotel.com 
E-mail:  tamarap @ grandthemehotels.com 
Contact:  Tamara  Parrish 

The  216-room  DoubleTree  Castle  Hotel  is  an  upscale, 
themed  hotel  with  the  ambiance  of  a  summer  palace. 
Guests  are  greeted  by  towering  spires,  rooftop  terraces, 
dancing  fountains,  and  brilliant  sculptures.  Our  mystically 
landscaped  grounds,  with  a  grand  swimming  pool,  pool  bar, 
hot  tub,  two  themed  restaurants,  gift  shop,  and  game  room, 
create  the  feeling  of  a  majestic  castle  courtyard.  Ask  for  the 
Royal  Passport  rate. 


Holiday  Inn  Hotel  &  Suites  Main  Gate  East 

5678  Irlo  Bronson  Memorial  Hwy. 

Kissimmee,  FL  34746 

800-FON-KIDS 

407-396-4488 

FAX:  407-396-8915 

Website:  www.familyfunhotel.com 

Contact:  Stephanie  Rossmann 

Holiday  Inn  Hotel  &  Suites  Main  Gate  East  is  your  family 
fun  resort,  located  three  miles  from  Walt  Disney  World.  All 
614  rooms  feature  a  microwave,  coffee/tea  maker  and 
mini-refrigerator.  Hotel  facilities  include  heated  pools  and 
whirlpools,  sand  volleyball,  and  tennis  and  basketball 
courts.  Kids  always  eat  free.  The  ESM  Association  member 
discount  starts  at  $45. 


Holiday  Inn  Sun  Spree  Resort  Lake  Buena  Vista 

13351  S.R.  535 
Orlando,  FL  32821 
407-239-4500 
FAX:  407-239-7713 
Website:  www.kidsuites.com 
E-mail:  driverayates@yahoo.com 
Contact:  Diane  Rivera 

Less  than  one  mile  from  the  Walt  Disney  World  Resort, 
Holiday  Inn  Sun  Spree  Resort  offers  unique  amenities  for 
those  traveling  with  children.  We’re  the  best  resort  for 
family  fun,  offering  a  children-eat-free  program,  free 
supervised  children’s  activities  and  free  shuttle  service. 
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Holiday  Isle  Beach  Resort  &  Marina 

84001  Overseas  Hwy. 

Islamorada,  FL  33036 
305-664-2321 
FAX:  305-664-4681 
Website:  www.holidayisle.com 
E-mail:  sandi@holidayisle.com 
Contact:  Sandra  Lewis 

Holiday  Isle  Beach  Resort  &  Marina,  in  the  Upper  Florida 
Keys,  offers  180  rooms,  eight  restaurants,  12  lounges, 
water  sports,  diving,  deep  sea  fishing,  meeting  facilities, 
and  island  weddings  and  receptions.  Discounts  Sunday 
through  Thursday:  35  percent  discount  4/23/01-12/15/01; 
10  percent  discount  12/16/01-4/22/02.  Thirty-day  advance 
reservations  are  required  and  based  upon  availability. 


Homewood  Suites  &  Renaissance  Worldgate  Hotel 

8745  International  Dr. 

Orlando,  FL  32819 
407-581-2271 
FAX:  407-355-0737 

E-mail:  ycabrera@homewoodsuitesorlando.com 
Contact:  Yazmin  Cabrera  (Homewood  Suites) 

The  Homewood  Suites  by  Hilton  is  located  in  the  heart  of 
Orlando,  FL.  The  all-suite  hotel  has  252  fully-equipped  one- 
and  two-bedroom  suites.  Enjoy  free  breakfast,  com¬ 
plimentary  cocktail  hour  and  free  transportation  to  area 
attractions.  Must  ask  for  the  Orlando  Connection  rate. 

The  Renaissance  Worldgate  Hotel  is  located  one  mile 
from  Disney  World.  Free  shuttle  service  to  all  Disney 
attractions.  Each  room  has  a  refrigerator,  coffee  maker, 
iron  and  ironing  board,  and  a  hair  dryer.  A  full-service 
restaurant,  deli  and  lounge  are  located  in  the  hotel. 
Must  ask  for  the  Orlando  Connection  rate.  Contact 
Lisa  Klein  at  407-396-1400,  FAX:  407-396-1171,  E-mail: 
LisaK@renaissanceworldgate.com. 


Howard  Johnson  Inn  Main  Gate  East 

6051  W.  Hwy.  192 
Kissimmee,  FL  34747 
407-396-1748 
407-345-8195 
FAX:  407-396-1394 
Website:  www.hojomge.com 
E-mail:  bk10235@aol.com 
Contact:  Erick  Schmallhorst 

Located  two  miles  east  of  Disney  World,  Howard  Johnson 
Maingate  East  is  the  place  to  stay  when  visiting  the 
Orlando,  FL  area.  This  567-room  hotel  features  heated 
swimming  pools,  a  whirlpool  and  a  kids-eat-free  program. 
We  offer  scheduled  transportation  to  the  Magic  Kingdom. 
Join  our  Golden  Passport  Club  and  receive  additional 
discount  passes  to  SeaWorld  and  Universal  Studios. 


Island  One  Resorts 

2423  Sand  Lake  Rd.,  Ste.  100 
Orlando,  FL  32809 
800-892-7523  X2056 


407-363-7475 
FAX:  407-206-4102 
Website:  www.islandone.com 
E-mail:  kim.carioti  @  islandone.com 
Contact:  Kimberly  Carioti 

Island  One  Resorts  is  a  premier  collection  of  themed 
resorts  in  jOrlando.  You  will  find  a  world  of  ways  to  relax 
and  have  fun,  vacation  after  vacation.  The  resorts  are  only 
minutes  away  from  a  myriad  of  attractions  including  Walt 
Disney  World,  Universal  Studios  and  SeaWorld. 


Outrigger  Beach  Resort 

6200  Estero  Blvd. 

Ft.  Myers  Beach,  FL  33931 

800-749-3131 

941 -463-31 31 

FAX:  941 -,463-6577 

Website:  Www.outriggerfmb.com 

E-mail:  dos@outriggerfmb.com 

Contact:  Jeanne  Bigos 

Outrigger  Beach  Resort  is  a  family-friendly  beachfront  resort. 
Great  fun  and  lots  of  sun,  all  served  with  a  smile  and  up  to 
25  percent  off  for  ESM  Association  members.  Featuring  full 
resort  amenities,  Outrigger  Beach  Resort  is  close  to  golf,  fishing, 
shopping,  and  attractions.  Call  our  800  number  for  details. 

Quality  Inn  Beach  Resort 

655  S.  Guliview  Blvd. 

Clearwater,  FL  33767 

800-228-5151 

727-442-7171 

FAX:  727-442-7178 

Website:  www. q ual itybeachresort .com 

E-mail:  sginez@aol.com 

Contact:  Stephan  Ginez 

Quality  Innj  Beach  Resort  is  a  tropical  full-service  resort  at 
the  southern  end  of  Clearwater  Beach  Island,  with  its  own 
private  beach  overlooking  Clearwater  Pass  and  the  Gulf  of 
Mexico.  Aik  rooms  include  a  refrigerator,  microwave,  ironing 
board,  hair  dryer,  safe  and  complimentary  coffee.  Call  our 
800  number  and  mention  Plan  Code  LESM  to  receive  rates 
as  low  as  $89.95. 


Radisson  Resort  Parkway 

2900  Parkway  Blvd. 

Kissimmee;  FL  34747 

800-634-4774 

407-396-7000  x1251 

FAX:  407-396-6792 

Website:  www.radissonparkway.com 

Contact:  Elizabeth  Herndon 

The  Radisson  Resort  Parkway  is  located  just  one-and-a- 
half  miles  from  Walt  Disney  World.  This  resort  has  two 
pools,  including  one  with  a  waterfall/waterslide.  Other 


_ 
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features  include  a  restaurant,  lounge,  deli,  fitness  center, 
snack  bar,  children-eat-free  program,  free  scheduled 
transportation  to  major  attractions,  laundry  facilities,  Pizza 
Hut,  and  tropical  gardens. 


Sheraton  Safari  Hotel 

12205  Apopka-Vineland  Rd. 

Orlando,  FL  32836 

407-239-0444 

FAX:  407-239-4566 

E-mail:  yamile.rivera@meristar.com 

Contact:  Yamile  Rivera 

The  Sheraton  Safari  Hotel  is  located  in  Orlando  just  1/8  of 
a  mile  from  the  Walt  Disney  World  Resort.  Hotel  features 
include  a  full-service  restaurant,  lounge,  oversized 
swimming  pool  with  a  79-ft.  Python  slide,  kiddie  pool, 
whirlpool,  and  game  room.  June  15-September  30,  2001, 
receive  a  $69  rate  for  single-quad  occupancy.  Kids  10  and 
under  eat  free. 


Summerfield  Suites  Hotel  Orlando 

8480  International  Dr. 

Orlando,  FL  32819 
800-830-4964 
407-352-2400  x609 
FAX:  407-351-1447 

Website:  www.summerfield-orlando.com 
E-mail:  jniebruegge@summerfieldsuites.com 
Contact:  Joanna  Niebruegge 

Summerfield  Suites  Hotel  Orlando  features  beautiful  one- 
and  two-bedroom  suites  with  a  full  kitchen,  living  area,  two 
private  bathrooms,  deluxe  continental  breakfast  daily,  and 
complimentary  scheduled  transportation  to  all  Disney 
parks.  The  two-bedroom  suite  can  accommodate  up  to 
eight  guests. 


Tollman  Hundley  Hotels 

5820  W.  Irlo  Bronson  Memorial  Hwy. 

Kissimmee,  FL  34746 
407-396-8669 
FAX:  407-396-1228 
Website:  www.thhotels.com 
Contact:  Ronald  Taylor 

Tollman  Hundley  Hotels  offers  four  unique  hotels  that  cater 
to  group  and  individual  travelers.  You  can  choose  from 
budget,  moderate  and  first  class  hotels  near  all  major 
attractions.  One-bedroom  family  suites  are  available  at 
affordable  prices.  We  also  offer  buy-one-get-one-free 
admission  tickets  to  select  area  attractions. 


Westgate  Resorts 

2801  Professional  Pkwy. 
Ocoee,  FL  34761 
407-355-1116 


FAX:  407-355-2980 

E-mail:  angela_crowder@wgresorts.com 
Contact:  Angela  Crowder 

Westgate  Resorts  invites  both  the  business  traveler  and 
the  entire  family  to  enjoy  our  luxurious  accommodations  in 
Orlando,  Miami  or  Daytona,  FL.  ESM  Association  members 
receive  50  percent  off  our  regular  rate.  Local  attraction 
tickets  are  also  available  at  a  discounted  price.  The  hotel 
rate  is  based  on  availability  and  cannot  be  used  with  other 
discounts  or  promotions. 


World  Golf  Village  Renaissance  Resort 

500  S.  Legacy  Trl. 

St.  Augustine,  FL  32092 

904-940-8639 

FAX:  904-940-8676 

E-mail:  bonnie.daugherty@jqh.com 

Contact:  Bonnie  Daugherty 

The  World  Golf  Village  Renaissance  Resort  is  your  perfect 
destination  for  company  meetings  and  leisure  travel.  Enjoy 
300  luxury  guest  rooms  and  40,000  sq.  ft.  of  barrier-free 
meeting  space  amidst  a  village  of  golf,  shops,  restaurants, 
World  Golf  Hall  of  Fame  and  IMAX  Theater. 


Missouri 

Radisson  Hotel 

120  S.  Wildwood  Dr. 

Branson,  MO  65616 
417-335-5767 
FAX:  417-339-3602 
E-mail:  radbran@aol.com 
Contact:  Annette  Wood 

The  Radisson  is  located  off  Highway  76.  The  ten-story, 
500-room  hotel  features  a  full-service  restaurant,  lounge, 
heated  indoor/outdoor  pool,  whirlpool,  sauna,  full-service 
salon,  and  ticket  services  at  the  concierge  desk. 


Nevada 

Atlantis  Casino  Resort 

3800  S.  Virginia  St. 

Reno,  NV  89502 

800-994-5900  x3050 

775-825-4700 

FAX:  775-825-1170 

Website:  www.atlantiscasino.com 

E-mail:  anna_mcardle@atlantiscasino.com 

Contact:  Anna  McArdle,  CMP 

Atlantis  Casino  Resort  is  Reno’s  only  concierge  hotel  tower, 
with  1,000  luxury  rooms  and  whirlpool  suites,  award-winning 
dining  choices,  a  full-sen/ice  health  spa,  indoor  and  outdoor 
pools,  a  tropically-themed  casino,  and  32,000  sq.  ft.  of 
meeting  space.  Located  across  from  the  Reno-Sparks 
Convention  Center. 
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Flamingo  Hilton  Laughlin  Hotel/Casino  Resort 

1900  S.  Casino  Dr. 

Laughlin,  NV  89029 
800-292-371 1 
702-298-5093 
FAX:  702-298-5129 
Contact:  Gee  Montez 

The  Flamingo  Hilton  Laughlin  Hotel/Casino  Resort  features 
2,000  guest  rooms,  a  20,000  sq.  ft.  casino,  swimming  pool, 
tennis  courts,  arcade,  full-service  restaurants,  live  regular 
and  seasonal  entertainment,  river  tour  boat,  and  7,000  sq. 
ft.  of  banquet  and  meeting  space. 


Oasis  Resort  Casino  Spa 

P.O.  Box  360 

Mesquite,  NV  89024 

800-711-2344x3834 

FAX:  702-346-5722 

E-mail:  philc@oasis-resort.com 

Contact:  Philip  Croucit 

Oasis  Resort  Casino  Spa  is  located  80  miles  northeast  of 
Las  Vegas  on  Highway  15.  With  1,000  rooms,  six  pools, 
three  golf  courses,  a  spa,  ranch,  gun  club,  and  10,000  sq. 
ft.  of  convention  space,  we  know  we  can  make  your  stay  a 
worthwhile  and  memorable  experience. 


Riverside  Resort  Hotel  &  Casino 

P.O.  Box  500 

Laughlin,  NV  89029 

800-227-3849 

702-298-2535 

FAX:  702-298-2612 

Website:  www.riversideresort.com 

E-mail:  jbarez@  riversideresort.com 

Contact:  Joel  Barez 

Located  on  the  beautiful  Colorado  River,  the  Riverside 
Resort  Hotel  &  Casino  offers  1 ,405  spacious  rooms  and 
suites.  Our  facility  features  gourmet  dining;  a  24-hour 
restaurant;  Prime  Rib  Room;  Buffet  Room  with  seating  for 
422;  two  pools;  six  first-run  movie  theaters;  lounge 
entertainment;  a  Western  dance  hall;  top-name  performers 
in  Don’s  Celebrity  Theater;  a  Race  and  Sport  book; 
convention  facilities;  free  admission  to  our  classic  car 
collection;  a  dance  studio;  tea  dances;  900  RV  spaces;  a 
1 19-passenger  tour  boat;  and  a  34-lane  bowling  center. 


Pennsylvania 

Caesars  Pocono  Resorts 
P.O.  Box  40 
Lakeville,  PA  18438 
800-327-3992  x5239 
FAX:  570-226-4697 

Website:  www.caesarspoconoresorts.com/getawayclub 
E-mail:  david.good @ starwoodhotels.com 
Contact:  David  Good 


Caesars  Pocono  Resorts  (Cove  Haven,  Paradise  Stream, 
Pocono  Palace,  and  Brookdale)  are  located  in  the  scenic 
Pocono  Mountains  of  Northeast  Pennsylvania.  ESM 
Association  members  receive  a  20  percent  discount 
midweek  (Sunday-Thursday)  and  a  10  percent  discount  off 
weekend,  all-inclusive,  vacation/honeymoon  packages. 
Brookdale  offers  all-inclusive  packages  for  families.  To 
receive  a  supply  of  Caesars  Pocono  Resorts  Getaway 
Club  discount  cards  for  your  employees/members,  call  our 
800  number. 


Tennessee 


Grand  Resort  Hotel  &  Convention  Center 

P.O.  Box  10 
3171  Parkway 

Pigeon  Forge,  TN  37868-0010 

800-472-1188 

865-453-1766 

FAX:  865-428-1500 

Website:  www.grandresorthotel.com 

E-mail:  beverly@kmsfia.com 

Contact:  Beverly  Bowden 


Experience  the  ultimate  in  luxurious  accommodations  at  j 
the  Grand  Resort  Hotel  &  Convention  Center,  nestled  at  i 
the  foot  of  the  Great  Smoky  Mountains  in  action-packed  j 
Pigeon  Forge.  This  complex  offers  425  spacious  guest  j 
rooms,  a  full-service  restaurant,  the  area’s  largest  indoor  1 
hot  tub,  a  heated  outdoor  pool,  and  75,000  sq.  ft.  of  I 
convention  space. 


Specialty/ 

Professional  Services 


Access  Development  Corp.  1 

P.O.  Box  27563 

Salt  Lake  City,  UT  841 27-0563 

801-974-3033x1211 

FAX:  801-974-0801 

E-mail:  larrym@memberweb.com  | 

Contact:  Larry  Maxfield 


Access  Destinations  is  a  travel  and  recreation  discount 
program  providing  10-50  percent  discounts  at  3,500 
hotels;  1,800  golf  courses;  and  2,000  recreation  des¬ 
tinations,  plus  savings  on  cruises  and  vacation  packages. 
This  program  is  delivered  through  customized  Internet 
websites  and  magazines. 


Auto  Buying  Plan 

P.O.  Box  371642 

Denver,  CO;  80237-5642 

800-489-8739 

FAX:  303-627-9511 

Website:  www.autobuyingplan.com 

E-mail:  abprob@ecentral.com 

Contact:  Robert  Malcolm 
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Since  1984,  Auto  Buying  Plan  has  provided  ESM 
Association  members  with  the  best  in  discounted  factory 
pricing  on  new  and  used  vehicle  purchases.  Our  unique 
nationwide  service  makes  buying  a  car  affordable,  efficient 
and  hassle  free. 


Books  Are  Fun,  Ltd. — Jewelry  Is  Fun — The  Gallery 

1680  Hwy.  1  N. 

Fairfield,  IA  52556 
800-966-8301  x2190 
FAX:  641-472-6018 
Website:  www.booksarefun.com 
E-mail:  sriney@booksarefun.com 
Contact:  Shelley  Riney 

Books  Are  Fun,  Ltd.  is  the  largest  display  marketer  of 
books  in  the  world.  We  offer  your  employees  the  finest 
and  most  current  books  discounted  at  up  to  70  percent 
off  retail.  Our  book  fairs  have  become  America’s  most 
popular  employee  event.  They  are  free,  easy  and  fun. 
We  rebate  money  or  books  to  support  your  fund-raising 
and  literacy  efforts. 


Directo,  Inc. 

3091  Governors  Lake  Dr.,  Ste.  300 
Atlanta,  GA  30071 
770-810-6507 
FAX:  770-810-6537 
Website:  www.directo.net 
E-mail:  bhowe@directo.net 
Contact:  Robert  Howe 

Directo,  Inc.  provides  innovative  banking  options  spec¬ 
ifically  designed  to  meet  the  needs  of  employees  who  do 
not  use  a  bank.  Our  consultative  approach  allows  us  to 
structure  a  banking  program  that  will  address  your 
company's  retention  and  payroll  issues. 


e-Duction,  Inc. 

Two  Valley  Sq.,  Ste.  100 
512  Twpshp.  Ln.  Rd. 

Blue  Bell,  PA  19422 

215-371-5138 

FAX:  215-542-7090 

E-mail:  mbanks@e-duction.com 

Contact:  Michelle  Banks 


Certified  Folder  Display  Service,  Inc. 

1120  Joshua  Way 

Vista,  CA  92083 

800-799-7373 

760-727-5100 

FAX:  760-727-1583 

Website:  www.certifiedfolder.com 

E-mail:  info@certifiedfolder.com 

Contact:  Anne  Fearn 

Certified  Folder  Display  Service,  Inc.  provides  free  travel 
and  recreation  brochure  display  racks  to  major  em¬ 
ployers.  Our  racks  feature  major  local  and  regional 
attractions  and  destination  resort  brochures.  Our 
frequent  restocking  service  keeps  our  displays  well- 
stocked  for  your  employees. 


Consumer  Credit  Counseling  Service  of  Greater  Dallas 

8737  King  George  Dr.,  Ste.  200 
Dallas,  TX  75235 
800-783-5018x1113 
214-638-2227 
FAX:  214-951-0124 
Website:  www.cccs.net 
E-mail:  rhooper@cccs.net 
Contact:  Ray  Hooper 

Consumer  Credit  Counseling  Service  of  Greater  Dallas  is  a 
nonprofit  organization  providing  budget  counseling,  debt 
management  plans,  housing  counseling,  and  financial 
education  services.  Obtain  counseling  in  person  or  by 
phone  or  mail.  Educational  services  are  provided  onsite  or 
through  interactive  media  technologies. 


The  e-Duction  card,  a  voluntary  employee  benefit,  allows 
employees  to  purchase  products  and  services  without 
interest  everywhere  credit  cards  are  accepted.  Pay  using  a 
series  of  payroll  deductions. 


Employee  Preferred  Benefits 

3091  Governors  Lake  Dr.,  Ste.  300 

Norcross,  GA  30071 

770-810-6522 

770-810-6502 

FAX:  770-810-6532 

Website:  www.employeepreferred.com 

E-mail:  rkurdziel@employeepreferred.com 

Contact:  Robert  Kurdziel 

ESM  Employee  Preferred  Benefits  is  ESM  Association’s 
own  complete  work/life  benefit  program.  This  new  member 
benefit  consists  of  insurance  and  discount  health  benefits, 
financial  services,  travel  and  entertainment,  merchandise, 
employee  assistance  programs,  e-learning/distance 
learning,  and  employer  services  all  designed  to  help  your 
company  attract  and  retain  quality  employees  by  directly 
addressing  important  work/life  issues  while  helping  them 
save  money.  Developed  with  the  buying  power  of  ESM 
Association  membership,  we  have  assembled  a  portfolio  of 
voluntary  employee  benefits  that  are  flexible,  portable  and 
discounted.  Benefits  are  available  to  companies  of  any 
size.  As  a  member  of  ESM  Association,  your  employee 
group  also  has  the  option  of  generating  additional  revenue 
to  support  employee  programs. 


Employee  Printing  Services 

P.O.  Box  248 

Bedford  Park,  IL  60499-0248 
800-653-5361  X2208 
FAX:  708-496-8058 


Specialty/Professional  Services 
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Website:  www.employeeprinting.com 
E-mail:  PDCIaassen@myprinter.com 
Contact:  Patricia  Claassen 

Employee  Printing  Services  offers  wedding  and  social 
stationery,  accessories  and  holiday  greeting  cards.  Our 
risk-free  program  provides  your  employees  and  company 
with  an  easy-to-use  resource  for  their  printing  needs  at  40 
percent  off  retail  prices.  Sample  albums  are  sent  at  no  cost 
for  the  employee  services  provider  or  employees  to  use.  All 
ordering  and  payment  is  done  by  the  employee  directly  with 
us.  Our  work  is  100  percent  guaranteed. 


Equity  Residential  Properties  Trust 

6991  E.  Camelback  Rd.,  Ste.  D220 

Scottsdale,  A2  85251 

800-410-7772 

480-874-7409 

FAX:  480-874-7479 

Website:  www.equityapartments.com 

E-mail:  jplany@eqrworld.com 

Contact:  Julie  Plany 

Equity  Residential  Properties  Trust  is  the  largest  apartment 
owner  and  manager  in  the  U.S.  With  over  200,000  apart¬ 
ments  in  35  states,  we  truly  provide  one-stop  apartment 
shopping.  Equity  Residential  makes  life  easy. 


eRealty,  Inc. 

1800  Bering  Dr.,  Ste.  251 

Houston,  TX  77057-3151 

713-914-0550 

FAX:  713-490-7513 

Website:  www.erealty.com/reap 

E-mail:  wanlandingham@erealty.com 

Contact:  Van  Vanlandingham 

eRealty,  Inc.  is  a  full  service,  online/offline  residential  real 
estate  brokerage  that  combines  the  power  of  the  Internet 
with  the  personal  touch  of  professional  on-staff  Realtors® 
to  make  buying  or  selling  a  home  faster,  easier  and 
more  cost  effective.  ESM  Association  Member  com¬ 
panies  are  eligible  for  additional  savings  with  our  Real 
Estate  Advantage  Program  (REAP).  Visit  our  website  for 
additional  information. 


Executive  Color  Studios 

10900  E.  Hwy.  WW 
Columbia,  MO  65201 
800-733-1041 
573-875-1141 
FAX:  573-874-4964 
Website:  www.ecsphoto.com 
E-mail:  ecsphoto@aol.com 
Contact:  Linda  Ordway 

Executive  Color  Studios  features  a  family  portrait  program 
for  ESM  Association  members  to  offer  to  employees  while 
generating  funds  for  their  association.  The  program  lets 
your  employees  have  a  10"  x  13"  family  portrait  on  canvas 
for  $9.95  (a  $200  value).  Your  employee  association  keeps 


$5  from  each  portrait  sold.  When  500  or  more  families  are 
photographed,  you  keep  the  entire  $9.95.  We  have 
photographed  the  largest  ESM  Association  companies  for 
years.  We  can  photograph  offsite,  if  necessary.  Other  free 
family  portrait  promotions  are  available.  Call  for  our  list  of 
referrals  and  more  information. 


FamilyCare,  Inc. 

Pleasanton,  CA  94588 
800-777-3319 
925-469-8060 
FAX:  925-469-8061 
Website:  www.famcare.com 
E-mail:  cathy@famcare.com 
Contact:  Cathy  Leibow 

FamilyCare,  Inc.  is  one  of  the  leading  providers  of 
innovative  work/life  benefits  and  programs  in  the  U.S. 
Since  1987,  we  have  helped  companies  resolve  issues 
relating  to  employee  effectiveness,  recruitment  and 
retention.  Our  services  include  designing  work/life  and  flex- 
work  programs  by  offering  nationwide  resource  and  referral 
services  such  as  childcare,  eldercare  and  petcare. 
FamilyCare,  Inc.  also  provides  management  training 
workshops  and  employee  educational  seminars  on 
work/life  and  flex-work  strategy  and  implementation. 


Franklin  Fixtures,  Inc. 

20  Patterson  Brook  Rd. 

W.  Wareham,  MA  02576 

508-291-1475 

FAX:  508-291-3647 

Website:  www.franklinfixtures.com 

E-mail:  info@franklinfixtures.com 

Contact:  Ted  Baylis 

Franklin  Fixtures,  Inc.  provides  one-stop  shopping  for  all  of 
your  store  fixture  needs.  Our  nationwide  services  include 
store  layout,  design  and  installation.  We  provide  wood 
laminate,  steel  and  glass  fixtures,  modular  counter 
systems,  wall  systems,  and  accessories. 


Fun  Services — Corporate 

4400  Tejasco 

San  Antonio,  TX  78218 

210-804-4524 

FAX:  210-829-8334 

E-mail:  beth@pbpus.com 

Contact:  Beth  Shepherd 

Fun  Services  is  a  nationwide  franchise  system  specializing 
in  corporate  picnics,  carnivals  and  special  events  that 
feature  rides,  concessions,  midway  games,  and  prizes. 
With  over  30  years  of  experience,  Fun  Services  will  make 
your  next  event  successful  and  fun. 
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Specially/Professional  Services 


General  Security  Services  Corp. 

9110  Meadowview  Rd. 

Bloomington,  MN  55425 
612-858-5090  X5094 
FAX:  612-858-5050 
Contact:  Christine  Chrastek 

General  Security  Services  Corp.  is  a  resource  for  security 
people,  products  and  services  to  the  commercial, 
residential  and  governmental  market.  We  are  a  full-service 
provider  offering  security  officers,  closed  circuit  TV,  alarms, 
fingerprinting,  I.D.  badges,  personal  safety  products,  and 
monitoring.  A  tradition  of  safety  and  security  excellence 
since  1946. 


Great  Lakes  Scrip  Center 

P.O.  Box  7166 

Grand  Rapids,  Ml  49510-7166 
800-727-4715 
FAX:  888-865-9655 
E-mail:  jsmith@glscrip.com 
Contact:  Jack  Smith 

Great  Lakes  Scrip  Center  provides  easy  fundraising  for 
nonprofit  organizations.  Purchase  gift  certificates  from  us  at 
a  discount  and  resell  them  to  your  members  at  full  face 
value.  The  bulk  of  the  discount  is  retained  by  your 
organization  as  revenue.  Pizza  Hut,  Wendy’s,  Home  Depot, 
K-Mart,  Gap,  and  Shell  are  among  the  100  retailers 
who  participate  in  our  program.  Think  of  us  as  shopping 
cart  fundraising. 


Homestead  U.S.A.,  Inc. — America’s  Residential 
Mortgage  Source 

8900  N.  22nd  Ave.,  Ste.  215 
Phoenix,  AZ  85021-6017 
800-948-4420 
FAX:  602-870-4408 
E-mail:  azoffice@aol.com 
Contact:  Alice  Clarke  Roe 

Homestead  U.S.A.’s  Buyer’s  Edge  Mortgage  offers 
substantial  closing  cost  savings  on  home  purchase  and 
refinance  transactions.  The  average  savings  nationally  is 
$1 ,500.  Product  selections  include  zero  to  one-percent-down 
purchase  loans  and  options  for  borrowers  with  bruised  credit. 


Inventive  Incentive  Advertising  Co.,  Inc. 

2337  Lemoine  Ave.,  Ste.  5 
Ft.  Lee,  NJ  07024 
201-592-5039 
FAX:  201-585-6109 
Contact:  Lawrence  Stewart 

Free.  Free  to  your  facility.  Free  to  your  employees.  The 
ultimate  perk!  It’s  an  upscale  discount  mini-mall  on  a  card 
representing  tremendous  savings  to  employees.  Our 
agency  creates  and  produces  a  fabulous  and  effective 
program  for  corporations,  manufacturers,  hospitals, 
universities,  and  government  agencies  with  large  employee 


bases.  This  valuable  card  entitles  all  of  your  employees 
to  prearranged  discounts  from  a  variety  of  upscale 
businesses  in  your  community.  If  your  facility  qualifies  for 
this  free  employee  program,  call  us.  Great  perks.  No  work. 
Just  distribute  cards. 


Jack  L.  Rubenstein  Wholesale  Carpeting  &  Flooring  Co. 

4517  Minnetonka  Blvd.,  Ste.  101 

St.  Louis  Park,  MN  55416 

800-928-5355 

952-922-4781 

FAX:  952-920-4055 

Website:  www.jlrwholesale.com 

E-mail:  JLRwholesale@netscape.net 

Contact:  Joel  Grossman 

The  Jack  L.  Rubenstein  Wholesale  Carpeting  &  Flooring 
Co.  has  been  selling  flooring  for  over  45  years.  We  only  sell 
brand-name  carpeting,  linoleum,  hardwood,  Pergo  flooring 
and  tile.  We  now  have  access  to  over  100  wholesale 
showrooms  across  the  nation.  ESM  Association  members 
can  save  up  to  45  percent.  For  more  information  call  our 
800  number  and  save  now. 


Liberty  Mutual  Group 

6130  Stoneridge  Mall  Rd.,  Bldg.  3,  4th  FI. 

Pleasanton,  CA  94566 
800-343-1534  X2053 
FAX:  925-734-0913 

E-mail:  daniel.towne@libertymutual.com 
Contact:  Daniel  Towne 

Liberty  Mutual’s  Group  Savings  Plus®  program  provides 
employees  with  an  easy,  convenient  and  cost-saving  way 
to  purchase  automobile  and  homeowners  insurance. 
Liberty  Mutual  administers  the  plan  at  no  cost  and  offers  a 
group  discount  to  employees  who  choose  to  participate. 
This  program  is  available  in  all  50  states.  Discounts  and 
savings  vary  by  state. 


Luther  Appliance  &  Furniture  Sales,  Inc. 

1009  Grand  Blvd. 

Deer  Park,  NY  11729 
800-358-6466 
FAX:  631-242-6069 
E-mail:  eric@luthersales.com 
Contact:  Eric  Glickstein 

Family  owned  and  operated  for  over  30  years,  Luther 
Appliance  and  Furniture  Sales,  Inc.  provides  superior 
quality  merchandise  through  three  liberal  payment  options: 
save  35  percent  off  published  list  prices  when  you  prepay; 
receive  25  percent  off  when  you  pay  in  full  within  90  days 
of  delivery;  or  put  no  money  down  and  choose  our  low 
monthly  payments.  Free  delivery  for  all  orders. 


Specialty/Professional  Services 


Perks  Unlimited,  lnc./Perks  Promotional  Products 

565  Rte.  25A 
Miller  Place,  NY  11764 
800-72-PERKS 
516-744-1059 
FAX:  516-744-1995 
Website:  www.perkscard.com 
E-mail:  info@perkscard.com 
Contact:  Robert  Dow 

We  offer  the  most  comprehensive  discount  programs 
available.  The  Perkscard  is  absolutely  free  and  entitles  you 
to  discounts  both  locally  and  nationally.  Remember,  there 
is  only  one  Perkscard  and  it  is  totally  free  to  you  and  your 
employees!  Visit  perkscard.com  for  details. 


Samsung  Opto-Electronics  America,  Inc. 

40  Seaview  Dr. 

Secaucus,  NJ  07094 

201-902-0347x111 

FAX:  201-902-1359 

Website:  samsungcamera.tripod.com 

E-mail:  genes @ mail.sna.samsung.com 

Contact:  Gene  Soyka 

Samsung  Opto-Electronics  America,  Inc.  offers  35mm  compact 
cameras,  binoculars  and  digital  or  single  lens  reflex. 


Team  Play  Events 

2854  Triunfo  Canyon  Rd. 

Agoura  Hills,  CA  91301 

818-889-3336 

FAX:  818-889-2416 

E-mail:  jeff@teamplayevents.com 

Contact:  Jeff  Forney 

Team  Play  Events,  Southern  California’s  best  event 
company,  specializes  in  picnics,  parties,  fundraisers, 
corporate  events,  catering,  and  team  building.  Hold  your 
event  at  our  private,  30-acre  facility  or  a  location  near 
you.  Call  or  e-mail  us  to  receive  an  ESM  Association 
member  discount. 


Unirec,  Inc. 

552  Valley  Rd. 

West  Orange,  NJ  07052-5116 
973-325-91 1 1 
FAX:  973-325-1119 
Website:  www.unirecgames.com 
E-mail:  stan@unirecgames.com 
Contact:  Stan  Levy 

Unirec,  Inc.,  the  leader  in  corporate  event  planning, 
specializes  in  interactive  programming.  We  provide  the 
professional  staff  and  equipment  to  create,  coordinate  and 
direct  picnics  with  fabulous  prizes.  Activities  include  unique 
team  builders  such  as  the  ultimate  game  show,  casinos, 
photo  scavenger  hunts,  video  racing,  boat  building, 
mini-golf  course  construction,  music,  entertainment, 
and  carnivals. 


U.S.  News  &  World  Report 

450  W.  33rd  St. 

New  York,  NY  10001 
212-916-8707 
FAX:  212-716-6969 
Website:  www.usnews.com 
E-mail:  emartin@usnews.com 
Contact:  Erin  Martin 

U.S.  News  &  World  Report  provides  products  that  attract 
and  retain  the  best  talent  with  educational,  financial,  career 
development,  and  enrichment  tools  including  discounted 
subscriptions,  guidebooks,  multimedia  programs,  and  a 
host  of  other  tools  you  can  use. 


Xylo,  Inc. 

500  108th  Ave.  N.E.,  Ste.  2200 
Bellevue,  WA  98004 
866-733-XYLO 
425-450-1028 
FAX:  425-450-0248 
Website:  www.xylo.com 
E-mail:  kareno@xylo.com 
Contact:  Karen  Olson 

Xylo,  Inc.  provides  Fortune  500  and  other  thought-leading 
companies  with  customized  web-based  work/life  solutions 
that  increase  their  competitive  edge  by  retaining  talented 
employees  and  reducing  Human  Resource’s  administrative 
costs.  Through  private  websites,  employees  have  access 
to  information,  products  and  services  that  help  simplify 
their  daily  lives,  thus  increasing  their  productivity  and 
company  loyalty. 

Travel  Services 

Adventure  Unlimited/Quantum  Travelnet 

300  Rte.  70  W. 

Cherry  Hill,  NJ  08002 
800-523-4135  x423 
856-354-9300 
FAX:  856-354-9508 

E-mail:  mattski@adventureunlimited.com 
Contact:  Matt  Kramer  (Adventure  Unlimited) 

E-mail:  info@qtnet.com 

Contact:  Benjamin  Roerich  (Quantum  Travelnet) 

Adventure  Unlimited  is  a  group  travel  company  specializing 
in  weekend  motorcoach-escorted  getaways  such  as  ski 
trips,  theme  park  outings,  Canadian  festivals,  casino  trips, 
and  more.  Quantum  Travelnet  is  a  group  travel  company 
specializing  in  cruise  and  tour  packages  that  encompass  a 
variety  of  destinations  worldwide.  ESM  Association 
Members  receive  significant  savings  on  any  of  these  trips. 
Our  in-house  print  and  video  production  facility  provides 
professional  and  effective  promotional  support. 
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Affordable  Family  Travel 

529  Orange  Ave.,  Ste.  B 
Daytona  Beach,  FL  321 14 
904-239-0890 
FAX:  904-239-7060 

Website:  www.affordablefamilytravel.com 
Contact:  Billy  Bies 

Affordable  Family  Travel  offers  groups  and  individuals 
wholesale  travel  packages  to  Daytona  Beach,  FL;  Orlando, 
FL  and  more.  We  also  feature  cruise  and  land  packages  to 
the  Bahamas  as  well  as  other  exciting  locations. 


Alamo  Rent  A  Car 

4825  N.  Scott  St.,  Ste.  200 
Schiller  Park,  IL  60176 
888-457-5346 
FAX:  714-508-0946 
Website:  www.alamo.com 
E-mail:  barnesm@alamo.com 
Contact:  Mary  Kay  Barnes 

Discover  the  benefits  of  Alamo’s  Membership  Program, 
whether  you’re  traveling  for  business  or  leisure.  Save  up  to 
15  percent  by  using  your  ESM  Association  identification 
number  236413,  rate  code  BY.  For  more  information,  call 
the  Alamo  representative  listed  above. 


Aloha  Continental  Travel 

1535  E.  17th  St.,  Ste.  Q 

Santa  Ana,  CA  92705 

800-287-0275 

714-565-3737 

FAX:  714-565-3740 

E-mail:  aloha@simplernet.com 

Contact:  Bob  Kremer 

Aloha  Continental  Travel  specializes  in  last  minute 
discounted  airline  tickets.  ESM  Association  members  will 
receive  1 7  percent  off  the  lowest  published  fare  on  a  major 
carrier  anywhere  they  fly  in  the  U.S.,  except  for  flights  to 
and  from  St.  Louis,  MO.  Last  minute  discounts  are  also 
available.  Call  our  800  number  and  identify  yourself  as  an 
ESM  Association  member  to  make  your  reservation. 


A.S.I.  Travel  Direct 

2701  S.  Ridgewood  Ave.,  #9A 
South  Daytona,  FL  32119 
800-881-9880 
904-760-5586 
FAX:  904-304-4267 
Website:  www.asitravel.com 
Contact:  Robert  Scalise 

A.S.I.  Travel  Direct,  a  travel  wholesaler,  specializes  in 
vacation  packages  to  the  Bahamas,  Florida  and  Las 
Vegas,  NV,  at  discounts  of  30-70  percent.  We  can  help 
plan  and  budget  your  trip. 


Avis  Rent-A-Car 

5250  S.  Third  St. 

Milwaukee,  Wl  53207 
414-482-8331 
FAX:  414-483-6683 

Website:  www.avis.com,  Enter  code  AWD#  A31 0600 
E-mail:  fweber@avis.com 
Contact:  Frederick  Weber 

The  Avis/ESM  Association  Member  Benefit  Program  provides 
ESM  Association  members  with  special  added-value  offers 
for  their  employees.  Avis  will  customize  materials  for  your 
order  and  ship  them  to  a  designated  location.  The  program 
includes  special  offers  for  weekly  and  weekend  bonus 
discounts  on  vacation  rentals.  To  order  Employee  Savings 
Cards,  please  fax  or  e-mail  your  request,  including  quantity 
and  delivery  address/phone  numbers.  Order  will  be  delivered 
in  four-six  weeks. 


Coast  To  Coast  Travel 

3395  S.  Jones  Blvd.,  #174 
Las  Vegas,  NV  89146-6729 
800-632-1988 
702-220-5628 
FAX:  702-227-4047 
Website:  www.coasttravel.com 
E-mail:  Margie@coasttravel.com 
Contact:  Margie  Dolgin,  CTC 

Coast  To  Coast  Travel  is  a  full-sen/ice  travel  agency,  in 
business  for  26  years,  that  offers  ESM  Association 
members  and  groups  up  to  50  percent  off  on  all  cruise 
lines,  airfares,  vacation  packages,  sightseeing  tours,  Club 
Med,  SuperClubs,  Sandals  Beaches  vacation  packages, 
ski  trips,  our  Lucaya-Grand  Bahama  Island,  hotels,  car 
rentals,  Amtrak,  Rail  Europe,  and  more  from  around  the 
world!  Call  our  800  number  or  visit  our  website  for  the  latest 
discounts  and  additional  information. 


Collette  Vacations 

180  Middle  St. 

Pawtucket,  Rl  02860 

800-793-6133 

401-728-3805 

FAX:  401-727-1000 

Website:  www.collettevacations.com 

E-mail:  Epato@collettetours.com 

Contact:  Esther  Pato 

Established  in  1918,  Collette  Vacations  is  a  family-owned 
business,  offering  quality,  escorted  tours  to  exciting 
destinations  around  the  world.  Each  Collette  tour  includes 
accommodations,  meals,  sightseeing,  entertainment,  most 
gratuities  and  taxes,  and  the  services  of  Collette’s 
professional  tour  guides.  Collette  specializes  in  both  active 
and  retiree  group  travel,  including  five-day  getaways  to  San 
Antonio,  TX  and  23-day  adventures  throughout  Australia 
and  New  Zealand. 


Travel  Services 
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Cruise  America 

1 1  W.  Hampton  Ave. 

Mesa,  AZ  85210-5258 
800-327-7799  Reserv. 

602-464-7319 
FAX:  602-464-7339 
Website:  www.cruiseamerica.com 
E-mail:  BCaldarone  @ CruiseAmerica.com 
Contact:  Bob  Caldarone 

Cruise  America  offers  a  10  percent  discount  on  the  time 
and  mileage  charges  of  any  rental  RV  (motorhomes,  truck 
campers,  motorcycles)  from  Cruise  America  or  Cruise 
Canada.  Purchasing  a  motorhome?  Receive  $500  off  the 
purchase  of  a  Cruise  America  used  motorhome.  We  have 
over  100  local  and  one-way  locations.  Reservations  must 
be  made  in  advance.  Call  the  800  number  for  reservations 
or  details. 


E  Vacation  Destinations 

1391  W.  2325  S. 

Syracuse,  UT  84075 
801-779-2354 
FAX:  801-825-5156 
Website:  www.evdfun.com 
E-mail:  tbillmire@relia.net 
Contact:  Tina  Billmire 

E  Vacation  Destinations  offers  year-round  travel  services  to 
Utah,  Idaho,  Wyoming,  Arizona,  and  Mexico.  Our  vacation 
packages  are  designed  for  groups  or  individuals  that  enjoy 
relaxing  on  beautiful,  white  sandy  beaches,  or  skiing  or 
golfing  at  great  resorts. 


Executive  Tour  &  Travel  Services,  Inc. 

301  Indigo  Dr. 

Daytona  Beach,  FL  321 1 4-1 1 34 

800-272-4707 

904-255-3393 

FAX:  904-255-1292 

Website:  www.exectourtravel.com 

E-mail:  info@exectourtravel.com 

Contact:  Frank  Bertalli 

Executive  Tour  &  Travel  Services,  Inc.  is  a  wholesale,  full- 
service  travel  agency  offering  discounted  vacation 
packages  for  individuals  and  groups.  We  specialize  in 
vacation  offers  for  Bahamas  cruises,  Orlando,  Myrtle 
Beach,  Daytona  Beach,  and  Carnival  Cruises.  We  offer  the 
lowest  airfare  available. 


Festive  Holidays 

5501  New  Jersey  Ave. 

Wildwood  Crest,  NJ  08260 

800-963-5500 

FAX:  609-729-8606 

Website:  www.festiveholidays.com 

E-mail:  john@festiveholidays.com 

Contact:  John  Lynch 


Festive  Holidays,  a  full-service  tour  company  celebrating 
23  years  in  the  travel  industry,  specializes  in  year-round 
group  and  individual  travel  throughout  the  U.S.,  Alaska, 
Canada,  Asia,  Australia,  Europe,  and  the  Caribbean.  We 
are  members  of  the  National  Tour  Association  and 
participate  in  their  Consumer  Protection  Plan. 


Get  Away  Today  Vacations 

1650  E.  5700  S. 

South  Ogden,  UT  84403 

800- 523-6116 

801- 479-1313 
FAX:  801-479-4693 
Website:;  www.getawaytoday.org 
E-mail:  huff@getawaytoday.org 
Contact:  Ray  Huff 

I 

Get  Away  Today  Vacations  is  a  wholesale  travel  company 
offering  savings  of  up  to  50  percent  on  packages  to 
Orlando,  FL;  San  Diego,  CA;  Arizona;  and  Hawaii.  We 
market  our  vacations  to  organizations  as  an  employee 
benefit.  The  program  is  free,  and  Get  Away  Today 
Vacations  handles  all  administrative  functions.  We  also 
donate  a  portion  of  the  cost  of  each  vacation  to  the  ESM 
Association  Foundation.  Our  remarkably  low  prices  are 
made  possible  through  exclusive,  preferred  partnerships 
with  deluxe  hotels  and  attractions  such  as:  Disneyland 
Resort,  Walt  Disney  World,  Universal  Studios  Hollywood, 
Knotts  B^rry  Farm,  and  SeaWorld.  For  more  information, 
call  our  toll  free  number  or  visit  our  website. 


Global  Holidays 

8000  W.  78th  St.,  Ste.  345 
Edina,  MN  55439-2538 
800-842-9023 
952-918-8900 
FAX:  952-918-8975 

E-mail:  kjohnson @ globalholidaysinc.com 
Contact:  Kurt  Johnson 

Global  Holidays  is  a  major  tour  operator  specializing  in 
affordable,  high-quality  travel  programs  for  employee 
recreation  groups,  including  cruises  to  the  Caribbean  and 
Alaska,  and  trips  to  Europe  and  Asia.  Discounts  vary.  Call 
for  details. 


Go  Golf  Travel 

250  Corporate  Blvd.,  Ste.  A 

Newark,  DE  19702 

302-456-9090 

FAX:  302-369-6480 

Website:  www.gogolftravel.com 

E-mail:  sandon@gogolftravel.com 

Contact:  Sandon  Nixon 

Go  Golf  Travel  delivers  cost-free,  value-added  golf  travel 
services  to  ESM  Association  members.  From  flight  times 
to  tee  times,  we  will  efficiently  manage  your  employees’ 
golf  travel  requirements  and  offer  the  most  cost-effective 
rates  available. 
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Golden  Getaways,  Inc. 

4699  Harrison  Blvd.,  Ste.  301 
Ogden,  UT  84403 

800- 386-6659 

801- 476-7474 
FAX:  801-476-7575 

Website:  www.goldengetaways.com 
E-mail:  tripmkr@ goldengetaways.com 
Contact:  Greg  Fitzgerald 

Golden  Getaways,  Inc.  provides  vacation  packages  to  large 
companies  at  zero  cost.  The  program  enables  your 
employees  to  purchase  deluxe  vacation  packages  at  prices 
lower  than  travel  agency  prices.  This  program  can  be  a 
valuable  addition  to  your  employee  benefits  program. 


Grand  Bahama  Vacations 

1170  Lee  Wagener  Blvd.,  Ste.  200 
Ft.  Lauderdale,  FL  33315-3561 
800-422-7466  Groups 
954-359-3099  x104 
954-359-9585 
Website:  www.gbvac.com 
E-mail:  jrudd@prinvac.com 
Contact:  Jackie  Rudd 

Grand  Bahama  Vacations  offers  nonstop  air-inclusive 
packages  from  various  U.S.  cities  to  the  Resort  at 
Bahamia.  Call  for  reservations. 


1  Marathon  Adventures  Int’l. — Incentive  Travel  Plus 

3104  E.  Camelback  Rd.,  Ste.  558 
Phoenix,  AZ  8501 6 
602-956-8151 
602-954-7798 

E-mail:  bdavis555@aol.com 
Contact:  Barbara  Davis 

Marathon  Adventures  Int’l.  designs  motivational  and 
incentive  programs,  marathon  tours,  meetings,  and 
executive  retreats  for  any  size  group.  We  offer  team  trips 
that  help  build  team  spirit  as  participants  work  toward  a 
shared  goal. 


North  Country  Lodge,  Inc.  & 

Border  Lakes  Wilderness  Canoe  Trips 

5865  Moose  Lake  Rd. 

Ely,  MN  55731 

800-569-4151 

218-365-5811 

FAX:  218-365-5008 

Website:  www.borderlakes.com 

E-mail:  vacations@borderlakes.com 

Contact:  Tom  Ingison 

North  Country  Lodge  Inc.,  located  outside  Ely,  MN,  just  500 
yards  from  the  Border  Lakes  Wilderness  area,  specializes 
in  canoe  trip  outfitting  with  a  professional,  yet  personal, 


touch.  Our  knowledge,  experience  and  attention  to  detail 
will  make  your  vacation  the  adventure  of  a  lifetime.  The 
best  equipment  is  available.  ESM  Association  members 
receive  a  five  percent  discount. 


Ozark  Ticket  &  Travel 

109  N.  Business  65 
Branson,  MO  65616 
800-233-7469 
417-336-3432 
FAX:  417-335-3245 
Website:  www.branson.com 
E-mail:  rabbit@branson.com 
Contact:  Rebecca  Beasley 

As  the  largest  independent  travel  service  in  Branson,  MO, 
Ozark  Ticket  &  Travel  is  the  complete  information  center  for 
your  Branson  vacation.  Call  our  toll-free  number  or 
conveniently  order  online. 


YMT  Vacations 

8831  Aviation  Blvd. 

Inglewood,  CA  90301 

800-421-6890 

310-649-3820  x170 

FAX:  310-649-6567 

Website:  www.ymtvacations.com 

E-mail:  ymt@earthlink.net 

Contact:  David  Holm 

YMT  Vacations  offers  over  30  years  of  experience  in 
escorted,  full-service  vacations  at  factory-direct  prices.  Visit 
the  four  islands  in  Hawaii  for  15  days.  Group  promotion 
incentives  include  a  free  tour  with  every  15  paid  tours,  with 
a  $15-$150  per  person  promotion  allowance.  Visit  Alaska 
and  the  Northwest  for  14  days,  or  the  Canadian  Rockies  for 
14  days.  Enjoy  the  New  England  Fall  Color  for  12  days. 
Experience  California  and  Southern  Nevada  for  14  days. 
Plus,  YMT  Vacations  offers  cruises  to  Europe,  the 
Caribbean,  Panama  Canal,  Hawaii,  and  New  England.  All 
prices  include  scheduled  round-trip  airfare. 

Visitors/ 

Convention  Bureaus 

Bradenton  Area  CVB 

P.O.  Box  1000 
Bradenton,  FL  34206 
941-729-9177  x234 
FAX:  941-729-1820 
Website:  www.flagulfislands.com 
Contact:  Rob  Ondo 

Located  on  Florida’s  beautiful  west  coast,  Bradenton, 
Longboat  Key  and  Anna  Maria  Island  feature  27  miles  of 
magnificent  white  sand  beaches  and  tranquil  Gulf-of-Mexico 
waters.  It  is  a  world-class  playground  with  dozens  of  golf 
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courses,  water  sports,  fishing,  historical  and  cultural  activities,  Lee  Island  Coast  VCB 
plus  a  myriad  of  shopping  opportunities.  We  are  located  2180  W.  First  St.,  Ste.  100 
minutes  from  three  international  airports,  with  easy  access  Ft.  Myers,  FL  33901 


from  1-75. 


Kissimmee-St  Cloud  Convention  &  Visitors  Bureau 

P.O.  Box  422007 
Kissimmee,  FL  34742-2007 
800-831-1844 
407-847-5000 
FAX:  407-847-4114 
Website:  www.floridakiss.com 
E-mail:  travel@floridakiss.com 
Contact:  Mariela  Perre 


800-237-6444 

941-338-3500 

FAX:  941-334-1106 

Website:  www.leeislandcoast.com 

E-mail:  PJohnson@Leegov.com 

Contact:  Pamela  Johnson 

The  Lee  Island  Coast  is  Florida’s  tropical  island  getaway. 
Located  on  the  west  coast  of  Florida  in  the  Ft. 
Myers/Sanibel  Island  area,  you  will  escape  to  a  world 
where  beaches  of  white  sand  stretch  as  far  as  you  can  see. 
It  is  a  world  of  tropical  wildlife  and  spectacular  sunsets. 


The  Kissimmee-St.  Cloud  Convention  &  Visitors  Bureau  is 
a  destination  promotion  agency  representing  over  35,000 
accommodations.  Conveniently  located  at  the  main  gates 
of  the  Walt  Disney  World  Resort,  we  are  within  minutes  of 
world-class  attractions  throughout  central  Florida.  The 
Bureau  offers  a  variety  of  collateral  materials  available 
upon  request. 


Las  Vegas  Convention  &  Visitors  Authority 

3150  Paradise  Rd. 

Las  Vegas,  NV  89109-9096 
702-892-071 1 
FAX:  702-892-2906 
Website:  www.lasvegas24hours.com 
E-mail:  jjames@lvcva.com 
Contact:  Jesse  James 

Las  Vegas  offers  top-notch  entertainment,  beautiful 
hotel/motel  rooms  at  bargain  prices,  24-hour  gaming, 
championship  sporting  events,  excellent  shopping  and 
restaurants.  The  mild  year-round  climate  is  perfect  for 
indoor  and  outdoor  activities.  Enjoy  beautiful  sightseeing 
and  spectacular  attractions.  Literature  outlining  attractions 
and  sites  is  available. 


Laughlin  Visitors  Bureau 

1555  S.  Casino  Dr. 

Laughlin,  NV  89029 
702-298-3022 
FAX:  702-298-0013 
Website:  www.visitlaughlin.com 
E-mail:  mmcdaniel@lvcva.com 
Contact:  Meg  McDaniel 

Laughlin  Visitors  Bureau  extends  its  welcome  to  ESM 
Association  members  to  visit  its  resort  destination,  which 
features  10  hotel/casinos  on  the  banks  of  the  beautiful 
Colorado  River.  Nearly  five  million  visitors  each  year  are 
attracted  to  Laughlin  because  of  our  affordable  room  rates, 
great  food  and  24-hour  gaming.  Laughlin  offers  fishing, 
boating  and  water  recreation  as  well. 


Long  Beach  Area  Convention  &  Visitors  Bureau 

One  World  Trade  Center,  Ste.  300 

Long  Beach,  CA  90831-0300 

800-4LB-STAY 

FAX:  562-435-5653 

E-mail:  suef@longbeachcvb.org 

Contact:  Sue  Frye 

Long  Beach  offers  over  five  miles  of  Pacific  Ocean 
beachfront  with  first-class  hotel  accommodations,  eclectic 
shopping  and  dining,  and  a  free  shuttle  service  in  the 
downtown  beach  area.  Long  Beach  is  home  to  the  Queen 
Mary,  Aquarium  of  the  Pacific  and  the  Russian  submarine 
“Scorpion.”  Call  the  Bureau  for  group  discounts. 


St.  Augustine,  Ponte  Vedra  &  The  Beaches 
Visitors  &  Convention  Bureau 

88  Riberia  St.,  Ste.  400 
St.  Augustine,  FL  32084 
904-829-1711  x31 1 
FAX:  904-829-6149 
Website:  www.VisitOldCity.com 
E-mail:  kbrady@visitoldcity.com 
Contact:  Katie  Brady 

Centuries  of  Spanish  heritage  provide  a  welcoming  backdrop 
for  the  gracious  oceanfront  resorts  of  Ponte  Verda  and  the 
quaint  inns  of  historic  St.  Augustine.  Forty-two  miles  of 
pristine  beaches,  world-renowned  championship  golf 
courses,  the  World  Golf  Hall  of  Fame,  luxury  spas,  family 
attractions,  and  shopping  experiences  ranging  from 
boutiques  to  outlet  malls  are  all  part  of  a  convenient  package 
called  St.  Augustine,  Ponte  Verda  &  The  Beaches,  FL. 


Tampa  Bay  Convention  &  Visitors  Bureau 

400  N.  Tampa  St.,  Ste.  2800 

Tampa,  FL  33602 

813-342-4084 

FAX:  813-229-6616 

E-mail:  dnovak@visittampabay.com 

Contact:  Debbie  Novak 
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Living  To  work 

Mission  Possible 


ork  and  life  are  partners. 
Top  U.S.  companies  know 


that  creating  a  good 


place  to  work  makes  good  business 
sense.  Join  HR  executives  and 
work/life  experts  and  make  the 
demands  on  your  mission  possible! 


September  19-21,  2001 
The  New  York  Hilton,  N.Y.C 

For  more  information  about  attending  and  exhibiting, 
contact  WorkingWomanNetwork  Events 
Call:  1-888-735-6192,  212-445-6192 
E-mail:  eventsreg@workingwoman.com 
Your  Reference  No.  is  ESM01 


Tampa  is  the  perfect  Florida 
getaway.  Enjoy  world-class  accom¬ 
modations,  action-packed  attrac¬ 
tions,  spectacular  restaurants,  and 
much  more  from  our  sun-drenched, 
seaside  location. 


Personal  Best  Publications 

420  5th  Ave.  S. 

Edmonds,  WA  98020 

800-888-7853 

FAX:  425-775-8250 

E-mail:  jdowns@personalbest.com 

Contact:  Julie  Downs 


Personal  Best  Publications  offers 
motivating  wellness,  safety  and 
fitness  publications  designed  to 
enhance  your  health  promotion 
efforts.  Choose  from  our  Interactive 
2002  Fitness/Wellness  Calendar, 
brochures  and  health  newsletters. 
Ask  about  customizing  our  pub¬ 
lications.  Our  content  can  also  be 
purchased  for  in-house  publications. 


Wellness/Sports 


Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing 
work  and  family  concerns,  convenience  ser¬ 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Sen/ices  for 
Employees,  the  second  ESM  Association 
Monograph,  presents  a  multitude  of  conve¬ 
nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience 
Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  sen/ices  and 
one-stop  shopping  at  your  employee  store. 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 
convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #1, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services.  View  both  Monographs  in  the  Member 
Resources  Section  of  www.esmassn.org  or  order  a 
hard  copy  from  ESM  Association. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 

Name _ . _ 

Address _ 

City _ State _ Zip _ 

Phone  ( _ ) _ 

□  This  brochure  is  the  second  in  a  series  of 
ESM  Association  Monographs.  Please  check  here  if 
you  are  interested  in  receiving  Monographs  on  other 
employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarters 
rk  Road  •  Suite  207  •  Oak  Brook,  IL  60523-2371*  www.esmassn.org  •  esmahq@esmassn.org 


How  to  write  a  press  release  about  your  programs 


By  Hollis  Thomases 

A  n  employer  is  always  looking  for  strategies  that  position  his  or  her 
/\  company  as  the  best  place  to  work.  Consequently,  the  media  is  cur- 
rently  printing  an  abundance  of  information  on  companies  who  offer 
/  \  employee  services.  Oftentimes,  the  story  topics  fall  under  the  guise  of 

‘employee  perks,’  ‘work/life  programs’  and  ‘recruitment  and  retention  strate¬ 
gies.’  Smart  employee  services  providers  will  take  this  opportunity  to  get  the 
word  out  about  their  own  programs  and  gain  some  positive  publicity  for  their 
department  and  their  company.  Just  as  you  promote  your  programs  internally 
(to  your  employees),  you  also  should  promote  them  externally  (to  the  general 
public).  A  press  release  is  one  of  the  most  fundamental  communication 
methods  used  to  send  out  company  news.  If  your  Public  Relations/Com¬ 
munications  Department  is  not  currently  writing  press  releases  that  promote 
your  programs,  consider  using  the  following  tips  to  write  them  on  your  own. 
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Brainstorming  for  ideas 

Consider  writing  press  releases  on  new  employee 
programs,  upcoming  events  or  results  of  community 
service  projects.  One  method  for  summarizing  your 
efforts  is  to  provide  key  statistics  on  how  your  programs 
help  recruit  or  retain  employees,  boost  productivity  or 
decrease  absenteeism.  Or,  demonstrate  your  compa¬ 
ny's  innovation  by  explaining  how  the  Employee 
Services  Department  determined  what  employees  want 
and  created  programs  that  meet  their  needs.  Advance 
information  is  considered  most  newsworthy,  so  alert 
the  media  of  an  upcoming  event  or  project,  rather  than 


one  that  has  already  occurred.  When  the  media  is 
informed  about  an  event  in  advance,  a  reporter  may 
consider  attending  the  event,  reporting  on  it  and 
taking  pictures. 

The  structure 

The  two  most  critical  components  of  a  press  release 
are  the  headline  and  the  first  paragraph.  They  will  have 
the  greatest  impact  on  whether  or  not  your  press 
release  is  read  and  acted  upon  by  a  journalist  or  editor. 
Hundreds  of  press  releases  and  newswire  items  cross  a 
journalist's  desk  every  day,  so  it  is  important  to  make 


The  Dos  and  Don’ts 

of  getting  a  reporter’s  attention 


•  -i‘v  v- 

DO  keep  your  press  release  length  to  one  page  of  text.  A  long  press  release 
will  most  likely  find  its  way  to  the  trash.  If  you  have  more  to  say,  direct  journal¬ 
ists  to  your  website  instead.  Set  up  an  online  press  kit  that  provides  more 
detailed  information  and  photos.;  To  yjSyv  a  sample  press  kit,  visit 
http://www.  we  bad  vantage.  net/news_press.cfm?news_category_id  =  1  & 
&a=1?news_category  Jd=1&&a=?T|i  . 

DO  use  spellcheck  and  proofread  your  press  release  for  correct  grammar. 
Improper  grammar  and  spelling  errors  could  cause  a  reporter  to  lose  respect  for 
your  organization. 

DO  concentrate  on  making  the  information  in  your  release  easily  compre¬ 
hensible.  The  use  of  technospeak  and  industry  jargon  will  only  confuse  arid 
frustrate  the  reader  of  your  press  release.  When  writing,  assume  that  the  read¬ 
er  knows  nothing  about  your  industry. 

DON'T  ask  the  press  to  hold  your  press  release  until  a  specified  date.  This  is 
called  embargo  and  it  will  anger  the  media  and  potentially  cause  a  newsleak— 
especially  if  your  information  is  newsworthy  and  members  of  the  press  are  jock¬ 
eying  to  scoop  one  another  on  your  story.  Your  information  should  always  be 
"For  Immediate  Release,"  which  you  should  print  in  bold  letters  at  the  top  of  the 
first  page. 

DON'T  blast  e-mail  your  press  release  out  to  every  media  person  you  know. 
Be  selective  by  sending  relevant  news  only  to  reporters  covering  that  specific 
topic.  Better  yet,  develop  an  ongoing  relationship  with  journalists  who  write 
about  your  field.  Earn  their  trust  and  respect  in  a  professional  manner  and  it  will 
do  wonders  for  your  publicity. 


m 
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yours  stand  out.  The  headline  must  grab 
attention,  while  the  first  paragraph  substan¬ 
tiates  the  headline  and  summarizes  the 
release's  purpose. 

The  headline: 

•  Be  as  concise  as  possible.  The  text 
should  not  exceed  two  lines. 

•  Every  word  should  help  tell  the  story. 

Avoid  small, insignificant  words  like  prepo¬ 
sitions,  articles  and  pronouns. 

•  Use  active  verbs.  For  example:  "XYZ 
company  executed..."  vs.  "...was  executed 
by  XYZ  company." 

•  Punch  up  your  headline  with  statistics, 
humor  and  intrigue.  One  of  the  greatest 
responses  I  ever  received  was  from  a  press 
release  headlined,  "How  10  Years  of  Stuffing 
My  Face  Led  to  Internet  Enterprise." 

First  paragraph: 

•  The  first  paragraph  should  answer  the  "Five  Essential 
W's  and  one  H  of  Public  Relations" — Who,  What, 
Where,  When,  Why,  and  How? 

•  Start  the  paragraph  by  citing  the  geographical  loca¬ 
tion  of  the  news  story  source  in  parentheses.  For  exam¬ 
ple:  (Aberdeen,  MD) — that's  the  where. 

•  Write  a  first  sentence  that  really  wows  the  readers. 
They  should  say  in  their  minds,  "Okay,  you've  caught 
my  interest.  Now  I'm  ready  to  read  more." 

Second  paragraph: 

•  You  may  want  to  quote  a  top  official  involved  in  the 
news  of  your  release,  such  as  the  CEO.  Choose  a  quote 
that  provides  substantial  information  worth  reprinting, 
rather  than  a  point  already  made  within  the  text  of 
the  release. 

•  If  you  do  not  have  a  substantial  quote,  consider  cit¬ 
ing  industry  statistics  from  a  study  relating  to  the 
employee  services  program  discussed  in  your  release. 
Remember  to  include  the  source  of  your  statistics  so 
that  the  reporter  can  check  your  facts. 

Closing  paragraph: 

•  Write  a  standard  paragraph  about  your  organization 
and  its  Employee  Services  Department.  Include  the 
type  of  business,  how  long  it  has  been  in  existence,  its 
purpose/mission,  and  where  to  go  for  more  detailed 
information,  such  as  a  website  address. 

Closing  marks: 

•  Vestigial  from  days  of  old,  characters  or  codes  were 
inserted  at  the  bottom  of  a  press  release  to  indicate  that 


the  reader  had  come  to  the  end.  These  codes  are  still 
common  practice  today.  Acceptable  are  three  number 
signs  in  a  row  (#  #  #)  or  "-30-." 

Conclusion 

Each  time  you  make  a  significant  change  to  your 
employee  services  program,  make  it  standard  proce¬ 
dure  to  write  a  press  release  about  it  and  send  it  to  the 
reporters  on  your  media  list  and  ESM  Association.  Even 
if  they  do  not  act  on  your  press  release,  this  initiative 
will  keep  your  company's  accomplishments  on  the 
minds  of  key  contacts.  The  next  time  they  are  asked  to 
write  a  story  on  an  innovative  company,  they  just  may 
think  of  your  company  and  contact  you.  To  view  sam¬ 
ple  press  releases  written  by  WebAdvantage.net,  visit 
the  Press  Release  Section  of  http://www.webadvan- 
tage.net/  news.cfm?news_category_id=1  &&a=1 .  esm 

®  Hollis  Thomases  at  hollis@webadvantage.net.  Thomases 
is  a  consultant,  Internet  marketer  and  public  speaker,  as  well 
as  the  president  of  WebAdvantage.net,  a  creative  online 
marketing,  promotions  and  public  relations  firm  specializing 
in  building  and  implementing  Internet  strategies.  To  receive 
free  weekly  marketing  tips  delivered  by  e-mail  visit 
http://www.webadvantage.net/tip.cfm  or  call  (410)  297-9495. 
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Here  is  a  simple  plan  for  making  donating  blood  fun 

With  strong  marketing  efforts  and  organized  event  planning,  the 
University  of  North  Carolina  at  Chapel  Hill  (UNC)  and  local  chapters 
of  the  American  Red  Cross  put  on  one  of  the  largest  employer- 
sponsored  blood  drives  in  the  nation.  During  this  event,  the  UNC  Employee 
Services  Department,  the  Blood  Drive  Committee  and  over  200  volunteers 
work  together  to  collect  around  1,000  pints  of  blood  in  a  one-day  period.  The 
event  brings  employees  together  and  helps  the  university  remain  a  desired 
employer  in  the  Chapel  Hill  area. 


Five  months  prior  to  the  event 

Step  1 :  Form  a  committee  to  create  a  planning  process 
Step  2:  Hold  a  Blood  Drive  Theme  Contest 
Step  3:  Develop  a  logo  using  the  theme 
Step  4:  Create  posters  and  T-shirts  using  the  logo 
Step  5:  Post  details  on  the  web  and  in  the  newspaper 
Step  6:  Ask  restaurants  to  donate  food  for  the  canteen 
Step  7:  Search  for  participant  recruiters 
Since  blood  products  are  in  short  supply  in  the  sum¬ 
mertime,  UNC  holds  the  event  each  July  in  the  Dean  E. 
Smith  Student  Activities  Center.  This  300,000-sq.-ft. 


arena,  home  to  the  UNC  Tarheels  basketball  team,  is  a 
festive  location  that  provides  ample  space  for  all  phas¬ 
es  of  the  donation  process. 

The  Employee  Services  Department  heads  a  working 
committee  made  up  of  representatives  from  various 
areas  of  the  campus  who  are  responsible  for  different 
components  of  the  day,  such  as  volunteer  manage¬ 
ment,  recruiter  management,  transportation  manage¬ 
ment,  and  facility  management.  In  February,  this  com¬ 
mittee  and  staff  from  the  local  American  Red  Cross 
begin  laying  the  groundwork  for  the  drive. 
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Employees  enthusiastically  submit  theme  ideas  dur¬ 
ing  a  theme  contest.  This  generates  excitement  and 
interest  in  the  event,  and  it  allows  employees  to  be  cre¬ 
ative.  The  2000  theme  was  "A  HEELing  Tradition," 
which  utilizes  the  UNCTarheels  mascot  name  and  also 
describes  the  healing  that  takes  place  as  a  result  of 
UNC  blood  donations. 

Each  year,  the  Employee  Services  staff  develops  a 
logo  using  the  theme  and  prints  it  on  posters  that  are 
distributed  all  over  campus.  The  logo  is  also  printed  on 
T-shirts,  which  employees  can  earn  by  volunteering  or 
recruiting  donors.  The  theme  contest  winner  is 
announced  in  the  biweekly  employee  newspaper  and 
acknowledged  on  the  Blood  Drive  website.  The  web¬ 
site  includes  details  about  the  drive  and  provides  links 
to  several  American  Red  Cross  websites  for  local  and 
national  information.  It  also  contains  an  online  sub¬ 
mission  form  that  enables  donors  to  register  for  an 
appointment  via  the  web. 

The  UNC  canteen,  which  provides  sustenance  to 
those  who  donate  blood,  includes  far  more  than  the 
usual  cookies  and  crackers.  Months  in  advance, 
American  Red  Cross  staff  members  ask  local  restau¬ 
rants  to  donate  food  for  the  canteen.  Blood  donors 
are  treated  to  bagels  in  the  morning,  and  pizza, 
sandwiches  and  various  other  snacks  throughout  the 
day  of  the  event. 

Since  the  university  is  made  up  of  1 0,000  employees 
within  250  individual  departments,  communication 
can  be  a  challenge.  The  website  is  a  great  tool  for  dis¬ 
seminating  information,  but  the  success  of  the  drive 
depends  greatly  on  the  care  of  the  recruiters.  A  strong 
network  of  over  150  recruiters  are  enlisted  by  the 
Employee  Services  Department  to  get  the  word  out  and 
solicit  donors  using  the  personal  touch.  The  Blood 
Drive  has  existed  at  the  university  for  12  years  and 
although  many  of  these  recruiters  are  veterans,  the 
committee  also  searches  for  new  recruiters. 


A  view  from  the  floor  reveals  the  blood  donors  in  action. 


The  Dean  E.  Smith  Student  Activities  Center  is  the 
location  of  most  UNC  Blood  Drive  activities. 


Six  weeks  prior  to  the  event 

Step  8:  Hold  Kickoff  Orientation  Session  for  recruiters 
Step  9:  Begin  appointment  scheduling  period 
Step  10:  Send  out  requests  for  participation 
Step  1 1 :  Begin  Blood  Drive  marketing  efforts 
Step  12:  Maintain  recruiter  e-mail  listserve 

Both  veteran  and  new  recruiters  are  treated  to  a 
Kickoff  Orientation  Session  six  weeks  before  the  drive. 
The  kickoff  takes  place  in  the  Alumni  Club,  where  the 
university  provides  food  and  a  lively  information  ses¬ 
sion.  A  featured  speaker,  usually  a  high-level  represen¬ 
tative  from  the  university's  Administration  Office  or  the 
American  Red  Cross,  begins  the  morning  with  an  inspi¬ 
rational  speech.  Various  members  of  the  committee  dis¬ 
cuss  the  recruitment  process  and  logistics  of  the  event. 
The  theme  contest  winners  are  recognized  and  receive 
a  mounted  print  of  the  Blood  Drive  poster  and  a  Blood 
Drive  T-shirt  containing  the  prize-winning  slogan. 
Recruiters  also  learn  about  the  prizes  they  can  win  if 
they  earn  the  most  points  for  signing  up  the  most 
donors.  These  prizes,  solicited  by  the  American  Red 
Cross  and  donated  by  local  suppliers,  range  from  an 
overnight  stay  at  a  local  inn  to  restaurant  gift  cer¬ 
tificates.  At  the  end  of  the  event,  the  importance  of 
participation  really  hits  home  when  a  member  of  the 
UNC  community  shares  a  story  with  the  group 
about  needing  blood.  Recruiters  leave  the  kickoff  feel¬ 
ing  informed,  appreciated  and  inspired  to  begin 
recruiting  donors. 

One  of  the  features  that  makes  the  UNC  Blood  Drive 
so  unusual  for  its  size  is  that  donors  schedule  appoint¬ 
ments.  The  appointment-scheduling  period  begins  the 
day  of  the  kickoff  event.  Donors  or  recruiters  call  in  on 
a  special  phone  line,  96B-LOOD,  or  they  submit  an 
online  registration  form  to  the  Employee  Services 
Office  to  schedule  a  time  to  donate.  This  system  is  con¬ 
venient  for  the  employees  and  the  university  because  it 
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After  giving  blood,  employees  visit  with  coworkers  in  the 
canteen  area. 


decreases  the  amount  of  time  employees  spend  away 
from  their  jobs  waiting  to  donate,  and  it  helps  the 
American  Red  Cross  plan  ahead  for  staffing  the  event. 
Appointments  are  not  required,  but  donors  are  encour¬ 
aged  to  make  them  because  those  who  do  get  in  and 
out  more  quickly.  This  system  allows  the  Employee 
Services  Department  to  keep  track  of  the  recruiters' 
points.  If  a  donor  follows  through  on  donating  blood, 
the  recruiter  is  awarded  points. 

During  the  Blood  Drive  season,  the  Employee 
Services  Department  distributes  three  letters  to  partici¬ 
pants.  The  first  letter  is  sent  on  the  day  of  the  kickoff, 
announcing  the  drive  to  employees  who  donated  blood 
the  year  before  and  asking  them  to  make  an  appoint¬ 
ment  for  the  current  year.  One  week  before  the  drive, 
the  next  letter  is  sent  as  a  reminder  to  those  who  have 
made  appointments.  The  final  letter  is  sent  just  after  the 
drive,  thanking  those  who  donated  and  announcing  the 
results  of  the  drive. 

Around  the  time  of  the  kickoff,  the  Chancellor  sends 
a  memo  to  the  university's  deans,  directors  and  depart¬ 
ment  heads  announcing  the  drive  and  encouraging 
employees  to  participate.  Top  university  administrators 
receive  personalized  requests  to  donate  along  with 
T-shirts  to  help  publicize  the  event. 

Marketing  efforts  soar  during  the  six-week  period 
between  the  kickoff  and  the  drive.  Articles  appear  in 
the  employee  newspaper  and  departmental  newslet¬ 
ters,  and  signs  are  posted  all  over  campus.  The 
Employee  Services  staff  continues  to  give  away  T-shirts 
and  provide  education  about  the  event  through  presen¬ 
tations  at  departmental  staff  meetings  and  training  ses¬ 
sions.  The  American  Red  Cross  provides  press  releases 
to  the  local  newspapers  and  other  media  detailing  the 
need  for  blood  and  announcing  the  drive. 

E-mail  plays  an  important  role  in  communicating 
with  the  recruiters.  The  recruiter  chairperson  maintains 
a  very  active  recruiter  e-mail  listserve  that  updates  them 


on  the  number  of  appointments  made.  The  American 
Red  Cross  also  uses  the  listserve  to  give  recruiters 
additional  information  that  they  can  share  with 
potential  donors. 

Two  weeks  prior  to  the  event 

Step  13:  Send  out  an  e-mail  reminder  about  the  event 

Step  14:  Collect  and  record  appointments 

Step  1 5:  Field  questions  and  comments  through  e-mail 

In  early  July,  the  Employee  Services  Department 
sends  an  e-mail  message  to  all  employees  announcing 
the  drive  and  requesting  that  employees  schedule 
appointments  to  donate.  Various  campus  groups  also 
receive  e-mail  messages  requesting  their  support  in 
promoting  the  event.  The  Employee  Services  Office  is  a 
very  busy  place  as  donors  and  recruiters  call  or  submit 
online  forms  to  make  appointments.  The  office  main¬ 
tains  a  Blood  Drive  e-mail  address  used  to  answer 
questions  and  receive  comments  about  the  process. 

The  day  of  the  event 

Step  1 6:  Decorate  the  event  location 
Step  1 7:  Prepare  the  canteen  area 
Step  1 8:  Drive  donors  to  and  from  their  cars 
Step  19:  Accommodate  media  personalities 
Step  20:  Request  feedback  from  participants 

The  day  of  the  drive  dawns  very  early  for  organiz¬ 
ers.  The  Blood  Drive  Committee  decorates  the  Smith 
Center  with  brightly-colored  balloons  and  prepares 
the  canteen  area.  Volunteers  are  on  hand  to  drive 
donors  who  park  near  the  Smith  Center  to  and  from 
their  cars  via  golf  carts.  Donors  who  need  transporta¬ 
tion  can  take  one  of  the  shuttles  provided  by  the  uni¬ 
versity's  Public  Safety  Department. 

The  goal  is  to  make  the  day  an  exciting  experience. 
In  1999,  a  local  radio  station  broadcasted  from  out¬ 
side  the  Smith  Center.  Last  year,  a  member  of  the 
UNC  Tarheels  basketball  team  visited  with  the 
donors  and  signed  autographs  for  those  waiting  in 
the  canteen  area.  Few  UNC  events  include  all  areas 
of  the  university.  Employees  often  remark  that  the 
event  affords  them  the  opportunity  to  see  old  friends 
from  other  areas  of  the  campus. 

The  Employee  Services  Department  continually  seeks 
to  evaluate  and  improve  the  event.  Donors,  recruiters 
and  volunteers  are  asked  to  provide  feedback  on  all 
aspects  of  the  process.  In  previous  years,  donors  com¬ 
plained  about  waiting  for  shuttles  in  the  heat  after 
donating  blood,  so  the  American  Red  Cross  now  pro¬ 
vides  a  tent  with  coolers  of  water  at  the  shuttle  stop.  The 
tent  turned  out  to  be  a  terrific  addition  that  not  only 
provides  a  cool  place  to  wait,  but  it  also  serves  as  an 
advertisement  for  the  event  because  it  bears  the 
American  Red  Cross  symbol. 
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Making  a  difference  This  is  clearly  a  humanitarian  effort,  but  for  the  UNC 

The  university-wide  Blood  Drive  fits  into  the  univer-  Employee  Services  Department,  it  is  also  an  employee 

sity's  overall  goal  of  being  an  employer  of  choice.  It  program  involving  strategic  planning,  volunteer 

also  provides  an  outlet  for  its  employees  to  reach  out  participation  and  resource  management.  Visit 

and  make  a  difference  in  the  community.  After  the  www.sph.unc.edu/bloodtogatherideasfromtheUNC 

2000  Blood  Drive,  2,910  people  received  blood  donat-  Blood  Drive  website.  For  general  information  on  orga- 

ed  by  UNC  employees.  Coming  together  to  achieve  nizing  a  blood  drive,  visit  the  American  Red  Cross 

this  worthwhile  goal  makes  employees  feel  good  about  website  at  www.redcross.org/services/biomed/blood/ 

themselves  and  their  work  community.  The  university's  organize/  or  call  1-800-GIVELIFE.  esm 

commitment  to  giving  blood  continues  and  the  pro-  —  Aldridge.  ~CESM,  is  7  program  manager  in  the 
gram  keeps  growing.  Employee  Services  Department  at  the  University  of  North 

The  Employee  Services  Department  hopes  to  Carolina  at  Chapel  Hill.  She  chairs  the  university-wide  Blood 

continue  increasing  the  university's  partnership  with  Drive  Committee.  You  may  contact  Aldridge  at  (919)  962- 

the  American  Red  Cross.  Two  years  ago,  the  level  of  8829  or  aaldridg@email.unc.edu. 

interest  prompted  the  need  for  an  additional  Blood 
Drive  held  around  the  December  holiday  season.  The 
holiday  Blood  Drive  has  now  become  an  annual 
employee  event  as  well. 


employee  services  management 


ASSOCIATION 

Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  □  Discover 

Card  Number/Expiration  Date _ 

Signature _ _ _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 


ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371,  Phone:  630-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 


How  to  make  a  difference  in  today’s  diverse  workforce 

By  Michael  P.  Scott 

One  of  the  most  important  factors  in  ensuring  the  success  of  your 
work/life  initiatives  is  an  awareness  of  the  significant  trends  impacting 
today’s  workplace.  Of  these  trends,  employee  services  that  deal  with  work¬ 
place  diversity  are  most  likely  to  attract  the  attention  of  corporate  leaders — 
and  for  a  good  reason.  Most  major  cities  have  become  melting  pots  of  indi¬ 
viduals  from  different  racial,  ethnic  and  cultural  backgrounds,  with  the  explo¬ 
sive  growth  in  the  Hispanic/Latino  population  standing  head  and  shoulders 
above  the  rest. 


Diversity  in 
the  workplace 

According  to  the  U.S.  Census 
Bureau,  Washington,  DC,  the 
nation's  Hispanic/Latino  popula¬ 
tion  jumped  nearly  60  percent  dur¬ 
ing  the  last  decade,  overtaking 
African-Americans  as  the  leading 
minority  group.  This  amounts  to 
nearly  35  million  individuals  who 
identify  themselves  as  Mexican, 
Puerto  Rican,  Cuban,  Central 
American,  or  of  other  Hispanic/ 
Latino  origin.  Their  common  need 
is  to  know  that  their  employer  is  in 
tune  with  their  cultural  needs, 
understands  their  racial  struggles 
and  is  interested  in  helping  them 
achieve  a  balance  between  their 
work  and  ethnic  traditions. 

"We  have  a  few  initiatives  in 
place  to  address  the  needs  of  our 
Hispanic/Latino  population,  but 


clearly  we  need  to  do  more,"  says 
Juanita  Valverde,  human  resource 
assistant,  Texas  Children's  Hos¬ 
pital,  Houston,  TX.  Valverde  serves 
as  an  English/Spanish  translator  for 
employees  who  have  questions 
about  their  benefits.  "We  are  find¬ 
ing  that  it  can  be  difficult,  at  times, 
to  bridge  the  cultural  gap  bet¬ 
ween  our  employees.  It  points  to 
a  wealth  of  issues  that  we  will  be 
forced  to  address  in  the  near 
future,"  Valverde  says. 

Cultural  trends 

Hispanics/Latinos  are  a  widely 
diverse  group,  which  includes 
people  of  Mexican  (64  percent), 
Central/South  American  (14  per¬ 
cent),  Puerto  Rican  (1 1  percent), 
and  Cuban  (5  percent)  decent, 
according  to  the  U.S.  Census 
Bureau.  Each  group  has  unique 


ethnic  identities,  dialects,  histo¬ 
ries,  immigration/citizenship  sta¬ 
tus,  and  lives  in  varied  regions  of 
the  U.S.  Hispanics/Latinos  have  a 
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tremendous  sense  of  pride  in  their 
history  and  culture.  Acknowledg¬ 
ing  what  is  important  to  these 
employees  can  help  assimilate 
them  into  your  workforce. 

Special  events:  When  improving 
existing  programs  or  implementing 
new  ones,  keep  in  mind  that 
family  issues  are  paramount  to 
Hispanic/Latino  employees.  They 
share  a  strong  sense  of  devotion  to 
family,  often  placing  the  needs  of 
family  above  anything  and  anyone 
else  in  their  lives.  Their  families 
display  high  levels  of  togetherness, 
closeness  and  adaptability.  Close 
friends  and  family  members  of 
Hispanics/Latinos  are  encouraged 
to  share  in  the  responsibility  of 
child  rearing.  In  fact,  the  godpar¬ 
ents  of  Hispanic/Latino  children, 
often  referred  to  as  compadres  or 
co-parents,  help  provide  discipline 
and  financial  support  to  the  family 
when  needed,  as  well  as  help 
reduce  the  stress  of  child  rearing 
for  the  parents.  Therefore,  as  it 
relates  to  work/life  issues,  what 
may  be  perceived  as  important  to 
the  general  workforce  population 
may  hold  little  weight  with  this 


group.  For  example,  you  might 
discover  that  the  utilization  rates 
of  your  childcare  facility  are  low 
among  Hispanic/Latino  employ¬ 
ees  because  of  the  importance 
they  place  on  their  extended 
family  in  assisting  with  child 
rearing.  On  the  other  hand,  offer¬ 
ing  tickets  to  Hispanic/Latino 
cultural  events  that  are  family  ori¬ 
ented  and  promote  quality  of  life 
outside  of  work  are  likely  to  re¬ 
ceive  a  positive  response.  "Tickets 
to  our  Houston  Livestock  and 
Rodeo  Show  are  quite  popular 
among  our  Hispanic  employ¬ 
ees,"  says  Phil  Hall,  CESM,  man¬ 
ager,  employee  services,  Compaq 
Computer  Corp.,  Houston,  TX.  "It 
provides  our  employees  with  the 
opportunity  to  see  big-name 
Hispanic  entertainers  at  a  very 
affordable  rate." 

Work/life  programs:  Recent  U.S. 
Census  Bureau  data  indicates  that 
women  maintain  a  quarter  of  all 
Hispanic/Latino  families,  and  that 
the  average  size  of  these  families  is 
between  three  and  four  people. 
Examine  the  types  of  programs  you 
are  offering  to  working  women. 
You  might  revisit  your  Employee 
Assistance  Program  objectives  to 
ensure  that  there  are  counselors 
available  to  address  the  needs  of 
Hispanic/Latino  women.  Also, 
consider  partnering  with  organi¬ 
zations  like  the  Hispanic  Alli¬ 
ance  of  Career  Enhancement  or 
your  local  Hispanic  Chamber  of 
Commerce,  which  offer  mentor¬ 
ship  opportunities  to  Hispanic/ 
Latino  professionals  struggling 
with  work/life  issues. 

Convenience  services:  If  you 
have  a  concierge  service  or  re¬ 
source  and  referral  program  in 
place,  make  sure  you  offer  options 
to  meet  the  needs  of  Hispanic/ 
Latino  employees.  This  may  include 
discounts  to  select  restaurants,  gro¬ 
cery  stores,  sports  and  cultural 
events,  and  other  interests  of  value 
to  the  Hispanic/Latino  community. 
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Communication:  Evaluate  how 
you  are  currently  communicating 
your  programs  and  services.  For 
instance,  if  you  have  a  rather  siz¬ 
able  or  growing  Hispanic/ILatino 
workforce,  you  may  consider 
developing  brochures  and  materi¬ 
als  written  in  Spanish.  "Over  the 
years,  we  have  discovered  that 
communication  is  a  significant 
issue  in  our  workplace,  where 
Hispanics  are  well  represented," 
says  Ralph  Recht,  RVESRA,  engi¬ 
neer,  Daniels  Manufacturing 
Corp.,  Orlando,  FL.  "As  a  result, 
we  have  made  an  effort  to  enhance 
communication  to  our  Spanish¬ 
speaking  population,"  he  says. 

Conclusion 

It  pays  to  always  be  on  the  look¬ 
out  for  new  ideas  that  help  unify 
a  diverse  workforce.  When  a 
company  is  sensitive  to  these 
cultural  issues,  morale  is  likely  to 
rise,  productivity  increases  and  the 
bottom  line  is  often  positively 
affected.  Those  companies  that 
choose  to  'haga  una  diferencia' 
(make  a  difference)  are  likely 
to  be  desired  employers  among 
the  Hispanic/Latino  community — 
the  fastest  growing  population  in 
the  U.S.  esm 


Michael  P.  Scott  is  a  regular  colum¬ 
nist  for  ESM  Magazine  and  the  author 
of  the  book  Catch  Your  Balance  and 
Run:  Proven  Life  Management  Stra¬ 
tegies  to  Assist  You  in  Today's  Fast- 
Paced  World.  He  can  be  reached  at 
power2u  @ix.  netcom.com. 
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Don't  buy  into  the 
"ain't  it  awful"  story 

Everything  you  hear  is  probably 
true:  quarterly  profits  could  be 
down,  market  share  may  be 
shrinking  and  turnover  could  be 
high.  These,  and  other  measure¬ 
ments,  are  proof  that  an  organ¬ 
ization  is  faltering.  For  many, 
this  information  is  confirma¬ 
tion  that  the  sky  is  falling  and 
they  are  hoarding  hard 
hats.  When  employees 
are  running  for  cover,  it's 
difficult  to  restart  their 
engines  and  encourage 
them  to  fly. 

Lead  employees  to  the 
understanding  that  even 
during  the  darkest  times, 
many  companies  do  well, 
and  your  company  in¬ 
tends  to  be  one  of  them. 

Your  team  needs  to  shift 
out  of  doomsday  mode 
and  into  one  of  possibili¬ 
ties.  When  employees  say,  "We 
can't  do  that  because  of  this,"  your 
planned  response  should  be, 
"Well,  how  CAN  we?" 

With  enough  repetition,  employ¬ 
ees  will  soon  come  to  understand 
that  results  can  be  achieved  in 
any  circumstance.  Let  them  know 
that  you  are  vetoing  a  down  mar¬ 
ket  or  recession  because  employ¬ 
ees  need  what  you  have,  and  you 
are  willing  to  work  harder  to  get 
it  to  them.  Employees  will  mirror 
your  optimism. 

Shift  the  focus  to 
making  a  difference 

Think  back  to  the  last  time  you  were 
depressed.  Where  was  your  focus?  Of 
course,  it  was  on  you.  The  same  incli¬ 
nation  is  typical  in  organizations. 
When  they  focus  on  themselves  and 
petty  concerns,  the  downward  spiral 
is  sped  up.  But,  when  employees 


focus  on  making  a  difference  in  the 
world,  suddenly  they  feel  ener¬ 
gized  and  inspired  to  accomplish 
great  feats. 

During  tough  times,  managers 
often  focus  inward.  "A  20  percent 
growth  rate"  and  "A  10  percent 
return  on  equity"  are  facts  shared 
with  front  line  managers.  How¬ 
ever,  this  information  does  not  pro¬ 
vide  employees  with  the  motiva¬ 


tion  to  change  their  attitudes. 
Instead,  the  vision  you  share 
should  be  focused  on  making  a 
difference  in  the  world — a  rallying 
cry  for  being  so  extraordinary  that 
the  world  is  forever  changed. 

The  vision  of  "Employee  dis¬ 
counts  that  save  employees  a  con¬ 
siderable  amount  of  money"  or 
"Low-cost  employee  programs  that 
provide  value"  are  clear  examples 
that  an  employee  services  staff  can 
expect  to  be  extraordinary — dur¬ 
ing  good  times  or  bad.  You'll  dis¬ 
cover  that  the  bad  times  diminish 
when  your  vision  is  focused  on 
making  a  difference  for  others. 

Appreciate  the  steps 
along  the  way 

Frustration  runs  high  when  busi¬ 
ness  is  not  going  well.  Employees' 
confidence  is  shaken.  When  confi¬ 
dence  is  low,  performance  weakens, 


thereby  feeding  into  the  cycle  of 
lower  motivation  and  performance. 
It  doesn't  have  to  be  this  way. 

Appreciate  the  little  steps  along 
the  way  during  challenging  times. 
Let  your  employees  know  that  you 
appreciate  not  only  their  work,  but 
also  who  they  are  and  the  efforts 
they  make.  Build  fun  into  your 
appreciation.  It's  amazing  how  lit¬ 
tle,  juvenile  acts  motivate  adults 
and  increase  productivi¬ 
ty.  A  bell  in  the  middle  of 
a  work  area  that  staff 
members  can  run  to 
whenever  they  sign  up  an 
employee  to  participate 
in  a  program  prompts 
coworkers  to  appreci¬ 
ate  each  other's  suc¬ 
cesses  and  keeps  the 
workplace  lightheart¬ 
ed.  Childlike  energy 
drives  the  extraordinary. 
Grownups  are  too  seri¬ 
ous  to  accomplish  ex¬ 
traordinary  feats — they  prefer  to 
fit  into  the  status  quo.  However, 
fitting  in  is  the  kiss  of  death  for 
a  high  performance  organization. 

Good  organizations,  departments 
and  managers  thrive  during  rough 
times  because  they  learn  to  hone 
their  skills  like  never  before.  They 
have  discovered  that  it's  the  bad 
times  that  make  them  so  much  bet¬ 
ter  during  the  good  times.  When 
you  can  keep  your  team  motivated 
and  productive  during  the  most 
challenging  of  events,  your  organi¬ 
zation  will  stand  out  and  your 
employees  will  lead  your  company 
to  greatness.  esm 

Roxanne  Emmerich  is  listed  as  one  of 
the  top  12  speakers  for  national  sales 
meetings  in  the  country  today.  She  is 
the  author  of  Thank  God  it's  Monday: 
How  to  Build  a  Motivating  Workplace 
and  can  be  reached  at  (800)  236-5885 
or  Roxanne@EmmerichCroup.com. 
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[Jj  YOUR  EMPLOYEES  WITH  A 


GREAT  BENEFIT 


I  You  provide  so  many  benefitsio  your  employees:  medical  and  life  insurance, 
I  bonuses  and  stock  options.  Now  you  can  save  them  money  on  their 

I  home  purchase. 

1  With  eRealty's  REAP,  your  employees  will  discover  a  smarter  way  to  buy 
I  or  sell  their  home.  Buyers  get  a  cash  bonus  equal  to  1%  of  the  sales 
|  price  of  their  home  and  sellers  pay  only  4.5%  commission  when  they 
I  sell  their  home. 

|  What's  more,  as  REAP  participants,  your  employees  earn  even  more  with 
|  eRealty  Rewards — hundreds  of  dollars  toward  discounts  and  incentives  on 
I  mortgage,  title  services,  home  inspection  services,  and  more — 

all  at  no  cost  to  your  company. 

1  So  give  your  employees  a  smarter  advantage.  For  details,  visit: 

|  www.eRealty.com/REAP 
Phone:  800.eRealty  (373.2589) 

1  Email  REAP@eRealtycom 


Introducing  the  eRealty  Real  Estate  Advantage  Program  (REAP). 
A  smarter  way  for  your  employees  to  buy  or  sell  a  home. 


REAL  ESTATE  ADVANTAGE  PROGRAM 


eRealtyAcom 

The  smarter  way  lo  buy  or  sell  a  home. 

>  ‘  -■  ■  ( 
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Boosti  ng  Morale 


By  Roxanne  Emmerich,  CSP,  CMC 


A  leader’s  biggest  challenge 

How  to  motivate  employees  during  tough  times 


In  today’s  turbulent  economic  market,  even 
the  strongest  and  most  powerful  corporate 
leaders  find  it  challenging  to  improve  their  effi¬ 
ciencies.  As  they  require  more  work  from  fewer 
employees,  their  top  priority  is  having  effective 
motivators  who  will  propel  their  group  to  great¬ 
ness.  Unfortunately,  many  leaders  and  managers 
have  never  seen  a  tight  economy,  or  at  a  mini¬ 
mum,  have  only  a  faint  memory  of  what  to 
expect.  During  these  times,  leadership  skills  are 
put  to  the  test  because  employee  motivation 
becomes  more  difficult  when  limited  resources 
are  available. 


During  tough  times,  employee 
services  professionals  must  look 
beyond  their  program-planning 
responsibilities  and  try  to  under¬ 
stand  human  psychology.  Special 
events  and  employee  programs  are 
not  the  "be-all-to-end-all"  of 
employee  motivation.  In  troubled 
times,  some  employee  services 
efforts  may  appear  disconcerting. 
There  are  four  critical  elements 
of  leadership  that  are  essential 
during  challenging  times.  Imple¬ 
ment  these  leadership  qualities  in 
your  organization  to  nurture  a 
motivated  workforce  for  years 
to  come. 


Lend  an  ear 

Guilt,  fear,  paranoia,  and  other 
destructive  emotions  can  freeze  an 
employee's  performance  during 
tough  times.  Denial  is  a  natural 
response  to  tough  times,  but  many 
leaders  never  move  beyond  this 
state  of  mind.  The  thought  of  open¬ 
ly  discussing  feelings  in  the  work¬ 
place  sends  shivers  down  the 
spines  of  most  managers,  and 
ignoring  those  emotions  only  caus¬ 
es  greater  challenges. 

The  funny  thing  about  emotions 
is  that  if  we  do  not  sense  that  the 
other  person  truly  understands  our 
feelings,  we  tend  to  remain  bitter. 


If  you  don't  want  to  listen  1o  the 
same  complaints  over  and  over, 
then  listen  with  emotion.  If  some¬ 
one's  voice  is  loud  and  angry,  say 
back  in  a  loud  voice,  "I  feel  terrible 
because  I  see  you're  so  upset." 
Then,  continue  the  conversation 
by  dropping  your  voice  slowly  to  a 
normal  range.  Watch  the  magic  as 
they  diffuse  because  they  know 
you  understand  them. 

To  increase  motivation  and  per¬ 
formance,  create  a  forum  for  peo¬ 
ple  to  share  their  feelings  so  they 
can  release  them  and  move  on. 
Be  willing  to  take  the  heat  and 
listen  to  complaints  in  a  structured 
forum.  Otherwise,  your  employees 
are  sure  to  gripe  for  months  when 
they  should  be  moving  on. 

CONTINUED  ON  PAGE  28 
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EMPLOYEE  PREFERRED  BENEFITS 

ESM'S  WORK/UFE  BENEFITS  PROGRAM- 
BENEFITS  EMPLOYEES  PREFER 

DISTANCE:  2  MONTHS 


M 


PREfer«ed  CHo, 

•Vision  CE°ARD 
•Dental 

•Chiropractic  Care 
•Hearing  Aids 
•Cosmetic  Surgery 
•Much  More 
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SMARTBEIM 
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mediation  & 
legal  Services 
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eST 
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ASSOCIATION 


770.810.6522 
3091  Governors  Lake  Drive 
Suite  300 
Norcross,  Georgia  30071 
www.EmployeePreferred.com 


keeping  it  simple 
finding  a  balance 
making  it  work 


Xylo  offers  a  unique 
Web-based  work/life 
program  that  saves 
employees  time,  money 
and  simplifies  their  lives. 
We  feature  hundreds  of 
great  discounts,  out¬ 
standing  savings  and 
creative  solutions  that 
are  fast,  easy  and 
convenient  to  use — 


busy  HR  professionals 
an  effective  work/life 
solution  to  attract  and 
retain  top  talent.  It  helps 
to  reinforce  corporate 
culture  and  facilitate 
existing  programs.  Xylo 
connects,  inspires  and 
informs  employees. 


For  more  information,  please  contact  us  today  at  info@xylo.com 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com 


Employee  Services  Management 
Association  endorses  Xylo,  Inc. 


SAVE  15% 


in  Florida  there  are  127  wonderful  choices 
at  which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%/ 


ATLANTIC  BEACH 
Comfort  Inn  Mayport 

BONITA  SPRINGS 
Comfort  Inn 

CAPE  CORAL 
Quality  Inn  Nautilus 

CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 

COCOA  BEACH 
Comfort  Inn  &  Suites 

DAYTONA  BEACH  SHORES 
Quality  Inn  Ocean  Palms 

DELAND 
Comfort  Inn 

DEERFIELD  BEACH 
Comfort  Inn  Oceanside 

Comfort  Suites 

Quality  Suites 

DESTIN 
Comfort  Inn 

FT.  LAUDERDALE 
Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 
Comfort  Suites 


JACKSONVILLE  BEACH 
Comfort  Inn  Oceanfront 

KEY  WEST 
Comfort  Inn 

Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 
Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 
MainStay  Suites 

MELBOURNE 
Quality  Suites  Oceanside 

MIAMI 
Quality  Inn 

MIAMI  BEACH 


MT.  DORA 
Comfort  Inn 

NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 

Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 

NAVARRE  -I 

Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 

NICEVILLE 
Comfort  Inn 

OCALA 
Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 
Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH 
Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 


Sleep  Inn  Airport 

FT.  MYERS  BEACH 
Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 
Comfort  Inn  Airport 

Clarion  Hotel 
Hollywood  Beach 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 

MainStay  Suites 

Quality  Inn  &  Suites 


Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 
Comfort  Inn  Airport  East 

Clarion  Hotel 

Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

MainStay  Suites 

Sleep  Inn  Miami  Airport 

MILTON 
Comfort  Inn 


Sleep  Inn 

ST.  AUGUSTINE  BEACH 
Comfort  Inn 

ST.  PETERSBURG 
Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 
Comfort  Suites 

Sleep  Inn 

WESLEY  CHAPEL 
Sleep  Inn 

WEST  PALM  BEACH 
Comfort  Inn 


Quality  Hotel  Southpoint 


Palm  Beach  Lakes 


please  call  1-800-258-2847  and  request  ESM  Rate  ID  # 00044073 . 


Welcome 


Exploring  Florida's  Treasures 


Florida's  abundance  goes  far  beyond  palm  fringed 
beaches  and  balmy  weather,  dazzling  attractions  and 
modern  city  skylines.  It's  treasures  reach  way  back  to  a 
time  when  Florida's  first  people  used  tools  to  hunt 
mastodons.  The  state  embraces  a  land  that,  by  virtue  of 
its  unique  geography,  serves  as  a  bridge  between  the 
tropics  and  temperate  North  America,  and  is  thus 
endowed  with  a  diversity  of  landscapes  and  flora  and 
fauna. 

We  are  featuring  the  Sunshine  State  because  Florida 
has  been  identified  in  ESM  Association  surveys  as  one  of 
the  most  popular  destination  spots  for  employees,  fami¬ 
lies  and  retirees.  We  hope  to  provide  you  with  some  of 
Florida's  "undiscovered  treasures"  in  this  2001  edition  of 
DESTINATIONS  IN  FLORIDA. 

Thank  you  for  sharing  DESTINATIONS  IN  FLORIDA 
with  others  in  your  company  or  organization.  You  can 
use  the  enclosed  discount  order  form  to  acquire  addition¬ 
al  copies  for  distribution.  If  we  can  be  of  further  assis¬ 
tance,  please  don't  hesitate  to  give  us  a  call  at  (630)  368- 
1280. 


With  best  regards, 


Patrick  Stinson 
Publisher 
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1  loricta  has  been  described  as  a  long  fairway 
surrounded  by  sand  and  water.  The  state  is  blessed 
with  some  of  the  top-rated  courses  in  the  country, 
along  with  resorts  that  are  renowned  the  world 
over.  Golf  is  such  a  central  part  of  the  Florida 
lifestyle  that  it's  sometimes  easy  to  forget  just  how 
many  good  places  there  are  to  pursue  the  royal 
and  ancient  game  here.  The  PGA  Tour  comes  call¬ 
ing  every  spring,  and  it's  possible  to  duplicate  the 
professionals'  swing  through  the  state,  staying 
and  playing  at  the  likes  of  Miami's  Dora  I  Golf 
Resort  &  Spa,  Orlando's  Bay  Hill  Lodge  or  the 
Tournament  Players  Club  at  Sawgrass.  The  LPGA 
and  the  Senior  lour  also  play  multiple  events  in 
the  Sunshine  State,  from  Palm  Beach  to  Naples  to 
Tampa.  Florida  not  only  has  fine  golf  resorts  in 
every  corner  of  the  state,  but  some  of  the  best  of 
the  new  "daily  fee"  courses  in  the  country.  Click 
on  www.flausa.com/activities/golf  to  learn  more 
about  over  1,000  courses  in  the  state. 


Experience  Florida  Golf 


Visit  Florida 


Great  Florida  Birding  Trail  Now  Open 


A  2,000-mile  highway  trail  designed  to  pro¬ 
mote  bird  watching  activities,  the  Great  Florida 
Birding  Trail  opened  its  first  section,  East 
Florida,  in  November.  Future  sections  will 
include  West  Florida,  Panhandle  Florida  and 
South  Florida,  with  completion  of  the  Trail 
expected  in  2006.  The  Trail  is  a  collection  of 
sites  throughout  Florida  selected  for  their 
excellent  bird  watching  or  bird  education 
opportunities.  The  Birding  Trail  makes  it 
easy  for  all  birders  —  both  casual  and  expert, 
local  and  tourist-  to  find  new  and  productive  birding  sites 
throughout  our  state.  Trail  literature  detail  what  species  to  expect 
at  each  site  and  what  kind  of  an  experience  each  offers:  a  quick 
stop  versus  an  all  day  hike,  or  a  driving  loop  versus  a  foot-access 
only  property.  Birders  exploring  the  East  Florida  Trail  can  pick  up  a 
commemorative  trail  map  at  area  nature  centers,  state  parks, 
tourist  development  councils,  or  at  one  of  the  gateways  —  Ft. 
Clinch  State  Park,  Merritt  Island  National  Wildlife  Refuge,  and 
Tenoroc  Fish  Management  Area.  Gateway  sites  also  offer  informa¬ 
tion  about  regional  bird  watching  programs  and  events.  Visit 
www.floridabirdingtrail.com  for  more  information,  including  an 
online  bird  watching  basics  guide. 


Florida  Romantic 
Getaways 


(.Ranges  and  sunsets  tell  one 
story  ot  1  lofida.  but  there's  1  lot 

Sunshine  State  for  couples  in 
love  to  experience.  Care  to  chill 
in  a  seaside  cafe  with  the 
nation’s  trendsetters?  Book  a 
r< iom  m  Miami  s  South  Ik  u  h 
Enjoy  th  arls'  I  limk  Saiasota 
Wildlife?  The  Everglades?  I.ush 
woodlands?  The  Northwest  is 
for  you.  Conjure  up  an  image 
of  the  environment  you  believe 
will  be  the  most  romantic  for 
you  and  your  love  and  Florida 
will  delivei. 

Click  on  \\wr\  flausa.com/ 
cKtmtus  inmmtic  {Welcome 
wRuuiantu.  (n.tawa\si  in  loam 
m  ore  about  the  state's  eight 

regions,  each  rich  with  signa¬ 
ture  pleasures. 
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Give  your  employees  a  morale  boost  with  great  savings  from 
Alamo ® — enroll  your  ESM  organization  in  Alamo’s  Membership  Program. 
As  members,  your  employees  will  get  a  membership  ID.  card  that 

features  year-round  discounts  of  up  to  15%  off  our  great  retail  rates 
and  discount  coupons  for  future  rentals. 

Go,  for  employee  perks,  simply  complete  the  form  below  and 
return  it  to  Alamo  today !  To  try  this  discount  program  for  your 
next  Alamo  rental,  book  with  your  travel  agent  or  Alamo.  3e  sure 
to  request  I.D.  Number  236413  and  Rate  Code  BY. 


^v'we 


Wf?Y 


Alamo* 


\-m~3S4-2322 

AO.COIM 

Discount  applies  to  base  rate  only.  Taxes  (including  VLF  taxes  up  to  US$1.89  per  day  in  California 
and  GST/VAT),  other  governmentally-authorized  or  imposed  surcharges,  license  and  concession 
recoupment  fees,  vehicle  license  fee,  road  fee,  premium  location  charges,  airport  facility  fees,  fuel, 
one-way  rental  charge  and  optional  items  are  extra.  Renter  must  meet  standard  age,  driver  and  credit 
requirements  (may  vary  by  country).  24-Hour  advance  reservation  required  (up  to  72  hours  for 
licensee  locations).  May  not  be  combined  with  other  discounts.  Availability  is  limited.  Subject  to 
change  without  notice.  Blackout  dates  may  apply. 


©2000-2001  Alamo  Rent-A-Car,  L.L.C.  All  rights  reserved. 


6433-A5-1200 


To  enroll  your  organization  in  Alamo’s  Membership  Frogram  and  to  order  membership  I.D.  cards ,  simply  detach  this  form  and  send  it  to: 
Alamo ®  Fent-A-Car,  L.L.C.  C/O:  Jagged  Feak,  12200  34th  Street  North,  Suite  C,  Clearwater,  FL  33762-5605,  or  fax  it  to  1-500-749-499&. 


Number  of  employees _ 

Name _ 

Title _ 

Organization _ 

Address _ 

City _ 

State _ 

Phone _ 


Number  of  cards  requested  _ 
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©2000-2001  Alamo  Rent-A-Car,  L.L.C.  All  rights  reserved. 
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New  Florida  Website  Offers  Discounts, 
Sweepstakes,  Destinations,  etc. 


Looking  for  dif¬ 
ferent  kinds  of 
travel  experiences 
in  Florida?  Check 
out  the  experi¬ 
ences  and  destina- 


VISIT  FLORIDA,  the  not-for-profit  corpora¬ 
tion  that  markets  Florida  tourism,  has  a  fresh¬ 
ly  redesigned  consumer  web  site.  The  web 
site,  www.flausa.com,  facilitates  quicker  speed 
and  easier  navigation.  In  addition,  the  site 
will  presents  even  more  Florida  destinations 
and  allows  visitors  to  register  for  contests  and 
sweepstakes.  Monthly  editorial  features  give 
online  viewers  the  opportunity  to  sample  sev¬ 
eral  three-day  itineraries  in  one  of  Florida's 
eight  vacation  regions.  New  regions  are  fea¬ 
tured  monthly,  with  updates  scheduled  for 
the  middle  of  each  month.  Site  visitors  are 
able  to  read  tips  for  stress-free  visits  to  theme 
parks  across  the  state  and  check  out  a  guide 
to  great  places  to  stay  on  Florida's  beaches. 

VISIT  FLORIDA  also  offers  consumers  yet 
another  starting  point  for  vacation  planning 
this  year  with  a  new  series  of  special  interest 
brochures.  Underwater  Treasures,  one  of  four 
brochures  issued  this  May,  features  fresh  and 
saltwater  diving,  snorkeling,  dive  shops,  wrecks 
and  natural  and  artificial  reefs.  In  addition, 
Going  with  the  Flow  highlights  freshwater 
guides  and  outfitters,  canoeing,  kayaking, 
swimming  and  tubing.  Just  the  Two  of  Us 
offers  affordable,  romantic  destinations,  moon¬ 
light  cruises,  riverboats,  bed  &  breakfasts  and 
romantic  dining.  Botanical  Wonders  outlines 
gardens,  nature  centers  and  preserves.  The 
brochures  are  fold-out  maps  that  include  each 
of  the  eight  vacation  regions.  They  will  be  dis¬ 
tributed  at  all  five  Official  Florida  Welcome 
Centers.  You  can  request  these  brochures  by 
calling  888-7-FLAUSA. 


h. 


memories.  Every  region  of 
Florida  has  its  own  collection  of 
special  treasures.  For  your  free 
copy,  call  888-7-FLA  or  visit 
www.flausa.com  to  expand  your 
exploration  horizons. 


Explore  Florida's  Treasures  in  "Undiscovered  Florida" 


tions  you'll  find  in  the  latest  edi¬ 
tion  of  "Undiscovered  Florida". 
There's  flora,  fauna  and  festi¬ 
vals,  crystal  clear  springs  and 
world-class  museums,  lighthous¬ 
es,  legacies  and  a  lifetime  of 
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Visit  Florida 


New  Tours  Trace  Florida's 
Historic  Highways 


Packing  the  family  in  the  car  and 
heading  for  Florida  predated  the 
Interstate  Highway  System  by  half-a-cen- 
tury.  Before  there  were  freeways  and 
expressways,  two-lane  roads,  such  as  U.S. 
27,  U.S.  17,  U.S.  90,  U.S.  1  and  State 
Road  A1A  funneled  millions  of  vacation¬ 
ers  into  and  throughout  the  Sunshine 
State.  Now,  modern  motorists  are  being 
invited  to  rediscover  these  scenic  byways 
in  a  newly  expanded  set  of  driving  tours 
published  by  VISIT  FLORIDA,  Florida's 
official  tourism  marketing  organization. 
There  are  a  total  of  10  scenic  back  road 
self-driving  tours  in  the  new  'Worth  the 
Drive'  booklet.  They  cover  various  parts 
of  the  state  and  all  of  them  feature  the 
historic  tourist  trails  largely  forgotten 
since  the  coming  of  the  multi-lane 
expressways.  Visitors  traveling  them  will 
experience  rustic  small  towns,  fascinating 
heritage  sites  and  a  slower,  gentler  pace 
of  life  that  many  thought  had  long  dis¬ 
appeared  from  this  country. 

All  of  the  tours  feature  day-by-day  itin¬ 
eraries  complete  with  maps,  detailed 
directions  and  all  the  points  of  interest 
to  be  found  along  the  way.  The  83-page 
"Worth  the  Drive"  booklet  is  free  and 
available  at  five  Official  Florida  Welcome 
Centers  .  Copies  are  also  available 
through  the  www.flausa.com  web  site,  or 
by  calling  1-888-7-FLA  USA. 


Visit  Florida 
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Tallahassee 

Experience  Native  Wildlife  at 
Outdoor  Museum 


The  Tallahassee 
Museum  of  History  & 
Natural  Science  features 
a  52-acre  outdoor  muse¬ 
um  located  on  a  chain 
of  lakes.  Experience  a 
natural  habitat  zoo, 
which  is  home  to 
Florida's  native  wildlife, 
historic  buildings, 


nature  trail,  1880s 
farmstead,  hands-on 
discovery  center,  annu¬ 
al  special  events,  guest 
animal  exhibit,  educa¬ 
tional  programs,  and 
more.  For  more  infor¬ 
mation,  call  850-575- 
8684;  www.tallahas- 
seemuseum.org 


Pensacola 

Visit  One  of  the  World's  Largest  Aviation 
Museums 

Be  sure  to  visit  the  National  Museum  of  Naval 
Aviation — one  of  the  largest  aviation  museums  in  the 
world.  See  more  than  170  aircraft  on  display,  walk 
through  the  past  in  the  Hometown  USA  exhibit,  take  a 
thrilling  ride  in  the  flight  simulator,  and  save  some 
time  to  see  the  incredible  IMAX  film.  Museum  admis¬ 
sion  free.  For  information:  800-327-5002;  www.naval- 
air.org. 
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Orlando 

Look  What’s  Mew  at  Disney 

At  the  Magic  Kingdom,  The  Magic 
Carpets  of  Aladdin  will  take  guests  on  a 
magic  carpet  ride  in  the  Advertureland 
area  of  the  park  tills  summer.  Four-passen¬ 
ger  "carpets"  circle  around  a  giant  Genie's 
bottle,  moving  up  and  down  and  pitching 
forward  or  backward  at  the  "command"  of 
riders  while  whimsical,  water-spewing 
camels  "spit"  at  guests. 

Chester  &  Hester's  Din-Rama!  is  a  whole 
new  mini-land  of  zany  fun  planned  for 
DinoLand,  USA  at  Disney's  Animal 
Kingdom.  This  expansion  includes  a  fami¬ 
ly  coaster  ride,  a  spinning  dinosaur  ride 
and  a  midway  of  six  to  seven  brightly  col¬ 
ored  arcade  games.  New  this  year,  the 
Triceratop  Spin  takes  guests  on  an  up- 
down-and-around  ride  in  four  guest  vehi¬ 
cles  that  move  around  a  giant  spinning 
top  toy  that  opens  to  reveal  a  dinosaur. 
Coming  in  2002  is  Primeval  Whirl,  which 
uses  roller-coaster  technology  to  create 
rider-controlled  spinning  "time  machines" 
that  transport  riders  through  curves,  short 
drops  and  the  jaws  of  a  dinosaur  skeleton. 
For  information:  407-824-4321. 


- - '3  '  ’ 

Fine  Arts 


Orlando 

Refurbished  Museum  Recognizes 
African  American  History 

Downtown  Orlando  is  home  to  the  Wells'built 
Museum  of  African  American  History  and 
Culture.  Prior  to  the  Civil  Rights  laws  of  the 
1960's,  African  Americans  who  spent  the  night  in 
downtown  Orlando  had  to  stay  at  the 
Wells'built.  Now  a  refurbished  museum,  the 
guest  list  of  this  bygone  hotel  is  impressive.  It 
includes  the  former  Supreme  Court  Justice 
Thurgood  Marshall,  baseball  great  Roy 
Campanella,  and  popular  entertainers  such  as 
Ella  Fitzgerald,  Cab  Calloway,  Ray  Charles,  and 
B.B.  King.  For  information  call:  407-245-7535. 
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Visit  Florida 


Discounts  Up  To 


Hampton  Inn 
Red  Roof  Inn 
Comfort  Inn 


{J-farmUtij 


Graceland 


Music  City  Capital 


*  '  Nashville  /  Brentwood,  TN 

1-800-426-7866  •  615-373-2212 


Memphis  /  Southaven,  TN 
1-800-426-7866  •  662-349-8855 


Comfort 


Inn 


Red  Roof  Inn  -  Clearwater  /  Palm  Harbor,  FL 
1-800-843-7663  •  727-786-2529 


Comfort  Inn  -  Destin,  FL 
1-800-228-5150  •  850-654-8611 


Hampton  Inn  -  Destin,  FL 
1-800-426-7866  •  850-654-2677 


MEMBER 

employee  services  management 


***  Discount  Discount  Discount  Discount  Discount  Discount*** 


Advance  reservations  required.  Ask  for  ESMA  rate  &  mention  member  #980 


Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 


Regional 


Miami  Beach 


I HIrkmIKixO  i 


With  its  reopen¬ 
ing  this  year,  the 
enlarged  Bass 
Museum  of  Art 
once  again  anchors 
Miami  Beach's  his¬ 
toric  district.  One 
of  its  most  notable 
new  exhibits  offers 
a  retrospective  of 
the  city  —  The 
Making  of  Miami 
Beach,  1933-1942. 
The  architecture  of 
Lawrence  Murray 
Dixon  celebrates 
the  cool,  colorful 
visionary  who 
turned  this  balmy 
beach  town  into  an 
art  deco  Mecca.  For 
more  information 
call:  305-673-7530. 


Fort  Lauderdale 

Save  $$  With 
Superior  Small 
Lodging  Directory 

The  Greater  Fort 
Lauderdale  Superior 
Small  Lodging 
Directory  is  hot  off 
the  press.  More  than 
96  properties  are  list¬ 
ed.  Visitors  can  call 
800-22-SUNNY  or 
log  on  to  www. 
sunny.org  for  a  free 
copy.  Scuba  enthusi¬ 
asts  will  also  be  inter¬ 
ested  in  "The  Wrecks 
and  Reefs  of  Greater 
Fort  Lauderdale,  a 
colorful,  new  20- 
minute  scuba  diving 
video  dedicated  to 
diving  in  Greater 
Fort  Lauderdale.  It's 
available  free  by  call¬ 
ing  800-222-SUNNY 
or  by  logging  on  to 
www.sunny.org. 


Christmas 

Enjoy  Historic  Christmas 

Every  December,  hundreds  of 
people  bring  their  holiday  cards  and 
gifts  to  the  post  of  this  tiny  rural 
town  for  the  postmark.  The  town, 
located  about  30  miles  east  of 
Orlando,  was  originally  Fort 
Christmas.  Built  on  December  25, 

1837,  it  was  one  of  series  of  forts 
constructed  during  the  Seminole 
Indian  Wars.  Fort  Christmas  Historic 

Park  (407-568-4149)  has  a  replica  of  the  fort,  as  well  as  a  small  pioneer  village. 
Visitors  who  want  a  taste  of  nature  should  take  the  time  to  visit  the  Lone 
Cabbage  Fish  Camp.  The  camp  features  a  restaurant  that  serves  alligator  tail  as 
well  as  other  local  favorites.  It  offers  airboat  rides  that  wind  through  the 
swamps  surrounding  the  St.  John's  River  —  a  close-up  encounter  with  a  wild 
alligator  or  two  is  almost  guaranteed.  For  information  call:  321-632-4199. 


Fort  Lauderdale 

Save  $$  With 
Superior  Small 
Lodging  Directory 

The  Greater  Fort 
Lauderdale  Superior 
Small  Lodging 
Directory  is  hot  off 
the  press.  More  than 
96  properties  are  list¬ 
ed.  Visitors  can  call 
800-22-SUNNY  or 
log  on  to  www. 
sunny.org  for  a  free 
copy.  Scuba  enthusi¬ 
asts  will  also  be  inter¬ 
ested  in  "The  Wrecks 
and  Reefs  of  Greater 
Fort  Lauderdale,  a 
colorful,  new  20- 
minute  scuba  diving 
video  dedicated  to 
diving  in  Greater 
Fort  Lauderdale.  It's 
available  free  by  call¬ 
ing  800-222-SUNNY 
or  by  logging  on  to 
www.sunny.org. 
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endangered  and  threatened  species,  and  to 
birds.  Todn\,  the  J.  N.  "Ding"  Darling  Natioi 

species  of  birds.  For  more  infonnation  call l. 


Employee  Savings! 


Savings  of  15%  to  30% 
off  your  next  stay! 

Call  participating  Days  Inn,  Howard  Johnson,  Knights  Inn, 
Ramada,  Travelodse  &  Wingate  Inn  hotels  to  receive 
substantial  discounts. Remember  to  give  your  Member 
Benefit  I.D.  number  20646  when  making  reservations. 

To  order  wallet  cards  of  program,  fax  your  request 
to  Derek  Errichetti  (973)  496-1084. 


DAYS INN 


J  toward, ‘Johnson 


|Knights 
Inn 


1-800-268-2195  1-800-769-0939  1-800-682-1071  1-800-462-8035  1-800-545-5545  1-877-202-8814 

Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit  Member  Benefit 

ID  #20646  ID  #20646  ID  #20646  ID  #20646  ID  #20646  ID  #20646 


‘Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 
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Resional 


New  Lake  County  Loop  Tours 
Brochure  Available 

Lake  County  Convention  &  Visit 
Bureau  has  updated  its  Loop  Tours 

brochure,  which  includes  10  self-gu 


range  in  length  from  1.5  miles  to  29 
miles.  The  central  Florida  loop  tours 
include:  Lake  Griffin  State  Recreation 
Area,  Dora  Canal,  Alexander  Springs 

Recreation  Area  and  Fiddlers  Green 
Ranch.  For  a  free  Lake  County  vaca¬ 
tion  guide  and  Loop  Tours  brochure, 
call  800-798-1071  or  visit  www.lake- 


Tampa 

Rhino  Rally  Opens  at  Busch  Gardens 

Busch  Gardens  Tampa  Bay  redefined  "real"  adven¬ 
ture  this  year  with  the  opening  of  Rhino  Rally,  an  off¬ 
road  safari  river  adventure  through  the  wilds  of  Africa. 
Rhino  Rally  blends  up-close  animal  encounters  with 
an  unpredictable  off-road  safari  competition  that  ends 
with  a  raging  river  thrill  ride.  As  visitors  trek  across  the 
16-acre  attraction's  hazardous  off-limits  region,  the 
scene  suddenly  shifts  from  splashing  through  a 
riverbed  to  facing  a  terrifying  flash  flood.  Clinging  to 
the  edges  of  a  washed-out  pontoon  bridge  section,  the 
vehicles  and  crews  spiral  down  a  turbulent  river.  For 
more  information  call  800-372-1797. 


Cypress 


gxrdens 


Winter  Haven 

Lasting  Memories  at 
Cypress  Gardens 

Cypress  Gardens  enters  the  new  millennium 
celebrating  its  65th  anniversary  with  traditional 
grace  and  grandeur.  The  charm  of  the  old  South 
comes  alive  with  new  highlights  for  2001.  The 
lineup  features  The  FloraDome,  a  covered  botani¬ 
cal  exhibit  that  changes  seasonally,  an  enhanced 
concert  series,  2001  Ski  Odyssey  show,  Gator 
Gulch  alligator  habitat  and  Moscow  on  Ice  pres¬ 
ents  Skate  the  States  ice  show.  The  everyday  love¬ 
liness  of  the  original  gardens  and  the  elegance  of 
a  serene  lake  cruise  aboard  the  Southern  Breeze* 
paddle  wheel  boat  brings  guests  back  year  after 
year.  See  over  1,000  free-flying  butterflies  in 
Wings  of  Wonder®,  the  Butterfly  Conservatory 
or  laugh  at  the  antics  of  the  lories  and  lorikeets 
in  the  "Birdwalk"  aviary  delighting  guests  of  all 
ages.  Cypress  Garden  "ClubCard"  holders  are 
entitled  to  discounts  for  up  to  six  persons.  Call 
800-202-2123  for  more  information. 
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e  Kerine 


sitor's 


newest 
stage  show. 
Guests  are  able  to  vis 

»it  leaving  Earth.  The  Mars- 
ich  opened  this  spring,  magi 
rms  Visitor  Complex  guests  into 
ainees"  who  are  virtually  transpor 
For  information,  call  321-4< 
.KennedySpaceCenter.com 


Tampa 

Wellness  Stressed  at  Mew 
Saddlebrook  Center 

Alleviating  stress  is  the  focus  of  a  new  well¬ 
ness  program  being  offered  at  Tampa's 
Saddlebrook  Resort,  a  450-acre  complex  that 
offers  an  Executive  Challenge  Course  and 
Wellness  Center  in  addition  to  more  tradi¬ 
tional  amenities  like  a  golf  school  and  tennis 
center.  Sattlebrook's  Executive  Challenge 
Course  was  created  on  five  acres  of  wood¬ 
lands  and  designed  to  be  one  of  the  premier 
courses  in  the  country.  Activities  using  ropes, 
logs,  tree  stumps  and  ladders  are  geared  to 
improve  teamwork,  leadership  and  problem¬ 
solving  skills.  The  new  Wellness  Center  at 
Saddlebrook  works  in  conjunction  with  the 
challenge  course  in  order  to  help  companies 
address  and  overcome  stress  and  leadership- 
related  problems.  The  center's  stress-manage¬ 
ment  and  peak  performance  programs  range 
from  20-minute  mini-sessions  to  two-day 
seminars.  For  information:  800-729-8383. 


r 


w:  1 


■I 

jp*  suns' 

rT*J 


HOTEL  FEATURES: 

•  Free  Full  American  Breakfast  Buffet 

•  Free  Scheduled  Transportation  to  the 
Walt  Disney  World®  Resort 

•  280  Spacious  Two-Room  Suites 

•  Gtrus  Grille  &  Lounge 

•  Heated  Swimming  Pool  &  Whirlpool 

•  Tennis  Courts  &  Exercise  Room 

•  Multi-Lingual  Guest  Services 

•  Gift  Shop  &  Mini-Market 

•  Affordable  Family  Rates 

•  Conference  Center  for  10-150  persons 

•  Convenient  to  Major  Attractions,  Lake  Buena  Vista  Factory  Stores  and  the  Convention  Center 
SUITE  ACCOMMODATIONS: 

•  Private  bedroom  &  separate  living  room  with  sofa  bed  -  accommodates  up  to  6  -  max  4  adults 

•  In-suite  coffee/tea  maker,  refrigerator,  microwave  oven,  2  remote  control/cable  TVs  with 

pay-per-view  movies  &  interactive  video  games,  In-suite  safe,  work  desk  with  chair 
&  2  telephones  with  voice  mail  and  data  ports  -  Deluxe  suites  have  King-sized  jib¬ 
bed  &  whirlpool  tub  I 

•  Non-smoking  &  wheelchair  accessible  suites  available  ESM  RATES  % 

•  ♦♦♦  3-Diamond  AAA  Rating  f 


If  You're  Planning 
To  location  In 
Orlando,  We  Have  A 
Suite  Treat  For  You. 


•  Disney  Multi-Day  Passes  Available 

DIRECT  RESERVATIONS: 
1-800-537-7737 

8203  World  Center  Drive 
Orlando,  FL  32821 
(407)  239-8588 
FAX  (407)  239-1401 
www.buenavistasuites.com 
reservations  @  bvsuites.com 


$105*  $125*  1 

Queen  Suite  King  Deluxe  Suite 

(max  4  adults)  (max  2  adults) 

♦Per  night,  plus  tax.  Subject  to  space 
availability.  Valid  through  12/22/01 


1-1/2  Miles  To 

WALT  DISNEY  WORLD®  Resort 


k&i/C Sb 
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Alamo  Rent  A  Car 

4825  N  Scott  St  Ste  200 

Schiller  Park  IL  60176 

888-457-5346 

714-508-0946 

www.alamo.com 

kellerm@goalamo.com 

Mary  Kay  Keller 

Discover  the  benefits  of  Alamo's 
Membership  Program,  whether 
you're  traveling  for  business  or 
leisure.  Save  up  to  15  percent  by 
using  your  ESM  Association  ID# 
236413,  rate  code  BY.  For  more 
information,  call  your  Alamo  rep¬ 
resentative  listed  above.  See  ad  on 
page  5. 


(max.  four  adults).  Your  suite 
includes  an  in-room  coffee  maker, 
refrigerator,  microwave  and  wet- 
bar,  two  TVs,  and  a  video  player. 
Enjoy  a  free,  full  American-break- 
fast  buffet  daily  and  free  sched¬ 
uled  transportation  to  the  Magic 
Kingdom,  Epcot  Center,  Disney- 
MGM  Studios,  and  Disney's  Animal 
Kingdom.  The  ESM  Association 
Suite  Travel  Club  Special  is  $105 
plus  1 1  percent  tax  per  suite,  per 
night.  This  rate  is  subject  to  avail¬ 
ability  and  advance  reservations 
are  required.  You  must  request 
the  ESM  Assocation  rate  when 


Buena  Vista  Suites 
8203  World  Center  Dr 
Orlando  FL  32821 
800-537-7737  Ext:  Reserv. 
407-239-2395 

www.buenavistasuites.com 
ebost@bvsuites.com 
Elaine  Bost 

Looking  for  a  treat  for  the 
whole  family?  Located  one-and-a- 
half  miles  from  Walt  Disney  World 
Resort  and  convenient  to  all  major 
attractions,  Buena  Vista  Suites  is  in 
the  center  of  all  there  is  to  see 
and  do  in  Orlando.  Buena  Vista 
Suites  features  280  spacious  two- 
room  suites  with  a  private  bed¬ 
room  and  separate  living  room 
with  a  sofa  bed.  The  suites  can 
accommodate  up  to  six  people 


Also  in  Miami,  Naples,Tampa, 

the  Florida  Keys, 

most  major 

dties,  hotel i 

reservations} 
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Pensacola  Seville  Historical  District  visit  Florida 


booking  and  show  company  I.D.  at 
check-in.  Valid  until  12/22/01.  See 
ad  on  page  15. 

,  Cendant  Corp.-ESM  Association 
Hotel  Savings  Program 
825  E  Roosevelt  Rd 
Lombard  IL  60148 
630-424-9500 
630-424-9507 

sarah.obrien@cendant.com 
-v  Sarah  O'Brien 

Cendant  Corp.  is  the  parent  com¬ 
pany  of  Days  Inn,  Howard  Johnson, 
Ramada,  Knights  Inn,  Wingate  Inn, 
and  Travelodge  hotels.  The  Member 
Benefit  program  offers  ESM 
Association  members  hotel  savings 
y  of  1 5-30  percent  off  the  standard 
rate.  The  program  is  currently 
accepted  at  over  4,000  participating 
hotels  throughout  North  America. 
Advance  reservations  are  required. 
When  making  reservations,  men- 
tion  Member  I.D.  number  20646. 

Call  (800)  268-2195  for  Days  Inn, 
(800)  769-0939  for  Howard 
Johnson,  (800)  462-8035  for 
Ramada,  (800)  682-1071  for  Knights 


Inn,  (877)  202-8814  for  Wingate, 
and  (800)  545-5545  for  Travelodge. 
Call  today  and  make  your  reserva¬ 
tion.  See  ad  on  page  13. 

Choice  Hotels  International  State 

of  Florida 

2555  9th  St  N 

Naples  FL  34103 

941-261-6046 

941-261-6322 


jndnaples@adl.com 
Joseph  Dinunzio 

The  Choice  Hotels  of  Florida 
family,  including  Clarion,  Comfort, 
Quality,  Sleep,  and  Mainstay,  offer 
choice  accommodations  for  ESM 
Association  members  at  special 
ESM  Association  rates.  See  ad  on 
inside  front  cover. 


> 


Choose  any  of  our  Westgate  Resorts  and  you 
will  have  thevacation  experience  of  a  lifetime! 


For  Reservations  Call. 


Luxury  villas,  just  minutes  from 


—  V  .  . 


Westgate  Resorts  offer: 

Studio,  1,  2,  3,  &  4  Bedroom  Villas 
Fully  Equipped  Kitchens 
Washer  &  Dryer  ‘  ... 

Whirlpool  Tub 

Big  Screen  Televisions  with  VCR 
Tropical  Swimming  Pools 
Numerous  Children's  Pools 
Whirlpools 
Watersports. 


Sand  Volleyball 
Basketball 
Bicycles • 

Video  Arcade 

Fishing  Lake 

Shuffieboard 

Children’s  Playground 

Restaurants,  Pool  Bars,  &  Delis 

Family  and  Children’s  Scheduled  Activities 


for  both 

Orlando  and  Kissimmee 
locations! 
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Tallahassee  Capitol 


Visit  Florida 


Holiday  Inn  Sun  Spree  Resort  Lake 

Buena  Vista 

13351  S.R.  535 

Orlando  FL  32821 

407-239-4500 

407-239-7713 

www.kidsuites.com 

driverayates@yahoo.com 

Diane  Rivera 

Less  than  one  mile  from  the 
Walt  Disney  World  Resort,  Holiday 
Inn  Sun  Spree  Resort  offers  unique 
amenities  for  those  traveling  with 
children.  The  best  resort  for  family 
fun,  offering  children  eat  free  pro¬ 
gram,  free  supervised  children's 
activities,  free  shuttle  service.  See 
ad  on  page  9. 

Holiday  Isle  Resort 

84001  Overseas  Hwy. 

Islamorada  FL  33036 

305-664-2321 

305-664-4681 


York,  Orlando,  Paris,  San  Francisco, 
Washington,  DC,  Hawaii,  and  South 
Florida.  Stay  first  class  at  economy 
rates.  Call  for  details.  See  ad  on 
page  16. 

Island  One  Resorts 

2423  Sand  Lake  Rd  Ste  100 
Orlando  FL  32809 
800-892-7523  Ext:  2056 
407-206-4102 
www.islandone.com 
kim.carioti@islandone.com 
Kimberly  Carioti 

Island  One  Resorts  is  a  premier 
collection  of  themed  resorts  in 
Orlando.  You  will  find  a  world  of 
ways  to  relax  and  have  fun,  vaca¬ 
tion  after  vacation.  The  resorts  are 
only  minutes  away  from  a  myriad 
of  attractions  including  Walt  Disney 
World,  Universal  Studios  and 
SeaWorld.  See  ad  on  back  cover. 


www.holidayisle.com 
sandi@holidayisle.com 
Sandra  Lewis 

Holiday  Isle  Beach  Resort  & 
Marina  in  the  Upper  Florida  Keys  - 
180  rooms,  8  restaurants,  12 
lounges,  water  sports,  diving,  deep 
sea  fishing,  meeting  facilities,  and 
island  weddings  and  receptions. 
Discounts  Sunday  through 
Thursday:  35%  discount  4/23/01  - 
12/15/01;  10%  discount  12/16/01  - 
4/22/02.  30  day  advance  reserva¬ 
tions  based  upon  availability.  See 
ad  on  inside  back  cover. 

Hotel  Reservations  Network 
12000  Biscayne  Blvd  Ste  511 
Miami  FL  33181 
800-964-6835 
305-892-4443 
www.hoteldiscount.com 
hotelres@hoteldiscount.com 
Robert  Diener 

Hotel  Reservations  Network 
offers  discount  hotel  rates  of  up  to 
65  percent  for  ESM  Association 
members.  Hotels  are  located  in 
major  cities  including  Boston, 
Chicago,  London,  Los  Angeles,  New 


Lee  Island  Coast  V  &  C  Bureau 
2180  W  First  St  Ste  100 
Fort  Myers  FL  33901 
800-237-6444 
941-334-1106 
www.leeislandcoast.com 
pjohnson@leegov.com 
Pamela  Johnson 

The  Lee  Island  Coast  is  Florida's 
tropical  island  getaway!  It  is  the 
Fort  Myers/Sanibel  Island  area.  On 
the  Lee  Island  Coast,  you  will 
escape  to  a  world  where  beaches 
of  white  sand  stretch  as  far  as  you 
can  see.  It  is  a  world  of  tropical 
wildlife  and  spectacular  sunsets. 
See  ad  on  page  10. 

Schaedle  Worthington  Hyde 
Properties 

do  Comfort  Inn-Destin 
19001  Emerald  Coast  Pkwy 
Destin  FL  32541 
850-654-8611 
850-654-8815 

www.comfortinndestin.com 

dlpatat@aol.com 

Diana  Patat 

Schaedle,  Worthington,  Hyde 
Properties  owns  and  manages 


Comfort  Inn,  Destin,  FL:  850-654- 
8611;  Hampton  Inn,  Destin,  FL: 
850-654-2677;  Red  Roof  Inn,  Palm 
Harbor,  FL:  727-786-2529; 

Hampton  Inn,  Southaven,  MS:  662- 
349-8855;  and  Hampton  Inn, 
Brentwood,  TN:  615-871-0222.  Our 
hotels  provide  an  outstanding 
value  with  an  emphasis  on  cus¬ 
tomer  service.  See  ad  on  page  11. 

Westgate  Resorts 
2801  Professional  Pkwy 
Ocoee  FL  34761 
407-355-1116 
407-355-2980 

angela_crowder@wgresorts.com 
Angela  Crowder 

Westgate  Resorts  invites  both 
the  business  traveler  and  the 
entire  family  to  enjoy  our  luxuri¬ 
ous  accommodations  in  Orlando, 
Miami,  Daytona  and  Las  Vegas. 
ESM  members  receive  50  percent 
off  our  regular  rate.  Local  attrac¬ 
tion  tickets  are  also  available  at  a 
discount  price.  The  hotel  rate  is 
based  on  availability  and  cannot 
be  used  with  other  discounts  or 
promotions.  See  ad  on  page  17. 
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...the  Florida  Keys.  Holiday  Isle  Resorts  are  on 
the  ocean  with  the  Gulf  of  Mexico  across  the 
street  Now  you  can  enroll  your  employees  in  our 

Welcome  to  Paradise  program.  Exclusively 

for  E$M  members,  your  employees  will  receive  discounts 
up  to  35%  off  their  lodging.  Visit  us  on  the  web  too  at 
www.holidayisle.com. 


RESORTS  &  MARINA 
FLORIDA  KEYS 


lH 


To  enroll,  please  return  this  attached  form.  We  will  send  you  the  requested  membership  cards.  ESM0201 

Organization _ ’ _ _ _ ; _  #  of  Cards  _ _ ; _ 

Name _ ’ _ _ _ Title _ _ 

Address _ __j _ _ _ 

City _ _ _ ,  -  _ ' _ '  State _ Zip _ 

Phone _ _ _ Fax _ _ _ 

return  to:  Holiday  Isle  Beach  Resorts  and  Marina,  84001  Overseas  Highway,  Islamorada,  Florida  Keys,  33036 
or  Fax  to:  305.664.4681.  Phone  800.327.7070  or  305.664.2321  x626  or  x668  for  more  information. 


Call  Club  Navigo  Vacations  right  now 


She’s  waiting  on  your  call  right  now! 


She  ll  tell  you  we  re  unique  because:  1.  Our  Ron  Jon  Resorts  otter  t he  Less  Stress,  More  Fun1'1  wav  to  vacation!  2.  We  enroll  our  guests  m  Cold  Points 
Rewards1'''1,  so  that  they  can  get  Gold  Points  from  partner  companies  that  they  deal  with  on  a  daily  basis  already!  3.  Our  guests  can  splash  around  Ltki 
tiki  Lagoon,  our  on  site  water  park!  t.  We  customize  packages  to  make  everyone  happy!  3.  We  11  send  yon  really  cool  prizes  for  your  company  s  participa 
lion! 

Club  Navigo  Vacations  is  a  group  ol  travel  industry  professionals  who  are  committed  to  providing  consumers  memorable  vacations  of  a  lifetime  at 
extremely  affordable  prices,  Through  our  partnership  with  ESM.  we  have  been  offering  affordable  Central  Florida  vacations  since  1993.  Contact  us  to ^ 
receive  your  employee  outreach  starter  kit.  Its  an  east  value-added  benefit  your  employees  will  love. 

employee  services  management 

Kina  Canoti  ■  ESM  Marketing  Manager  •  Club  Navigo  Vacations 

S00.S92.7323  Ext.  2036  •  kimxavioti@cTubna\  Igo.com  WM  |pp 

2-123  Sand  Lake  Road  •  Orlando,  Florida  32S09 
h  lorida  Seller  oi  Travel  No.  S  I-2T962 


ASSOCIAYIO  M 


www.ssmassn.ot  g 


employee  services  management 


Howard  Schultz, 
Starbucks  Coffee  Co.  s 
chairman  and  chief 
global  strategist 


&■  Sa. 


Talk 


SAVE  15  /o 

In  Florida  there  are  127  wonderful  Choices  at 
which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%! 


ATLANTIC  BEACH 

Comfort  Inn  Mayport 

BONITA  SPRINGS 
Comfort  Inn 


KENDALL(MIAMI) 

Comfort  Suites 

KEY  WEST 

Comfort  Inn 


NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 


CAPE  CORAL 
Quality  Inn  Nautilus 

CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 

COCOA  BEACH 

Comfort  Inn  &  Suites 

DAYTONA  BEACH  SHORES 

Quality  Inn  Ocean  Palms 

DE  LAND 

Comfort  Inn 

DEERFIELD  BEACH 

Comfort  Inn  Oceanside 

Comfort  Suites 

Quality  Suites 

DESTIN 
Comfort  Inn 

FT.  LAUDERDALE 

Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 
Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 

Comfort  Inn  Airport 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 

Mainstay  Suites 

Quality  Inn  &  Suites  Airport 

Quality  Hotel  Southpoint 

JACKSONVILLE  BEACH 
Comfort  Inn  Oceanfront 


Quality  Inn 

KISSIMMEE 

Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 

Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 

Mainstay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI  SOUTH 
Quality  Inn 

MIAMI  BEACH 

Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 

Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

Mainstay  Suites  Miami 
International  Airport 

Sleep  Inn  Miami  International 
Airport 

MILTON 
Comfort  Inn 

MT.  DORA 

Comfort  Inn 


Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 

NAVARRE 

Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 

NICEVILLE 

Comfort  Inn 

OCALA 

Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 

Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH 

Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 

Sleep  Inn 

ST.  AUGUSTINE 

Comfort  Suites  World  Golf  Village 

ST.  AUGUSTINE  BEACH 
Comfort  Inn 

ST. PETERSBURG 
Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 

Comfort  Suites 
Sleep  Inn 

WESLEY  CHAPEL 

Sleep  Inn 

WEST  PALM  BEACH 
Comfort  Inn 
Palm  Beach  Lakes 


Please  call  1-800-258-2847  and  request  ESM  Rate  ID  #00044073. 


Mainstay 

M  Suites 


Sleep 


!  Comfort 
SUITES 


Comfort 

Inn  ■  INN 


Clarion 


Quality 
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STOPE 


51  Employee 
Store  Management 

Employee  Store  Management  is  a  special  ESM  Magazine 
nsert  that  provides  tips  for  employee  store  managers  and 
heir  staff. 


9  The  Bottom  Line 


15  Cover  story: 

ESM  Association’s 
Employer  of  the  Year 

Meet  ESM  Association's  2001  Employer  of  the  Year 
Howard  Schultz,  chairman  and  chief  global  strategist, 
Starbucks  Coffee  Co.,  Seattle,  WA. 


Taming  Technology 
Work  Life 


>M  Chapters 
d  Index  v;  •  • 
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20  In  the  spotlight 

ESM  Magazine  highlights  Litton  Laser  Systems,  a  Best 
Practices  Case  Study  from  ESM  Association's  60th  Annual 
Conference  &  Exhibit,  which  took  place  earlier  this  year 
in  New  Orleans. 

22  Obtaining  buy-in 

Learn  how  to  convince  upper  management  of  the  need 


August  2001  esm  magazine 
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Planning  next 
year’s  budget 


Why  is  it  that  all  those  great  ideas  for  improving  work  processes 
seem  to  escape  our  minds  when  it  comes  time  to  sit  down  and 
plan  next  year's  budget?  Although  you  probably  tossed  around 
in  your  head  a  few  improvements  necessary  for  2002,  it  is 
likely  you  failed  to  perform  the  research  needed  to  help  you  decide  if  a  new  con¬ 
cept  is  right  for  your  program.  For  those  of  you  scrambling  to  complete  propos¬ 
als  for  next  year's  budget,  ESM  Magazine  has  saved  you  some  time  by  identify¬ 
ing  which  articles  will  help  you  plan  ahead; 

•  "Coffee  with  ESM  Association's  Employer  of  the  Year."  When  examining 
the  big  picture,  it's  best  to  start  by  benchmarking  with  other  companies.  Turn  to 
page  15  to  meet  Howard  Schultz,  Starbucks  Coffee  Co.'s  chairman  and  chief 
global  strategist,  and  ESM  Association's  2001  Employer  of  the  Year.  His  interview 
with  ESM  Magazine  provides  a  look  into  the  mindset  of  a  leader  who  believes  in 
his  company's  employee  services.  When  presenting  new  ideas  to  management, 
include  a  copy  of  this  article  in  your  budget  proposal  as  proof  that  employee  ser¬ 
vices  help  shape  corporate  culture.  Schultz's  viewpoint  could  inspire  manage¬ 
ment  to  approve  a  proposal  for  new  budget  items. 

•  "In  the  Spotlight."  If  you're  looking  for  more  benchmarking  opportunities, 
turn  to  page  20  for  a  member  profile  of  Litton  Laser  Systems,  Apopka,  FL.  Find 
out  how  this  small  company  implemented  volunteer  committees  to  increase  the 
amount  of  services  offered. 

•  "Wellness  Calendar."  "The  1 0  Components,"  on  page  5,  provides  a  year's 
worth  of  event  theme  concepts  for  improving  your  wellness  program.  Consider 
adding  these  themes  to  your  wellness  event  calendar. 

•  "Is  Outsourcing  the  Way  to  Go?"  If  a  small  staff  or  lack  of  time  is  keeping 
you  from  offering  the  programs  your  employees  need,  you  may  consider  out¬ 
sourcing  some  of  your  services.  "The  Bottom  Line,"  on  page  9,  will  help  you 
decide  if  outsourcing  is  right  for  your  organization. 

•  "Tech  Tactics  for  Meeting  Planners."  Many  of  you  plan  seminars  that 
include  speaker  presentations  and,  as  you've  probably  witnessed,  today's  tech¬ 
nology-savvy  presenters  prefer  to  use  high-quality  projectors  to  display 
PowerPoint  presentations.  Turn  to  page  1 1  for  "Taming  Technology"  to  learn  how 
to  avoid  unnecessary  expenses  by  ordering  the  correct  equipment  and  imple¬ 
menting  a  backup  plan  that  ensures  a  successful  presentation. 

It's  never  too  early,  or  too  late  for  that  matter,  to  evaluate  the  success  of 
your  programs  and  document  ideas  for  the  future.  While  reading  these  articles, 
jot  down  the  concepts  you'd  like  to  apply  to  your  employee  services  program. 
Then,  take  the  time  to  further  investigate  if  they  could,  in  fact,  improve  the 
way  you  deliver  services.  For  more  information  on  these  topics  and  more, 
contact  ESM  Association's  Member  Services  Department  at  (630)  368-1 280  or 
visit  www.esmassn.org. 


A  look  at  this  month’s  article  topics 
from  a  budget-planning  perspective 
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By  Christina  Samycia,  MS,  CPT 
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Wellness  calendar 

Make  it  a  goal  to  encourage  healthy  living 
throughout  the  year 


We  all  know  that  health  promotion  programs  benefit  the  workplace  by 
reducing  healthcare  costs  and  lowering  absenteeism.  But,  offering 
one  wellness  initiative  per  year  is  not  enough  to  make  a  noticeable  impact 
on  health  issues.  To  create  a  successful  health  promotion  program,  you 
must  plan  several  activities  that  keep  wellness  on  the  minds  of  employees 
throughout  the  year.  In  November  or  December  of  this  year,  plan  to  motivate 
employees  to  think  about  next  year’s  wellness  activities.  Present  them  with 
a  schedule  of  wellness  events  and  offer  them  an  incentive  to  participate. 
Here  are  12  creative  wellness  program  ideas  to  implement  at  your  organiza¬ 
tion  and  an  incentive  idea  that  will  keep  them  coming  back  for  more. 


2002  Incentive  Idea: 

A  New  Year,  A  New  Me 

Develop  a  point  system  and 
award  points  to  employees  for  par¬ 
ticipating  in  wellness  activities 
such  as  seminars,  health  fairs, 
screenings,  etc.  Allow  participants 
to  choose  from  a  variety  of  health 
activities.  When  employees  sign 
up  to  participate,  provide  them 
with  a  wellness  journal  to  log  their 
daily  healthy  activities.  Give  them 


one  point  for  each  goal  met  and 
award  prizes  to  those  who  score 
three  points  per  day.  Plan  to  run 
the  program  throughout  the  year  to 
encourage  healthy  habits. 

January:  Wellness  Jubilee 
Introduce  the  annual  wellness 
program  by  scheduling  a  variety  of 
activities  throughout  January  that 
get  employees  involved  and  moti¬ 
vate  them  to  be  healthy.  Devote 


each  week  to  a  different  topic  such 
as  stress  management  breaks,  exer¬ 
cise  classes,  cooking  demonstra¬ 
tions,  support  groups,  etc. 

February:  How  Sweet  It  Is 

During  lunchtime,  offer  samples 
of  low-sugar,  low-fat  desserts. 
Hold  a  taste-testing  contest  where 
participants  taste  a  low-fat  dessert 
and  a  fattening  dessert  to  see  if 
they  can  taste  the  difference.  Give 
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out  food  samples  to  take  home  as 
well  as  information  regarding 
healthy  eating. 


March:  Shamrock  Shuffle 

On  St.  Patrick's  Day,  sponsor  a 
relay  race.  Give  participants  extra 
points  for  wearing  green.  Pur¬ 
chase  T-shirts  and  other  promo¬ 
tional  items  to  award  participants. 

April:  April  Fool's  Day 

Use  an  April  Fool's  Day  theme 
to  promote  humor  as  a  stress 
reliever.  Provide  a  seminar  on 
humor  or  invite  employees  to 
view  humorous  video  clips  during 
work  breaks.  Have  volunteers 
dress  up  as  clowns  and  give  away 
humorous  books,  posters,  note¬ 
pads,  etc.  Create  a  "Humor  in  the 
Workplace"  contest.  Post  comics, 
jokes  and  quotations  on  bulletin 
boards  and  ask  employees  to  vote 
on  the  funniest  entry. 


May:  Around  the  World 
in  60  Days 

Use  a  travel  theme  to  recognize 
employees  who  exercise  at  the 
company's  onsite  fitness  center. 
Have  participants  earn  'miles' 
instead  of  points  for  each  workout 
by  posting  a  large  map  in  the  fit¬ 
ness  center  and  asking  partici¬ 
pants  to  submit  weekly  logs  to  a 
staff  member  who  moves  flags 
across  the  map  to  document  each 
employee's  progress.  Offer  small 
prizes  at  certain  milestones  and 


bigger  prizes  at  completion.  Ex¬ 
ercise  sessions  should  be  a  mini¬ 
mum  of  20  minutes  to  qualify. 

June:  Fry  Now,  Pay  Later 

Provide  a  discussion  on  sun 
safety  and  skin  cancer.  Invite  a 
dermatologist  to  provide  free  skin 
cancer  screenings  during  the 
event.  Hand  out  samples  of  sun¬ 
screen  to  attendees. 


July:  FJave  Fun  in  the  Sun 

Present  information  on  different 
wellness  activities  available  in  the 
summertime  such  as  nature  walks, 
rock  climbing,  water  sports,  train¬ 
ing  for  a  5K  run,  etc.  Include  pam¬ 
phlets  detailing  the  locations  of 
where  employees  can  participate 
in  these  activities.  Also,  arrange 
for  a  park  ranger  and  lifeguard  to 
speak  on  summer  sports  safety. 

August:  Wellness  Jeopardy 

Hold  a  contest  in  which  partici¬ 
pants  break  up  into  teams  to  com¬ 
pete  in  Wellness  Jeopardy.  Ask  a 
variety  of  wellness-related  ques¬ 
tions.  The  team  that  scores  the 
most  points  wins  the  grand  prize. 
Give  away  a  smaller  item  to  every¬ 
one  who  participates. 

September:  Vegging  Out 

Hold  a  recipe  contest  where 
employees  prepare  a  variety  of 
meals  that  add  fruits  and  veget¬ 
ables  to  their  diets.  Encourage 
employees  to  make  enough  food 
for  others  to  sample.  Ask  man¬ 
agers  to  act  as  judges  and  vote  on 
the  best  dish.  Then,  compile  a 
book  of  all  the  recipes. 


October:  Costumed  Fun  Walk/Run 
Around  Halloween,  or  on  Hal¬ 
loween,  sponsor  a  costumed  fun 
walk/run.  The  person  with  the 
most  original  costume  wins  the 
prize — not  necessarily  the  one 
who  is  the  fastest.  This  is  a  great 
event  because  beginners  can  com¬ 
pete  with  seasoned  participants. 

November:  Don't  Get  Stuffed 
During  the  holiday  season,  host 
a  nutrition  seminar  and  include  a 
cooking  demonstration  of  healthy 
holiday  entrees.  Or,  choose  to 
host  a  healthy  holiday  party  fea¬ 
turing  "mocktails"  (non-alcoholic 
beverages),  healthy  holiday  Hors 
D'oeuvres  and  low-fat  desserts. 


December:  Making  Spirits  Bright 

The  holiday  season  can  be 
stressful  and  overwhelming  to 
employees  planning  to  entertain 
family  members  and  friends  at 
home.  At  the  same  time,  it  can  be 
a  disheartening  and  lonely  time  of 
year  for  those  employees  with¬ 
out  loved  ones  nearby.  To  help 
employees  cope,  set  up  e-mail  list- 
serves  pertaining  to  each  issue  and 
ask  employees  to  sign  up  to  re¬ 
ceive  them  via  the  company  web¬ 
site.  For  stressed  employees,  send 
out  weekly  messages  offering  tips 
on  party  planning,  holiday  meal 
preparation,  gift  giving,  and  more. 
For  the  disheartened,  promote  the 
Employee  Assistance  Program  as  a 
holiday  support  system.  Host  a 
group  discussion  on  "holiday 
blues"  that  gives  employees  the 
opportunity  to  vent  their  frustra¬ 
tions  about  this  time  of  year.  Give 
out  points  to  those  employees 
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e  Vacation  Destinations  provides  year 
round  travel  to  a  variety  of  resorts  in 
gt  Utah,  Idaho,  Wyoming,  Arizona  and 
P  .  Mexico.  Our  vacation  packages  are 
f  uniquely  designed  to  enhance  your 

individual  work/  lifestyle.  We  are 
experienced  in  customizing  destinations, 
offering  our  travelers  skiing,  golfing, 
and  relaxation  from  lavish  mountain 


Great  vacations  to  Utah,  Idaho, 


who  participate  and  invite  a 
Wellness  Santa  to  lift  their  spirits 
and  pass  out  gifts  based  on 
points  earned. 

Conclusion 

When  planning  your  wellness 
calendar,  remember  to  keep  your 
program  ideas  simple  and  fun  for 
employees  of  all  fitness  levels.  By 
planning  low-cost  programs  like 
the  ones  above,  you  can  afford  to 


fit  more  wellness  activities  into 
your  annual  budget.  With  a  variety 
of  options  available,  more  employ¬ 
ees  are  likely  to  use  your  programs 
to  help  them  live  healthier  lives.  As 
their  health  improves,  you  should 
notice  a  decrease  in  absentee¬ 
ism  and  healthcare  costs.  Proof 
of  these  numbers  should  be  all 
that  management  needs  to  sup¬ 
port  the  continuation  of  your 
wellness  initiatives.  esm 


Christina  Samycia,  MS,  CPT,  is 
owner  and  founder  of  Wellness 
Innovations,  Schaumburg,  IL,  a  com¬ 
pany  providing  wellness  services  for 
individuals,  corporations  and  organi¬ 
zations.  She  also  spoke  at  ESM 
Association's  59th  Annual  Conference 
&  Exhibit.  Samycia  can  be  reached  at 
(847)  338-9571,  wellinovat@aol.com 
or  www. wellnessinnovations.net. 
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Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  □  Discover 

Card  Number/Expiration  Date _ 

Signature _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 

ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371,  Phone:  630-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 


By  Pamela  Harper 


Is  outsourcing  the  way  to  go? 

Use  this  checklist  to  make  your  next  outsourcing 
endeavor  a  success 


In  today’s  turbulent  economic  climate,  employee  services  providers  are 
looking  for  strategies  that  improve  their  programs  without  dramatically 
increasing  their  budgets.  One  approach  that  has  grown  in  popularity  is 
outsourcing — the  strategy  of  hiring  an  outside  supplier  to  administer  an 
employee  service  rather  than  managing  it  in  house.  Nowadays,  employee 
services  providers  are  outsourcing  everything  from  staffing  the  onsite  fitness 
center  to  managing  the  company’s  work/life  resource  and  referral  sen/ice. 
The  outsource  arrangement  frees  them  from  the  day-to-day  responsibilities 
of  managing  the  service,  allowing  them  to  accomplish  a  variety  of  business 
objectives  while  controlling  costs  and  providing  employees  with  the 


programs  they  need. 


A  successful  outsource  arrange¬ 
ment  begins  with  thinking  through 
the  process  before  making  the  tran¬ 
sition.  Use  the  following  checklist 
to  determine  if  outsourcing  is  the 
ideal  method  for  delivering  a  par¬ 
ticular  employee  service. 

Sf'Vour  assumptions  about  work 

processes  are  on  target 

Some  employee  services  pro¬ 
viders  assume  they  can  delegate  an 
employee  service  to  an  outsource 
company  and  experience  a  smooth 
transition.  In  reality,  your  depart¬ 
ment's  workflow  may  change  after 
deciding  to  outsource.  Once  an 
employee  service  is  outsourced, 
current  employees  take  on  the  role 
of  liaison  and  perform  their  jobs 


differently.  Your  organization  may 
or  may  not  have  the  competencies 
and  resources  to  make  this  shift. 
Take  the  time  to  research  the 
process  involved  in  outsourcing 
the  service.  Ask  the  outsource  firm 
what  they  .  require  from  your 
department.  Use  this  information 
to  determine  if  the  service  is  suit¬ 
able  to  be  outsourced. 

Additionally,  because  outsourc¬ 
ing  has  been  used  for  so  long  as 
tactical  support,  some  employees 
think  of  an  outsource  firm  as  a  sup¬ 
plier  rather  than  a  partner.  This  is  a 
tremendous  change  in  mindset, 
from  an  "us/them"  mentality  to  an 
"us/us"  approach.  Both  parties  must 
have  a  "we're  in  this  together"  atti¬ 
tude  to  succeed. 
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Tapping  into  and  addressing  employees’  concerns  before  launching 
an  outsource  agreement  will  help  move  the  strategy  forward. 


^The  corporate  culture 

supports  outsourcing 

Since  outsourcing  is  an  exten¬ 
sion  of  your  company,  cultural 
compatibility  between  your  com¬ 
pany  and  the  outsource  firm  is 
important.  Look  beyond  your  com¬ 
pany's  written  mission  statement  to 
identify  its  real  corporate  culture. 
For  example,  a  company's  formal 
culture  may  stress  openness  and 
teamwork,  but  the  informal  culture 
may  encourage  secrecy  between 
departments.  For  a  successful  out¬ 
sourcing  partnership,  you  must 
identify  your  company's  formal 
and  informal  cultures  in  addition 
to  the  potential  outsource  firm's 
cultures.  The  two  companies'  busi¬ 
ness  approaches  should  comple¬ 
ment  each  other.  If  not,  the  out¬ 
sourcing  strategy  may  take  longer 
to  complete  or  present  future  chal¬ 
lenges  as  policies  and  practices  in 
each  company  begin  to  clash. 

S^The  needs  of  both  parties 

are  identified 

Knowing  the  realities  of  both 
companies  should  help  you  deter¬ 
mine  the  needs  of  both  parties.  Do 
you  need  to  boost  employee 
morale  before  outsourcing  an 
employee  service?  Do  employees 
at  one  or  both  companies  need  to 
learn  new  skills?  Should  you 
include  contract  employees  in 
your  current  rewards  and  compen¬ 
sation  system? 

Also,  understand  that  just  be¬ 
cause  an  outsource  firm  comes 
highly  recommended,  does  not 
mean  it  is  the  best  choice  for 
your  company's  goals.  Interview 
several  prospective  outsource 
partners  before  choosing  one 
with  not  only  the  technical  cap¬ 
abilities  to  get  the  job  done,  but 
also  goals,  priorities,  and  action 
plans  parallel  to  your  own. 

dfVour  strategy  is  clearly 

communicated  to  employees 

Misunderstandings  and  confu¬ 
sion  can  bog  down  even  the 


best-planned  outsourcing  strategy. 
Therefore,  you  must  determine 
ahead  of  time  how  you  will  com¬ 
municate  information  about  the 
new  arrangement.  The  program's 
promotional  message  must  be 
delivered  through  communication 
channels  that  employees  access 
regularly  such  as  e-mail,  a  bulletin 
board  in  the  cafeteria  or  the  com¬ 
pany's  intranet  site.  Above  all,  your 
communications  must  be  consis¬ 
tent  and  match  your  actions. 
Realize  that  if  employees  have 
little  trust  in  the  organization  prior 
to  the  outsource  project,  they  may 
rely  on  other  sources  of  informa¬ 
tion  to  learn  about  the  program — 
such  as  the  grapevine.  This  not 
only  fuels  rumors,  but  it  also  low¬ 
ers  morale,  spreads  misinforma¬ 
tion  and  creates  unnecessary  fear. 
Putting  together  a  communication 
plan  that  meets  the  needs  of  your 
organization  can  greatly  reduce  the 
number  of  unforeseen  obstacles. 

^Employees  understand  the 

outsource  arrangement 

Resistance  from  employees  who 
do  not  understand  and  buy  into 
the  outsourcing  strategy  can 
undermine  the  success  of  your 
efforts.  They  will  likely  have  ques¬ 
tions  about  how  and  why  these 
changes  to  the  program  are  occur¬ 
ring.  Tapping  into  and  addressing 
employees'  concerns  before  launch¬ 
ing  an  outsource  agreement  will 
help  move  the  strategy  forward. 

Remember  to  address  employees' 
concerns  about  the  relationship 
between  contract  workers  and 
employees.  Oftentimes,  the  client 
company  assigns  different  rules  to 
contract  workers.  If  contract  work¬ 
ers  do  not  fall  under  the  company's 
usual  reward  and  reprimand  poli¬ 
cies,  it  is  easy  for  them  to  ignore 
your  rules  and  follow  the  out¬ 
source  firm's  guidelines.  Strive  to 
reach  clear,  up-front  agreements 
on  the  expectations,  roles,  and 
relationships  between  the  two 
organizations  to  avoid  conflict 
and  resistance. 


You  have  created  an 

evaluation  method 

Whenever  two  separate  organi¬ 
zations — each  with  their  own 
objectives — unite  for  a  common 
goal,  frequent  checkpoints  must  be 
in  place  to  gauge  the  progress.  At 
designated  timeframes,  evaluate 
the  results  to  date  along  with  the 
current  circumstances.  Upon  re¬ 
view,  you  may  decide  to  adjust 
your  program  plan.  To  some 
degree,  the  reviews  will  be  experi¬ 
mental,  especially  since  you  are 
evaluating  the  results  according  to 
two  different  company's  perspec¬ 
tives.  The  idea  is  to  plan  for  the 
unexpected,  and  to  evaluate  the 
arrangement  frequently  enough 
that  problems  do  not  escalate. 

Conclusion 

With  thorough  strategic  think¬ 
ing  and  planning,  outsourcing  an 
employee  service  can  be  a  cost- 
effective  and  highly-productive 
technique  for  expanding  your  em¬ 
ployee  services  program.  When 
you  anticipate  and  address  issues 
early  on,  you  can  maximize  the 
chances  of  a  smooth  outsource 
transition.  By  analyzing  the  cor¬ 
poration's  approach  to  business 
and  its  current  work  processes, 
you  will  accurately  weigh  the 
benefits  and  risk  factors  associat¬ 
ed  with  this  arrangement,  therefore 
creating  a  more  focused  process 
for  execution.  esm 

As  founder  and  president  of  Bus¬ 
iness  Advancement  Inc.  (BAD,  Clen 
Rock,  NJ,  Pamela  Harper  has  worked 
with  corporate  clients  to  transform 
business  strategy  into  high  perfor¬ 
mance.  Look  for  her  forthcoming 
book.  Preventing  Strategic  Gridlock®: 
What  Executives  Need  to  Know  to 
Move  Their  Organizations  Forward. 
Harper  can  be  reached  at  (201)  612- 
1228  or  www.businessadvance.com. 
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TamingTechnology 


By  Steve  Waterhouse 

Tech  tactics  for  meeting  planners 

Learn  how  to  avoid  technical  difficulties  during  speaker 
presentations 


Technology  is  one  of  the  many  unpredictable  elements  of  planning  a 
meeting  that  includes  a  speaker  presentation.  Whether  you  are  imple¬ 
menting  Lunch-and-Learn  seminars  as  a  service  to  your  employees  or 
scheduling  speakers  for  ESM  Association  local  chapter  meetings,  it  is  impor¬ 
tant  that  you  understand  how  to  set  up  and  troubleshoot  the  speakers’  pre¬ 
sentation  technology.  Because  several  issues  can  arise  during  the  use  of 
electronic  equipment,  it  helps  to  plan  ahead,  take  precautionary  measures 
and  know  where  to  obtain  technical  assistance  when  you  need  it.  Use  the 
following  checklist  to  prepare  for  your  next  speaker  presentation. 


Tech  check 

1.  Use  adequate  equipment. 

Choose  presentation  equipment 
based  on  the  meeting  budget,  aud¬ 
ience  size,  room  setup,  and  impor¬ 
tance  of  the  presentation's  mes¬ 
sage.  The  preferred  choice  is  a  Li¬ 
quid  Crystal  Display  (LCD)  projec¬ 
tor  with  a  remote  control  mouse. 

2.  Adjust  the  lighting.  Use  an 
LCD  projector  that  has  a  bulb 
bright  enough  to  use  in  normal 
hotel  lighting.  Have  the  hotel 
dim  the  lights  above  the  projec¬ 
tion  screen. 


3.  Test  the  audiovisual  equip¬ 
ment.  Prepare  the  audiovisual 
equipment  in  advance.  Extend  the 
"Keystone  arm"  on  the  screen  so 
the  top  is  leaning  forward.  This  will 
significantly  improve  the  audience's 
view  of  the  screen.  Before  the  meet¬ 
ing,  have  the  speaker  rehearse  the 
presentation  using  the  equipment. 

4.  Check  the  electronics.  Be¬ 
fore  the  meeting,  connect  the 
computer  to  the  LCD  projector 
and  sound  system.  If  the  speaker 
requires  Internet  access,  make 
arrangements  with  the  venue  to  set 
up  this  service  in  the  meeting 


1 
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room.  Connect  the  Internet  mod¬ 
em,  ISDN  line,  T1  line,  or  DSL  line 
to  the  phone  jack.  Before  the  pre¬ 
sentation,  test  the  Internet  connec¬ 
tion  using  the  same  computer  that 
the  speaker  will  be  using.  If  you 
plan  to  project  the  presentation  to 
multiple  locations  simultaneously, 
connect  the  videoconference  sig¬ 
nal  to  a  satellite  uplink.  Ask  the 
speaker  to  advance  through  the 
slide  program  using  the  remote. 
Also,  test  the  microphone,  checking 
for  feedback,  by  walking  around 
the  room  while  talking  into  it. 

5.  Have  provisions.  Use  new 
batteries  in  all  of  the  electronic 
equipment,  including  micro¬ 
phones,  remote  controls  and 
laser  pointers.  Remember  to 
carry  extra  batteries  in  your 
pocket  during  the  meeting. 

6.  Test  the  sound  system.  Ask 
the  venue  staff  to  show  you  where 
the  sound  board  or  control  panels 
are  for  the  house  lighting  and 
sound  system.  When  using  the 
house  sound  system  in  a  parti¬ 
tioned  room,  ensure  that  all  the 
speakers  are  on  in  your  room  and 
that  your  sound  cannot  be  heard  in 
the  adjacent  room. 

7.  Tape  down  all  electrical 
wires.  This  simple  procedure  will 
protect  attendees  from  tripping 


and  getting  hurt,  and  protect  your 
association  from  a  potential  lawsuit. 
It  will  also  keep  your  equipment 
from  becoming  disconnected. 

8.  Make  contacts.  Introduce 
yourself  to  the  hotel's  audiovisual 
technician  or  union  chief  and  find 
out  how  to  contact  this  person  on 
the  day  of  your  meeting.  He  or  she 
can  help  you  troubleshoot  tech¬ 
nology  problems  quickly. 

9.  Assign  responsibilities.  Con¬ 
sider  hiring  your  own  audiovisual 
technician  for  the  setup,  rehearsal 
and  presentation  of  your  meeting. 
During  the  meeting,  designate  two 
meeting  hosts.  If  an  issue  arises, 
one  host  can  go  for  help  while 
the  other  one  keeps  the  meeting 
under  control. 

10.  Have  backup  equipment. 

Research  what  kind  of  presentation 
equipment  is  offered  through  the 
meeting  venue.  If  the  hotel  does 
not  carry  the  equipment  your 
speaker  has  requested,  contact  an 
equipment  rental  company  near 
the  location  of  your  meeting.  In 
case  microphone  difficulties  arise, 
have  a  spare  microphone  checked  and 
ready  to  use. 

11.  Devise  a  plan  B.  Anticipate 
technology  problems  that  may 
occur  during  the  meeting  and  have 
a  backup  plan  in  place  for  each  situ¬ 


ation.  During  the  presentation,  use 
two-way  radios  to  communicate 
with  key  staff  such  as  the  audio¬ 
visual  technician  and  venue  support 
staff.  Have  a  backup  computer  and 
electronic  versions  of  the  presenta¬ 
tion  available  on  CD  and  floppy 
disk.  Encourage  the  speaker  to 
use  handouts  in  conjunction  with 
the  presentation.  Lastly,  ask  your 
speaker  this  important  question:  "If 
the  entire  projection  system  fails, 
can  you  still  give  your  presenta¬ 
tion?"  The  answer  must  be:  "Yes, 
I'm  prepared."  es»* 


Steve  Waterhouse  helps  companies 
increase  their  sales  and  profits.  As  a 
high-tech  presenter •  Waterhouse  uses 
technology  to  support  his  programs 
around  the  world.  You  can  reach  him 
at  1-800-57-LEARN,  Steve @stevewa- 
terhouse.com  or  www.stevewater- 
house.com. 


By  Michael  P.  Scott 


The  renewal  factor 

Employees  escape  from  the  office  to  regain  their  zeal  for  work  and  life 

If  you  think  the  concept  of  renewal  is  an  illusion  in  today’s  business  world, 
think  again.  Many  of  America’s  top  companies,  such  as  General  Mills, 
Intel  and  IBM,  offer  initiatives  that  support  their  employees’  need  to 
escape  from  the  office  to  pursue  interests  outside  of  work.  A  recent 
study  by  the  Society  of  Human  Resource  Management,  Alexandria,  VA, 
shows  that  17  percent  of  employers  offer  an  unpaid  sabbatical  program  to 
their  employees.  According  to  Robert  Levering,  founder,  The  Great  Places 
To  Work®  Institute,  Inc.,  San  Francisco,  CA,  one-third  of  the  companies  listed 


on  Fortune’s  “100  Best  Companies  to  Work 


paid  sabbaticals. 

Yet,  establishing  a  full-fledged 
renewal  program  for  your  organi¬ 
zation  is  no  small  feat.  If  you  have 
been  so  bold  as  to  suggest  such  an 
idea  to  management,  you  probably 
faced  a  barrage  of  questions 
regarding  issues  such  as  employee 
replacement  costs.  Yet,  programs 
that  help  restore  the  energy  of 
overworked  employees  can  actual¬ 
ly  benefit  the  company  through  the 
standpoints  of  recruitment,  reten¬ 
tion,  productivity,  stress  reduction, 
and  corporate  innovation. 


Case  in  point 

After  working  for  years  as  a 
work/life  consultant,  Bonnie 
Michaels,  president,  Managing 
Work  and  Family,  Evanston,  IL,  felt 
burned  out.  She  had  built  a  busi¬ 
ness  of  helping  employers  develop 
work/life  balance  programs  with¬ 
out  allowing  time  for  balance  in 
her  own  life.  In  1999,  Michaels 
and  her  husband  elected  to  take  a 
year-long  sabbatical  to  recharge 
their  minds  and  bodies.  "My  situa¬ 
tion  was  a  little  different  than  that 


For  in  America”  offer 
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Clearly,  helping  employees  rekindle  their  spirits  can  involve 
more  than  offering  them  the  option  of  a  sabbatical. 


of  corporate  employees.  As  presi¬ 
dent  of  my  own  business,  I  didn't 
have  to  make  a  request  for  time  off 
to  my  boss,"  Michaels  admits. 
"However,  I  knew  the  trip  would 
provide  my  husband  and  I  with  a 
greater  appreciation  for  what  an 
employee  might  experience  when 
electing  to  take  an  extended  peri¬ 
od  of  time  off  from  work,"  she  says. 

While  on  their  sabbatical, 
Michaels  and  her  husband  en¬ 
gaged  in  activities  that  allowed 
them  to  nurture  their  spirit  and 
replenish  the  energy  they  had  lost 
to  career  demands.  Michaels,  for 
instance,  found  resurgence  in 
Spain  by  indulging  in  Flamenco 
dance  and  other  cultural  tradi¬ 
tions.  She  and  her  husband  also 
participated  in  an  archeological 
dig  in  Israel  and  volunteer  projects 
in  Australia  and  Japan.  "These 
experiences  have  provided  a  won¬ 
derful  framework  from  which  to 
draw  from  when  working  with 
companies  that  are  seeking  to  set 
up  renewal  opportunities  for  their 
employees,"  Michaels  says. 

Avenues  to  restoration 

When  we  think  of  the  word 
'renewal/  the  first  idea  that  comes 
to  mind  is  an  extended  period  of 
time  off.  This  may  be  the  case  with 
a  formal  sabbatical  program,  but 
there  are  a  host  of  other  programs 
and  services  you  can  offer  em¬ 
ployees  to  help  them  revive  their 
excitement  for  work  and  life: 

Short  stint  renewal  activities. 
This  may  include  walking  clubs, 
noonday  basketball,  yoga,  and 
other  types  of  programs,  held  dur¬ 
ing  lunch  or  after  work,  that  are 
designed  to  provide  a  quick  respite 
from  an  otherwise  busy  and 
stressful  workday. 

Traditional  renewal.  Employees 
take  several  weeks  of  vacation  at 
home  or  a  special  destination. 
Many  companies  plan  group  trips 


where  employees  can  pay  to  travel 
with  coworkers  and  invite  family 
members  to  come  along. 

Extended  renewal.  In  the  busi¬ 
ness  world,  this  is  commonly 
referred  to  as  a  sabbatical.  Some  of 
the  more  progressive  companies 
offer  paid  or  unpaid  sabbaticals  for 
periods  of  up  to  a  year. 

Getting  started 

Clearly,  helping  employees  re¬ 
kindle  their  spirits  can  involve 
more  than  offering  them  the 
option  of  a  sabbatical.  Try  these 
suggestions  for  embarking  on  or 
expanding  the  renewal  programs 
at  your  company: 

Research  what  your  employees 
want.  Use  e-mail,  interviews  or 
focus  groups  to  learn  what  activi¬ 
ties  your  employees  use  to  reener¬ 
gize.  For  example,  Generation  X 
employees  may  indicate  that  tak¬ 
ing  time  off  to  enjoy  a  bike  ride, 
attend  a  kickboxing  class  or  even 
sit  in  a  cyber  cafe  for  a  few  hours 
is  their  preferred  form  of  escape. 
Then,  incorporate  these  interests  into 
your  employee  services  program. 

Offer  simple  resources.  Brain¬ 
storm  onsite  resources  that  com¬ 
plement  your  employees'  interests. 
If  you  discover  that  many  of  your 
employees  enjoy  traveling  abroad, 
they  may  appreciate  you  hiring  an 
onsite  photographer  to  shoot  pass¬ 
port  photos  once  a  month.  You  can 
also  sell  vacation  and  foreign  lan¬ 
guage  guides  in  your  employee 
store,  or  provide  website  links  on 
your  intranet  site  to  adventure  and 
vacation  destinations. 

Boost  employee  club  participa¬ 
tion.  Market  your  company's  spe¬ 
cial  interest  clubs  as  retreats. 
Skiing,  fishing,  hiking,  travel,  and 
golf  groups  foster  unity  based  on 
common  interests. 

Communicate  your  renewal 
services.  Inform  your  employees 
about  the  wealth  of  renewal  activ¬ 


ities  your  company  offers  through 
broadcast  e-mails,  brochures,  pay- 
check  stuffers,  and  benefit  fairs. 
Ask  the  Human  Resource  Depart¬ 
ment  to  explain  these  services  dur¬ 
ing  recruitment  and  orientation 
meetings.  Provide  brown  bag  ses¬ 
sions  where  suppliers  from  local 
theme  parks  can  speak  about  their 
latest  activities.  Disseminate  infor¬ 
mation  about  employees'  paid  and 
unpaid  leave  options,  as  well  as 
how  to  negotiate  and  plan  short- 
and  long-term  sabbaticals. 

Plan  a  renewal  day.  Create  a 
company-sponsored  event  to  pro¬ 
mote  vitality.  Make  it  a  day  of  shar¬ 
ing,  fun,  relaxation,  and  educa¬ 
tion. 

Conclusion 

Many  companies  are  finding  that 
energetic  and  renewed  employees 
are  less  stressed  and  more  produc¬ 
tive  than  their  overworked  coun¬ 
terparts.  The  key  is  to  establish  a 
workplace  culture  that  recognizes 
the  importance  of  renewal  in  cre¬ 
ating  more  balanced  employees. 
Your  efforts  will  help  position  your 
corporation  as  an  innovative  and 
caring  employer.  esm 

Michael  P.  Scott  is  president  of  the 
Nevada  Star  Frontier  Exchange,  Carson 
City,  NV,  a  strategic  communications 
firm  that  assists  individuals  and  org¬ 
anizations  in  reaching  new  frontiers 
of  success.  He  can  be  reached  at 
nevadastar4  @earthlink.  net. 
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Welcome  to  Employee  Store  Management 

Employee  Store  Management  is  the  annual  supplement  to  Employee  Services  Management 
Magazine  published  for  employee  store  managers  and  their  staff  personnel. 

The  employee  store  market  continues  to  grow  according  to  a  recent  market  survey 
conducted  by  Research  USA.  The  survey  confirms  that  more  than  25  percent  of  employee 
services  providers  operate  a  corporate  store  —  and  another  six  percent  plan  to  open  one  with¬ 
in  the  next  two  years.  Annual  sales  for  employee  stores  is  estimated  to  be  over  $400  million. 

Many  store  managers  are  implementing  electronic  POS  systems  to  provide  invaluable 
data  for  management  decisions.  Staying  on  top  of  what  is  hot  is  important  to  any  retail¬ 
er,  but  is  especially  important  for  employee  stores.  Since  the  store's  customers  are 
employees,  product  mix  and  appeal  have  to  constantly  change. 

We  welcome  your  comments  and  suggestions  as  you  read  Employee  Store  Management 
If  we  can  be  of  further  assistance,  please  don't  hesitate  to  give  us  a  call  at  (630)  368-1280 
or  e-mail  at  esmahq@esmassn.org. 

With  best  regards, 


Publisher 


Employee  Store  Management,  published  August  2001,  as  a  supplement  to 
Employee  Services  Management  Magazine  by  Employee  Services  Management  Association, 
2211  York  Road,  Suite  207,  Oak  Brook,  IL  60521.  630-368-1280. 
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MAKING 

YOUR 


EMPLOYEE 

STORE 


'  DIFFERENT 


A  Different  Light,  New  York,  NY.  Single-Sided  Cases  with  Slatwall  Interior 
Backs,  Acrylic  Slatwall  Accessories,  Lights,  and  Sliding  Glass  Doors  (Photo  A). 


un  etailing  is  retailing."  Well,  some  people 
jpC  may  think  that's  true,  but  they've  proba- 
■  ■  bly  never  been  inside  an  employee  store. 

What  obviously  makes  your  store  so 
unique  is  that  it  serves  the  same  identical  cus¬ 
tomer  base  all  the  time.  One  of  the  key  chal- 


Thompson's  Farm  Market,  Harwichport,  MA.  Steel  Fixturing 
"dressed-up"  with  wooden  End  Caps  on  the  left  side  of  the  aisle 
and  wooden  Slatwall  End  Panels  on  the  fixtures  in  the  foreground 
on  the  right  side  (Photo  B). 


lenges  you  face  is  to  keep  your  store  looking 
fresh  and  inviting  and  to  keep  the  customers 
coming  back.  That  makes  some  of  the  con¬ 
cepts  of  traditional  retailing  especially  impor¬ 
tant  to  employee  stores. 

Incorporating  flexibility  and  convertibility 
into  your  fixturing  is  the  most  important 
thing  you  can  do  to  be  able  to  continually 
change  the  look  of  your  store.  A  totally  inflex¬ 
ible  fixture  should  only  be  used  when  a  single 
product  is  displayed  in  the  same  -quantity  all 
year  long,  such  as  greeting  cards. 

One  of  the  simplest  ways  to  gain  this  flexi¬ 
bility  is  to  use  fixtures  on  casters,  which  enables 
you  to  change  your  store's  layout  and  feature 
different  products.  I  recently  heard  an  anecdote 
from  a  Christian  bookstore  about  this  approach. 
"Every  Saturday  afternoon  we  conduct  a  Bible 
study  in  the  store.  We  move  all  of  our  island  fix¬ 
tures  —  which  are  on  casters  —  into  a  comer 
and  set  up  a  seating  area.  After  the  customers 
leave,  I  say  to  the  employees,  'It's  time  to 
rearrange  the  furniture.'  We  then  proceed  to 
reposition  the  fixtures  in  a  different  way.  When 
we  reopen  the  store  on  Monday  morning,  our 
customers  say,  'Wow,  the  place  looks  different.' 
What's  even  better  is  when  we  hear,  'I  didn't 
know  you  carried  that.'" 

We  all  know  the  flexibility  of  slatwall  as  a 
display  technique.  Yet  using  slatwall  as  a  com¬ 
ponent  in  a  fixture  permits  you  to  alter  the 
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product  to  merchandise.  Slatwall  can  also  be 
used  as  the  back  of  a  single-sided  fixture,  pro-  k 

viding  two-sided  display  (great  for  window  dis¬ 
plays).  Photo  D  shows  the  use  of  Slatwall 
Interior  Backs  on  the  Wall  Fixtures,  Slatwall  End 
Panels  on  the  Double-Sided  Cases,  and  a 
Slatwall  four-way  Fixture  on  the  right. 

A  fixturing  system  with  removable  shelves  w 

and  interchangeable  shelf  inserts  allows  you  to 
replace  standard  shelves  with  specialized  shelves 
and  shelf  inserts.  These  shelves  and  shelf  inserts 
can  provide  cascade  display  for  magazines  and  ► 

children's  books,  browser  capability  for  "flip- 
through"  display,  and  can  convert  one  shelf 
into  two  through  the  addition  of  a  two-step  t 

shelf,  allowing  you  to  display  small  items  like 
audio  cassettes.  In  Photo  E,  you  can  see  that 
some  of  the  standard  book  shelves  on  the  two  M 

fixtures  on  the  left  have  been  replaced  with  spe¬ 
cialized  shelf  inserts. 

Want  more  flexibility?  Use  steel  fixtures. 

They're  relatively  inexpensive  and  offer  a  huge  I 

array  of  shelf  configurations.  However,  there's 
one  big  problem,  Steel  shelving  is  just  plain  ugly. 

However,  it  can  be  “dressed-up"  with  wooden  A 

end  panels  as  shown  in  Photo  F.  You  can  also  use 

gridwall,  which  is  a  system  of  metal  grid  panels 

and  a  wide  array  of  display  accessories  (See  cover  j 

photo).  There's  even  a  fixture  that's  used  widely 

in  the  college  bookstore  industry  to  merchandise 


The  Potter's  House,  Valdosta,  GA.  Double-Sided  Cases  with 
Slatwall  End  Panels.  (Photo  C) 


May  Rising,  Memphis,  TN.  (left  to  right).  Single-Sided 
Cases  with  Slatwall  Interior  Backs,  Double-Sided  Cases 
with  Slatwall  End  Panels,  and  a  Slatwall  four-way.  (Photo  D) 


function  of  that  fixture.  A  Slatwall  Interior  Back 
Panel  enables  you  to  remove  shelves  and  to 
cross-merchandise  with  acrylic  slatwall  acces¬ 
sories,  as  shown  in  the  fixtures  on  the  left  side 
of  Photo  A.  A  Slatwall  End  Panel  permits  you  to 
use  the  end  panel  of  the  fixture  as  an  end  cap, 
without  taking  up  the  space  required  by  an  end 
cap  fixture.  In  Photo  B,  we  see  the  use  of  a  full- 
depth  end  cap  on  the  left  side  of  the  aisle  and 
the  use  of  a  Slatwall  End  Panel  on  the  right  side 
of  the  aisle.  In  Photo  C,  a  Slatwall  End  Panel  is 
used  to  display  framed  art,  always  a  difficult 


Old  Sturbridge  Village  Gift  Shop,  Sturbridge,  MA.  Two  Double- 
Sided  Cases  on  the  left  utilize  traditional  book  display  and  vari¬ 
ous  Shelves  and  Shelf  Inserts.  (Photo  E) 
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textbooks  fifteen  percent  of  the  year  and  then 
converts  into  a  fixture  which  can  display  cloth¬ 
ing  and  supplies,  among  others. 

So  keeping  your  employee  store  looking  new 
and  fresh  is  very  achievable,  provided  you  have 
the  proper  fixturing.  One  word  of  caution:  Only 
experts  in  merchandising  can  fully  help  you  to 
design  and  utilize  these  kinds  of  fixtures.  It  pays 
to  use  a  fixture  company  whenever  possible. 
They  have  developed  total  fixturing  systems  that 
will  enable  you  to  display  anything,  anywhere, 
anytime  in  your  store.  Independent  studies  and 
the  experience  of  fixture  manufacturers  confirm 
that  retailers  experience  sales  gains  of  10  —  40 
percent  when  they  replace  their  locally-built  fix¬ 
tures  with  those  manufactured  and  designed  by 
fixturing  specialists,  often  without  the  addition 
of  any  new  space  or  inventory.  The  fixtures  will 
ultimately  pay  for  themselves...  and  keep  the  cus¬ 
tomers  coming  back.  ■ 

Art  King  is  director  of  marketing  for  Franklin  Fixtures, 

Inc.  in  W.  Springfield.  MA.  Art  can  be  reached  at  413-746- 
1134  or  aking@franklinfixtures.com. 


Volume  11,  Blacksburg,  VA.  Steel  Shelving  "dressed-up"  with  End 
Panels  made  of  wood  and  laminate.  (Photo  F) 
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Do  they  need  invitations  for  a  wedding  that’s  just  around  the  corner?  What  about 
announcements  to  celebrate  a  recent  birth?  Maybe  there  are  showers  and 
graduations  to  be  planned.  Why  not  give  the  gift  of  time  when  you  let 
EMPLOYEE  PRINTING  SERVICES  take  care  of  these  events. 


Whether  you  make  the  album  available  in  your  employee  store,  lunchroom,  Human 
Resources  Department  or  any  other  corner  of  the  office,  your  employees  will 
“thank  you”  for  the  convenience  and  the  40%  DISCOUNT  they  will  receive. 

Please  stop  by  our  Booth  #814  at  ESM’s  60th  Annual  Conference  and  Exhibit, 

April  9th  -  11th  in  New  Orleans.  You’ll  have  the  opportunity  to  browse  through  the  album 
and  learn  how  you  can  make  this  available  to  your  employees. 


If  you  are  not  attending  the  Exhibit,  then  call  us  at 
800-653-5361  ext.  2224  for  information, 

or 

Visit  our  new  website  at 
employeeprinting.com 


«tnptoy««  Mnicas  man  agamant 


PO  BOX  248  •  BEDFORD  PARK,  IL  60499 


ASSOCIATION 
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nnovective 


a  Store? 


Hdd  gourmet  food  and  gifts  bas¬ 
kets  to  your  store's  merchandise 
mix  says  Laurie  Allen,  Director, 
National  Accounts  at  Shonfeld's,  a  gour¬ 
met  food  gifts  manufacturer.  These 
unique  and  decorative,  yet  edible  oils, 
vinegars,  spice  sets,  infused  fruit  vine¬ 
gars  come  in  pre-assembled  gift  baskets 
of  in  individual  bottles  so  you  can  make 
your  own.  Employees  will  appreciate 


2.  Include  gourmet  food  items  i 
gift  baskets  your  store  creates. 

i  3.  Customize  these  items  with  y 
corporate  logo,  program  name  or  mi 
sage. 

4.  Give  these  items  as  gifts  to 
employees,  meeting  attendees,  clien 
customers,  and  colleagues. 

5.  Include  promotions  for  these 
types  of  items  on  your  merchandise 
site  or  in  your  catalog,  or  in  paychei 
envelope  stuffers. 

6.  Offset  your  operating  expenst 
selling  these  profitable,  quick-turnin 
food  items.  Most  retail  from  $5.00  - 
$80.00  with  the  majority  falling  bet1 
the  $5.00  and  $35.00  range. 

If  gourmet  food  and  gift  baskets 


\ 


for  attracting  your  customers'  attention 


\ 


Getting  customers  into  employee  stores 
can  be  a  challenge,  especially  when 
they  pass  by  the  store  everyday  and 
think  they  know  what's  going  on 
inside. 

Nationally  recognized  marketing  expert 
Lynne  D.  Schwabe  shared  ideas  for  grabbing 
customer  attention  and  involving  them  with 
store  merchandise  at  ESM's  national  convention 
in  New  Orleans  in  April. 

Some  of  these  ideas  included: 


GREETINGS  FROM  THE  MARKET 

Buy  picture  postcards  of  the  city  in 
which  you  are  visiting  to  buy  new  mer¬ 
chandise.  Bring  them  home  and  address 
them  to  your  most  valuable  customers. 
Write  a  note  on  each  that  says,  "Just  a 
note  from  (Atlanta,  New  York,  Chicago) 
to  say  that  I'm  thinking  of  you  and  the 
things  you  like  to  see  in  the  store.  By 
the  time  you  receive  this,  new  items 
will  be  arriving  daily.  Hope  to  see  you 
soon."  The  next  time  you  go  to  market 
in  that  city,  mail  the  postcards. 
Customers  love  to  be  recognized,  and 
often  they  just  need  a  little  extra  incen- 
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tive  to  come  in  and  take  a  look  at  what  you  have. 
The  fact  that  you  bothered  to  remember  them  in 
this  way  usually  brings  great  results. 


THANK  YOU  FOR  BEING  OUR  ADVERTISING 

Whenever  customers  bring  you  other  customers, 
thank  them  with  a  note  that  says,  "Thank  you  for 
being  our  advertising."  Enclosing  a  gift  certificate  as 
a  thank  you  shows  that  you  really  do  appreciate  the 
referral.  "Louisiana  Language”  is  an  example  of  a 
thank  you  that  one  store  used  successfully. 

LET  YOUR  ANSWERING  MACHINE  MAKE  SALES 
Turn  on  your  "extra"  staff  person  each  night 
when  you  leave  the  store.  Your  answering 
machine  can  say,  "So  glad  you  called.  If  you  are 
one  of  the  first  10  people  to  arrive  in  the  store 
tomorrow  morning,  ask  for  25  percent  off  any¬ 
thing  of  your  choice." 

OR,  "Friday  is  our  birthday  bash  for  everyone 
celebrating  a  birthday  this  month.  Join  us  for  cake 
and  punch.  If  your  birthday  is  this  month,  you 
qualify  for  special  prize  drawings." 

GIFT  WITH  PURCHASE  IDEAS 
Check  out  direct  mail  marketing  ideas.  Investigate 
the  possibilities  of  discounted  travel  vouchers.  A  tote 
makes  a  great  gift  with  purchase  for  valuable  cus¬ 
tomers,  or  fortune  cookies  with  your  message  as  the 
fortune  which  make  for  fun  extras  with  a  purchase. 


Non-  Negotiable 


COUPON 


\on-\BgotlabIe 


/ 

I  am  sorry  you  were  unable  to  find  exactly  what  you  were 
looking  for  today  -  but  your  visit  to  our  store  was  greatly 
appreciated!  Please  take  this  coupon  as  a  gift  for  just  coming  by. 
Bring  it  in  on  your  next  visit  -  it's  worth  $5.00  off  the  purchase 
of  any  item  valued  at  $20  or  more! 


AUTHORIZED  BY 


Non-  Negotiable  COUPON  Non-Ncgotiable 


THANK  YOU  FOR  JUST  LOOKING 

When  customers  come  into  your  stores  and  leave 
without  buying  anything,  hand  them  a  "thank 
you  for  just  looking"  coupon.  This  surprises  them 
("You're  giving  me  $5  for  not  spending  any¬ 
thing?")  and  gives  them  a  reason  to  return. 

TAKE  PICTURES  OF 
CUSTOMERS 
Customers  love  to  be 
recognized  and  will 
visit  your  store  more 
often  if  they  think 
they'll  see  themselves. 

Take  pictures  of 
employees  at  company 
events  and  put  them  in 
the  picture  frames  that 
you  have  for  sale.  Take  head  shots  of  the  officers  of 
the  company,  blow  them  up,  back  them  with  foam 
core  and  put  them  on  your  mannequins  (with  per¬ 
mission,  of  course). 

WALKING  ADVERTISEMENT 
Purchase  heavy  canvas  bags  and  have  your  store's 
name  and  logo  printed  on  them.  The  cost  for  a  medi¬ 
um  tote  when  you  purchase  more  than  50  is  about 
$4.  There  is  a  one-time  set-up  fee  of  about  $30,  so  the 
total  cost  is  about  $5  if  you  buy  100  bags.  What  do 
you  get  for  this  $500  investment?  $5000!  You  give  a 
bag  to  every  one  who  purchases  more  than  $100  in 
the  store.  You  don't  have  to  mark  anything  down; 
you  are  rewarding  customers  for  their  business.  ■ 

Lynne  D.  Schwabe  is  the  president  of  Lynne  D.Schwabe  & 
Co.,  a  marketing  consulting  company  in  Middleburg,  Virginia.  She 
can  be  reached  at  540-687-3876  or  lds@lobsterville.com. 


msimm 

RELATIONSHIP  are  key  to  success 


The  key  determinants  of  long  term  profitability  and  success  are  the  strengths 
and  weaknesses  of  relationships  businesses  have  with  their  customers. 


Speaking  at  ESM's  annual 
convention  in  New  Orleans  in 
April,  Lynne  D.  Schwabe,  presi¬ 
dent  of  the  Lynne  D.  Schwabe 
&  Co.,  a  marketing  consulting 


group  in  Middleburg,  VA,  told 
participants  that  "cultivation 
and  management  of  these  rela¬ 
tionships  is  the  single  most  crit¬ 
ical  issue  you  face." 


Schwabe  was  speaking  to 
employee  store  managers  and 
employees,  but  her  message  has 
broader  implications  for  all 
businesses  today. 
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In  the  past,  marketing  was 
all  about  market  share,  Schwabe 
said.  Businesses  wanted  more 
customers  for  more  products 
and  managed  those  products. 
Executives  were  responsible  for 
the  sales  of  those  products. 

In  the  "new"  marketing 
age,  everything  is  about  cus¬ 
tomer  relationship  manage¬ 
ment  (CRM),  which  is  about 
building  share  of  customers, 
measured  one  at  a  time.  Now, 
although  businesses  want  more 
products  and  services  for  their 
customers,  they  are  concentrat¬ 


ing  on  managing  these  cus¬ 
tomers.  Executives  are  responsi¬ 
ble  for  growing  the  expected 
values  of  customers  over  time. 

"Smart  companies  have 
always  been  oriented  to  the 
need  of  the  typical  customer," 
Schwabe  said.  "Today  we  are 
talking  about  learning  continu¬ 
ously  from  interactions  with 
individual  customers  and 
responding  accordingly." 

This  marketing  revolution  is 
technology-driven.  As  cus¬ 
tomers  are  engaged,  the  busi¬ 
ness  can  learn  from  interactions 
with  them.  With  computers 
this  information  can  be  record¬ 
ed  and  easily  accessed  so  that 
individual  customers  can  be 
"remembered." 

"You  are  adapting  your 
behavior  to  customer  needs 
rather  than  sampling  a  'market' 
of  potential  customers,"  Schwabe 
said.  "With  technology,  you  can 
focus  on  one  customer  at  a  time. 
You  can  establish  a  relationship 
with  a  customer  that  becomes 
part  of  a  series  of  linked  interac¬ 
tions.  Each  time  you  engage  cus¬ 
tomers,  you  are  fitting  your 
product  or  service  more  closely 
to  the  needs  of  that  particular 
customer.  As  a  customer  tells  you 
of  a  need,  you  customize  a  prod¬ 
uct  or  service  to  meet  that  need. 


"With  each  interaction,  you 
get  better  and  better  at  fitting 
the  product  to  the  particular 
customer." 

Schwabe  defined  four  basic 
steps  in  CRM: 

■  Identifying  the  Customer. 
Creating  a  system  so  that  cus¬ 
tomers  can  be  identified  as  indi¬ 
viduals  each  time  they  come  in 
contact  with  the  business.  This 
means  knowing  customers  indi¬ 
vidually  in  as  much  detail  as 
possible  and  collecting  any  infor¬ 
mation  that  will  help  separate 
one  customer  from  another. 


■  Differentiating  the 
Customer.  Ranking  customers  by 
their  value  to  the  business  and 
differentiating  them  by  what 
they  need  from  the  business. 

■  Interacting  with  the 
Customer.  Engaging  customers 
in  an  on-going  dialogue  in 
which  more  and  more  is  learned 
about  their  individual  needs, 
interests  and  priorities.  These 
interactions  should  minimize 
the  customer's  inconvenience; 
the  outcome  of  the  interactions 
should  be  a  real  benefit  for  the 
customer  that's  obvious  to  him. 

■  Customizing  to  Meet 
Customer  Need.  Using  the 
information  collected,  the  busi¬ 
ness  customizes  the  way  indi¬ 
vidual  customers  are  treated. 
The  goal  is  to  treat  customers 
differently  based  on  what  was 
learned  during  interactions 
with  them. 

"Differentiating  the  cus¬ 
tomers  is  where  it  gets  really 
interesting,  and  what  compa¬ 
nies  too  often  don't  make  an 
effort  to  do,"  Schwabe  said. 
"Ranking  customers  by  value 
and  by  need  allows  you  to 
determine  how  you  can  put 
your  energy  where  it  will  have 
the  greatest  return." 

Ranking  by  value  might 
include  the  following  criteria: 


■  Total  dollars  spent 

■  Frequency  of  purchases 

■  Profitability  on  sales 

■  Profits  earned  on  referrals 
from  the  customer 

■  Value  of  the  customer's 
collaborative  assistance 

■  Benefit  of  the  customer's 
reputation  with  other  cus¬ 
tomers 

Ranking  allows  identification 
of  Most  Valuable  Customers,  the 
ones  with  the  highest  lifetime 
value  to  the  company;  Most 
Growable  Customers,  customers 
who  have  the  potential  to  be 
valuable  customers;  and  Cut  'Em 
Loose  Customers,  customers  who 
will  probably  never  earn  enough 
profit  to  justify  the  expense 
involved  in  dealing  with  them. 

When  customers  have  been 
ranked  by  value,  the  company 
can  access  what  individual  cus¬ 
tomers  need.  Customers  need 
different  things  from  a  busi¬ 
ness;  the  goal  is  to  determine 
what  they  need  and  change 
behavior  accordingly. 

"The  important  thing  is  get¬ 
ting  out  of  the  product  first 
mentality  and  into  the  cus¬ 
tomer  first  mentality,  and  then 
figuring  out  how  your  technol¬ 
ogy  can  assist  you  in  remem¬ 
bering  everything  you  need  to 
know  about  your  customers,  so 
that  you  can  build  your  busi¬ 
ness  with  them  according  to 
their  wants  and  needs," 

Schwabe  said. 

"Your  stores  are  your  compa¬ 
nies'  secret  weapons,"  Schwabe 
said.  "One  of  the  major  prob¬ 
lems  in  all  industries  today  is 
employee  retention.  Your  stores 
should  be  a  major  part  of  that 
retention  equation.  You  are  right 
there  with  what  customers  value: 
convenience,  saving  time  and 
saving  money.  I'm  encouraging 
you  to  take  this  one  step  further 
and  build  equity  with  your  cus¬ 
tomers  so  that  they  wouldn't 
think  of  defecting  because  of 
what  they  would  lose  in  the 
defection  process."  ■ 

Lynne  D.  Schwabe  is  the  president 
of  Lynne  D. Schwabe  &  Co.,  a  marketing 
consulting  company  in  Middleburg, 
Virginia.  She  can  be  reached  at  540-687- 
3876  or  lds@lobsterville.com. 


The  goal  is  lo  I  real  customers 
differently  based  on  what  was  learned 
during  interactions  with  them. 
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Top  Notch 
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with  ESM  Association's 


v 


Howard  Schultz,  Starbucks  Coffee  Co.’s 
Chairman  &  Chief  Global  Strategist 

Interview  by  Renee  M.  Mula,  editor 

Each  year,  Employee  Services  Management  (ESM) 

Association,  Oak  Brook,  IL,  honors  one  member 
company  employer  with  its  most  prestigious 
award— Employer  of  the  Year.  This  employer  must  demonstrate  a  sincere  belief  in, 
and  support  of,  an  effective  and  progressive  employee  services  program.  We  are 
pleased  to  announce  Howard  Schultz,  chairman  and  chief  global  strategist, 
Starbucks  Coffee  Co.,  Seattle,  WA,  as  ESM  Association’s  2001  Employer  of  the 
Year.  In  the  following  interview,  Schultz  talks  with  ESM  Magazine  about 
“partnering”  with  his  employees,  the  Java  Gym  and  a  benefits  package  that 
includes  part-time  employees— and  a  free  pound  of  coffee  each  week. 


ESM  Magazine:  Give  us  a  brief  overview  of  Starbucks 
and  its  employee  services  program. 

Schultz:  Starbucks  is  the  leading  retailer,  roaster  and 
brand  of  specialty  coffee  in  the  world.  We  began  in 
1971  as  one  store  in  the  Pike  Place  Market,  Seattle, 


WA,  and  have  enjoyed  tremendous  success  over  the 
past  30  years.  Today,  we  have  more  than  4,500 
retail  locations  in  North  America,  the  U.K.,  continental 
Europe,  the  Middle  East,  and  the  Pacific  Rim.  Star- 
bucks  also  sells  coffee  and  tea  products  through  its 
specialty  operations,  including  its  online  store  at 


August  2001  esm  magazine 


Employer  of  the  Year 


ESM  Magazine:  How  long  has  the  Partner 
Services  program  existed  at  Starbucks?  In 
what  aspects  was  the  program  instrumental  in 
advancing  the  company? 


Starbucks'  top  executives  impersonate  the  band  KISS  at 
Starbucks'  2001  Manager  of  the  Year  Banquet.  (From  left  to  right) 
Peter  Maslen,  president,  Starbucks,  Int'I.;  Orin  Smith,  president 
and  CEO;  Howard  Schultz,  chairman  and  chief  global  strategist. 


Schultz:  I  used  to  think  that  marketing  was 
our  most  important  department  because  that's 
where  I  began  at  Starbucks,  back  in  1985. 
Today,  unequivocally,  I'd  say  it's  Human 
Resources.  Our  success  depends  entirely  on 
the  people  we  hire,  retain  and  promote. 
However  outstanding  our  performance  is  in 
other  areas,  it  is  ultimately  interpreted  and 
given  life  by  our  partners.  How  well  they 
carry  out  each  function  depends  on  how  they 
feel  about  one  another  and  how  much  they 
care  about  Starbucks.  Our  Partner  Services 
programs  enable  us  to  excel  in  our  recruit¬ 
ment  and  retention,  while  at  the  same  time 
make  the  overall  company  environment  warm 
and  casual. 


www.starbucks.com.  Through  its  joint  venture  part¬ 
nerships,  Starbucks  produces  and  sells  bottled 
Frappuccino®  coffee  drink  and  a  line  of  super-pre¬ 
mium  ice  creams.  The  company's  other  brands 
include  Tazo  Tea  Co.,  which  offers  a  line  of  premi¬ 
um  teas,  and  Hear  Music,  which  produces  and  dis¬ 
tributes  a  line  of  compact  discs. 

Informally,  employee  services  have  always  existed 
with  Starbucks.  Our  formal  program,  Partner 
Services,  began  in  1995  with  a  handful  of  services. 
We  call  our  program  "Partner  Services"  because  we 
refer  to  our  employees  as  "partners."  These 
programs  allow  our  partners  to  connect  with 
each  other  while  pursuing  goals  that  are 
important  to  them.  The  programs  typically 
fall  into  the  categories  of  discounts,  sports 
and  recreation,  events,  and  referral  services. 

In  1998,  we  established  the  Java  Gym,  in 
our  main  office,  and  provided  discounts  to 
other  fitness  facilities  outside  the  Greater 
Seattle  area.  The  Java  Gym  provides  an  en¬ 
vironment  and  state-of-the-art  equipment 
for  partners  to  exercise  at  a  comparably 
low  cost. 

Our  work/life  services  are  provided  by 
Working  Solutions,  Portland,  OR,  an  organi¬ 
zation  that  connects  partners  to  information 
and  services  that  make  life  more  manage¬ 
able.  Working  Solutions  provides  referrals  to 
resources  for  childcare,  eldercare  and  plan¬ 
ning  for  a  baby. 


ESM  Magazine:  How  does  offering  Partner  Ser¬ 
vices  benefit  the  company?  How  does  it  benefit 
the  employees? 

Schultz:  For  Starbucks,  Partner  Services  is  a  key  to 
retaining  our  partners,  in  whom  we  have  invested 
trust  and  training.  That's  a  huge  benefit  to  such  tangi¬ 
bles  as  our  financial  bottom  line,  and  to  such  intan¬ 
gibles  as  our  company  spirit  and  culture.  Starbucks 
has  a  history  of  breaking  new  ground  with  the  kinds 
of  benefits  we  offer  our  partners.  Partner  Services 


The  Partner  Services  Center,  located  at  the  Starbucks  Support 
Center,  Seattle,  WA,  offers  Starbucks  Coffeegear,  sundries,  discount 
movie  tickets  and  onsite  services  such  as  dry  cleaning. 
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dovetails  perfectly  into  that  tradition.  For  our  partners, 
it  makes  available  a  social  arena  where  they  can  build 
connections  and  friendships.  Some  of  this  occurs  with¬ 
in  their  workday,  and  some  outside  of  those  hours. 
The  extent  to  which  it  is  used  is  a  sign  of  a 
healthy  company. 

ESM  Magazine:  How  does  your  program  help  employ¬ 
ees  balance  their  work  and  personal  lives? 

Schultz:  Our  partners  work  hard  and  give  a  lot  of 
themselves  during  their  workdays.  Partner  Services 
makes  it  easier  for  them  to  seek  activities  that  refresh 
them.  People  whose  lives  are  in  balance  are  happier, 
well-rounded  and  motivated  to  use  their  creativity 
at  work. 

In  our  main  office  in  Seattle,  for  instance,  employees 
can  work  out  at  the  Java  Gym  before  or  after  work. 
During  lunch,  they  can  go  to  a  Weight  Watchers®  or 
Toastmasters  International®  meeting,  or  discuss 
Katharine  Graham's  book  Personal  History  at  the 
monthly  Book  Club  meeting.  Choosing  to  accomplish 
these  goals  and  activities  at  work  frees  up  their  person¬ 
al  life  for  what  is  truly  valuable  to  them  such  as  spend¬ 
ing  time  with  family  or  friends. 

ESM  Magazine:  What  makes  Starbucks  a  great  place 
to  work? 

Schultz:  The  people,  the  culture  and  the  relationships 
that  partners  share  with  each  other  as  well  as  with  their 
customers  make  it  a  great  place  to  work.  We  strive  to 
instill  a  sense  of  ownership  in  each  partner.  One  of  the 
best  steps  we  take  toward  showing  that  we  care  is  to 
provide  opportunities  for  eligible  partners  to  gain  own¬ 
ership  in  Starbucks  through  a  stock  option  program  and 
a  discounted  employee  stock  purchase  plan.  Eligible 
partners  are  those  people  who,  regardless  of  position, 
have  met  specific  length-of-employment  and  hours- 
worked  requirements.  In  addition,  we  offer  a  solid  ben¬ 
efits  package — available  even  to  part-time  part¬ 
ners  who  meet  specific  length-of-employment  and 
quarterly-hours-paid  requirements.  Last,  but  by  no 
means  least,  we  have  created  a  wide  array  of  Partner 
Services  programs  to  ensure  that  we  continue  to  recog¬ 
nize  our  partners  as  individuals. 

ESM  Magazine:  Briefly  describe  your  employee  bene¬ 
fits  package  and  explain  why  Starbucks  decided  to 
afford  part-time  workers  the  same  benefits  as  full-time 
workers. 


Starbucks  Partner  Program 

The  Starbucks  Warm  Regards  Recognition 
Program  offers  a  number  of  performance-based 
awards  that  partners  can  be  nominated  for,  and 
also  recognizes  partners  for  years  of  service. 

PARTNER  CONNECTION 

The  Partner  Connection  Program  links  partners 
who  share  common  interests,  creating  a  work 
environment  that  supports  teamwork,  having  fun 
with  coworkers  and  living  a  well-balanced  life. 
Current  groups  include  sports  teams,  diversity 
groups,  book  clubs,  and  a  parenting  network. 

DISCOUNTS 

All  Starbucks  partners  are  eligible  to  take 
advantage  of  publicized  Starbucks  discounts, 
which  include  savings  from  Employee  Services 
Management  (ESM)  Association's  Buyer's  Guide 
and  other  national  discounts  on  health  club  mem- 

1 

berships,  computers,  clothing,  travel,  and  more,  m 

LUNCH-AND-LEARN  SERIES 

Lunch  and  Learns  are  a  brown  bag  series  of J 
informal  educational  presentations  at  the 
Starbucks  Support  Center,  Seattle,  WA.  Sessions 
include  informal  visits  from  a  variety  of  community 
groups,  reports  from  coffee  buyers  who  visit  the  I 
coffee  plantations,  and  how-to  classes. 

EVENTS 

Several  events  are  held  at  the  Starbucks 
Support  Center,  all  of  which  help  reinforce  | 
Starbucks'  culture.  Events  include  Bring  a  Child 
to  Work  Day,  The  Starbucks  Center  Street  Fair 
and  monthly  birthday  celebrations. 

PARTNER  SERVICES  CENTER 

Located  at  the  Starbucks  Support  Center,  the 
Partner  Services  Center  helps  partners  achieve 
work/life  balance  by  saving  time.  The  Partner 
Services  Center  carries  Starbucks  Coffeegear  and 
various  other  items  such  as  stamps,  envelopes, 
discount  tickets,  cards,  and  batteries. 

STARBUCKS  COFFEEGEAR11* 

Starbucks  Coffeegear  is  a  program  that  pro¬ 
vides  Starbucks  partners  with  the  opportunity  to 
purchase' Starbucks  logo  merchandise  and 
apparel  through  a  catalog,  extranet  website  and 
onsite  at  the  Partner  Services  Center. 
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Employer  of  the  Year 


“Birthday  Breakfast... is  an  opportunity  for  us  to  recognize 
partners  who  have  a  birthday  during  the  upcoming  month 
and  spend  some  time  together.” 


Schultz:  Partner  Services  are  available  to  all  part¬ 
ners  regardless  of  their  position  or  the  number  of 
hours  they  work.  Our  benefits  package  is  separate 
from  that,  and  is  available  to  any  partner  who  meets 
the  initial  eligibility  criteria  and  satisfies  the  ongoing 
paid-hours  requirement,  which  averages  20  or  more 
paid  hours  per  week.  The  package  includes  medical, 
dental  and  vision  coverage;  life  insurance,  accidental 
death  and  dismemberment  coverage,  and  disability 
insurance  coverage;  paid  time  off;  discounts;  and  a 
free  pound  of  coffee  per  week. 

Our  business  thrives  on  customer  service.  One 
bad  encounter  and  we've  potentially  lost  a  cus¬ 
tomer  for  life.  If  the  fate  of  our  business  is  in  the 
hands  of  part-time  employees,  we  cannot  afford 
to  treat  them  as  expendable.  We  see  rewarding 
benefits  as  a  prime  means  to  attract,  retain  and 
reward  quality  employees. 

ESM  Magazine:  Are  there  any  Partner  Services  in 
which  you  participate? 


Starbucks  expanded  its  Bring  a  Child  to  Work  Day 
Program  to  include  children  outside  the  immediate  fami¬ 
lies  of  Starbucks'  employees. 


Schultz:  I  participate  in  as  many  events  as  my  trav¬ 
el  schedule  allows.  On  the  first  Tuesday  of  every 
month,  all  of  the  partners  at  the  Support  Center  in 
Seattle  gather  for  Birthday  Breakfast  in  our 
Commons  Area.  This  is  an  opportunity  for  us  to 
recognize  partners  who  have  a  birthday  during  the 
upcoming  month  and  spend  some  time  together.  I 
stop  by  when  I'm  in  town.  I  also  participate  in 
Bring  a  Child  to  Work  Day  and  attend  a  number  of 
events  outside  of  Seattle. 

ESM  Magazine:  How  do  you  relieve  stress  and  bal¬ 
ance  your  work  and  personal  life? 

Schultz:  I  spend  as  much  time  as  I  can  with  my  fam¬ 
ily,  although  there  are  never  enough  hours  in  a  day  to 
do  them  justice.  Basketball  has  been  a  passion  of 
mine  since  I  was  a  child  growing  up  in  Brooklyn,  NY. 
1  love  the  sport  at  all  levels — whether  I'm  playing 
pick-up  games  with  friends  or  enjoying  my  role  as  the 
owner  of  an  NBA  franchise. 

ESM  Magazine:  Is  there  anything  else  you  would 
like  to  add  in  closing? 

Schultz:  On  behalf  of  Starbucks  Coffee,  I  would  like 
to  thank  ESM  Association  for  recognizing  Starbucks 
as  its  Employer  of  the  Year.  People  have  always  been 
our  most  important  asset  and  our  biggest  competitive 
advantage.  I  know  that's  sometimes  seen  as  a  cliche, 
but  I  can  honestly  say  that  we  wouldn't  be  where  we 
are  today  without  our  partners  and  our  loyal  cus¬ 
tomers.  Our  partners'  personal  and  professional 
growth  is  important  not  only  to  them,  but  to 
Starbucks  as  well.  This  award  means  a  great  deal  to 
me  personally,  and  to  those  Starbucks  partners  who 
have  made  us  their  career  and  their  home. 


Renee  M.  Mula  is  the  editor  of  Employee  Services  Man¬ 
agement  (ESM)  Magazine,  published  by  ESM  Association, 
Oak  Brook,  IL.  She  can  be  reached  at  (630)  368-1280  or 
reneemula  @esmassn.org. 
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These  brochures  *  \  • . . 

\  ***  * 

have  a  unique 
power.  They  make 
employees  smile 
from  ear  to  ear. 


We  donate  a 
portion  of  every 
vacation  sold  to 
ESM  Education 
and  Research 
Foundation. 


Give  each  of  your  employees  one  of  our  free 

vacation  planners  so  they  can  save  up  to  50% 
on  Disney  family  packages.  Exclusive  Get 
Away  Today  Vacations  benefits  include: 

•  Kids  Stay  Free!  Our  prices  are  per  ROOM,  not  per 
person. 

•  Two  Adult  Disneyland  3-Day  Park-Hopper  Tickets 
in  Every  Package!  ($222  value!)  Good  at  Disneyland® 
Park  and  Disney’s  California  Adventure  Park? 

•  Kids  Free  Tickets!  One  free  (ages  3-11)  with  every 
adult  ticket  purchased  at  Universal  Studios  Holly  wood  f 
Sea  World  San  Diego®  and  Knott’s  Berry  Farm? 

•  Free  Book  of  Coupons!  Save  over  $300  at  attractions, 
restaurants  and  shops. 

Join  America’s  fastest-growing  family  travel  program. 

Call  (801)  476-1961  or  complete  and  send  us 

the  attached  order  form. 


Vacation  Planner  Order  Form 


YES  ,  please  send  me  one  2001  Vacation  Planner  for  each  employee. 

QUANTITY  NEEDED 

Disneyland®  Resort/So.  California  Planners  . . 

Walt  Disney  World®/Orlando  Planners . . 

Small  Posters . . 

Displays  . . 

Send  the  FREE  brochures  to: 

Organization _ 

Contact _ _ 

Address _ City _ 

State - Zip _ Phone _ 

Your  E-mail  Address _ 

Mail  to: 

Get  Away  Today  Vacations 
1650  East  5700  South 
South  Ogden,  UT  84403 

Fax  to:  (801)  479-4693 
E-mail:  katie@getawaytoday.org 
Web  Site:  www.getawaytoday.org  We’re  #1  in  low-price  fun!  ” 


Litton  Laser  Systems:  small  but  mighty 


By  Christina  Higby 


20 


HEADQUARTERS:  Apopka,  FL 
BUSINESS:  The  defense  industry 

NUMBER  OF  EMPLOYEES: 

335  local  employees 

EMPLOYEE  SERVICES:  Employee  store 
community  services,  convenience  ser¬ 
vices,  recreation  programs,  recognition 
programs,  special  events,  wellness, 
travel  services,  and  voluntary  benefits 

FACILITIES:  A  two-story,  140,000-sq.-ft. 
building  houses  the  laser  manufactur¬ 


ing  organization,  cafeteria,  employee 
store,  volleyball  court,  and  basketball 
hoops.  A  walking  trail  surrounds  the  cir¬ 
cumference  of  the  property  and 
restrooms/showers  are  located  at  the 
exterior  of  the  building. 

INTERVIEW  WITH:  Paula  Pease,  staff 
project  engineer,  volunteer  ESM 
Association  representative,  president  of 
ESM  Association  Central  Florida 
Chapter;  and  Lee  Sumner,  human 
resource  director 
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The  HR  Department 

The  HR  Department  consists  of  a  director  and  loui 
other  managers  whose  primary  roles  are  to  recruit  and 

retain  employees,  assure  compliance  with  federal  and 
gtate  laws  rmd  act  liaisons  for  community  service 
activities.  They  oversee  Litton  Laser  Systems'  employee 
programs  and  acli\  Hies  including  the  laser  manufactur¬ 
ing  organization  facility. 

A  vyell-rounded  program 

Here  is  a  sample  of  the  employee  services  for  which 
HR  is  responsible: 

•  Community  service  project:  Litton  holds  a  compa¬ 
ny-wide  Blood  Drive. 

•  Years  of  service  awards:  The  company  presents 
awards  to  employees  for  five-year,  20-year  and  retire¬ 
ment  milestones. 

•  Recognition:  Litton  created  the  Make  a  Difference 
program  to  recognize  performance  by  sending  thank 
you  notes  to  employees  for  jobs  well  done.  The  com¬ 
pany  also  recognizes  personal  accomplishments  by 
sending  gift  certificates  to  newlyweds  and  new  parents. 

•  Discount  services:  The  company  sells  discount  tick¬ 
ets  for  nearby  attractions. 

•  Holiday  treats:  Each  employee  receives  a  turkey  or 
ham  every  Thanksgiving.  Around  Valentine's  Day,  the 
company  holds  a  Jewelry  Sale  Day  in  the  cafeteria. 

•  Employee  store:  The  employee  store  sells  logo  wear, 
sundries,  gift  items,  and  more.  The  store  is  open  two 
hours  a  day  and  run  by  the  cafeteria  staff. 

•  Other  services:  Litton  provides  employees  with  vol¬ 
untary  insurance  benefits,  financial  support  for  contin¬ 
uing  education,  Health  Fairs,  a  Weight-Loss  Program,  a 
Smoking-Cessation  Program,  and  legal  support. 

Volunteer  committees 

Employee-run  volunteer  committees  perform  the 
legwork  for  many  of  Litton's  employee  services  and 
activities.  The  Laser  Lines  Committee  is  responsible  for 
the  company  newsletter;  the  Holiday  Party  Committee 
organizes  the  December  event;  the  Social  Activities 
Committee  (SAC)  plans  monthly  social  events  for  the 
employees  and  their  families;  and  the  Safety 
Committee  runs  the  safety  program  for  the  facilities. 

Growing  the  program 

All  of  Litton's  activities  are  participation-based:  if 
employees  participate,  the  activity  continues  to  be 
offered;  if  they  do  not,  then  the  activity  is  cancelled. 
Employees  are  encouraged  to  present  activity  ideas  to 


the  appigpriate  committee  and  request  funding.  The 
committee  members  then  decide  whether  or  not  to 
1  SUjfp'ort  and  plan  the  activity. 

Merger  update 

Litton  Industries,  Inc.  recently  merged  with 
Northrop  Grumann.  Although  the  merger  process  is 
complete,  changes  to  Litton  Laser  Systems'  depart¬ 
ments  are  yet  to  come.  The  HR  Department  is  holding 
off  on  implementing  any  new  services  until  the  merger 
settles  down,  although  they  do  not  anticipate  the  elim¬ 
ination  of  services.  The  employee  store  has  actually 
grown  since  the  merger,  particularly  after  receiving 
additional  funding  to  purchase  new  merchandise  and 
add  a  product  line  embracing  the  Northrop  Grumann 
logo.  In  August  2001,  the  store  held  a  Grand  Opening 
to  introduce  the  new  products.  Sales  boomed  with 
$2,000  worth  of  items  sold  over  a  four-hour  period. 

Management  support 

Litton's  employee  services  program  took  off  in 
1993  when  the  HR  Department  handed  over  the 
responsibilities  of  employee  activities,  the  company 
newsletter  and  the  safety  program  to  employee  com¬ 
mittees.  Employee  involvement  in  decision  making 
proved  to  be  the  best  approach  to  meeting  em¬ 
ployees'  needs.  Participation  in  these  activities  con¬ 
tinues  to  grow  with  15-20  percent  of  Litton  em¬ 
ployees  serving  as  volunteers.  This  structure  allows 
the  HR  staff  to  focus  on  big-picture  projects  such  as 
recruitment  and  retention.  They  determined  that  the 
cost  of  recruiting  and  hiring  one  employee  is  more 
than  the  entire  budget  of  one  committee. 

The  company  subsidizes  25  percent  of  all  activities 
planned  through  the  SAC,  making  the  events  more 
affordable  to  employees.  On  some  costly  events,  the 
committee  may  elect  to  subsidize  less  than  25  percent 
of  the  cost,  so  that  more  events  can  be  budgeted 
throughout  the  year.  Due  to  the  success  of  the  volun¬ 
teer  committees  as  a  retention  solution,  management 
sees  the  value  of  offering  these  programs.  esm 

Christina  Higby  is  the  editorial  assistant  of  Employee 
Services  Management  (ESM)  Magazine,  published  by  ESM 
Association,  Oak  Brook,  IL.  She  can  be  reached  at  (630)  368- 
1280  or  christinahigby@esmassn.org. 
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Four  steps  to  gaining  management’s 
support  of  corporate  volunteer  programs 


By  Brenda  L.  Johnson,  SPHR 

magine  an  employee  service  initiative  that  enhances  corporate  image, 
creates  employee  pride  in  your  company  and  allows  employees  of  all  levels 
to  work  together.  It  is  not  a  dream;  corporate  volunteer  programs  provide 
these  benefits  and  more.  Today’s  time-stan/ed  employees  consider  volun¬ 
teering  for  nonprofit  charitable  organizations  on  their  own  time,  but  the  reality 
is  there  are  not  enough  hours  in  the  day  to  do  so. 


Many  employee  services  professionals  have  lead  the 
way  in  helping  employees  find  time  during  the  work¬ 
day  to  fulfill  community  needs  while,  at  the  same  time, 
enhancing  the  company's  image  as  a  paring  employer. 
Their  success  is  usually  due  to  a  supportive  senior  man¬ 
agement  team.  Volunteerism  is  receiving  global  attention 
from  the  United  Nations,  which  designated  2001  as  the 
International  Year  of  Volunteers.  Take  this  opportunity  to 
convince  corporate  leaders  of  the  need  for  increased  vol¬ 
unteerism  within  your  organization.  Here  are  four  steps  to 
help  ensure  support  from  upper  management. 


#1:  Focus 

Connie  Molland,  director  of  community  relations, 
Anthem,  Inc.,  Indianapolis,  IN,  says,  "Corporate  volun¬ 
teerism  develops  from  the  top  and  radiates  throughout 
a  company."  This  multi-state  healthcare  benefit  com¬ 
pany  has  senior  management's  support  because  of  its 
focus.  "One  of  the  problems  companies  encounter  is 
trying  to  be  all  things  to  all  people.  The  volunteer  ini¬ 
tiatives  become  too  overwhelming,"  explains  Molland. 
She  suggests  focusing  on  a  cause  that  a  senior  man¬ 
ager  is  passionate  about.  Many  companies  have  found 
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success  by  doing  one  or  two  projects  extremely  well.  In 
Gaithersburg,  MD,  Allentuck  Landscaping  plans  one 
major  community  service  initiative  each  year.  Louise 
Allentuck,  business  manager,  says,  "We  started  plant¬ 
ing  trees  at  public  schools.  Since  that  time,  our  projects 
have  included  providing  services  to  shelters  and  senior 
daycare  centers."  The  annual  project  has  been  so  suc¬ 
cessful  that  this  year  the  company  decided  to  coordi¬ 
nate  a  more  continuous  community  service  project. 
Now,  once  a  month  they  provide  peanut  butter  and 
jelly  sandwiches  to  a  local  children's  organization. 

#2:  Define  objectives 

Many  employee  services  professionals  find  that  sup¬ 
port  is  gained  by  having  objectives  in  mind  before 
approaching  senior  management.  Allentuck  Landscap¬ 
ing  looked  to  the  Montgomery  County  Volunteer 
Center,  Rockville,  MD,  for  help  in  identifying  a  project 
that  would  fit  its  corporate  culture.  Andrea  Jolly,  direc¬ 
tor,  Montgomery  County  Volunteer  Center,  says  her  first 
question  is  to  ask  corporate  clients  what  they  want  to 
gain  from  their  volunteer  experience.  While  this  sur¬ 
prises  most  companies,  Jolly  says  this  question  helps 
program  coordinators  think  through  their  project  goals 
and  define  their  objectives. 

Although  it  is  often  difficult  to  quantify  the  impact 
corporate  volunteer  initiatives  have  on  a  company, 
employee  services  professionals  must  present  project 
objectives  to  senior  management  that  will  be  viewed  as 
a  benefit.  Anthem's  Mol  land  says  her  company  ties  its 
corporate  volunteer  initiatives  into  training  and  devel¬ 
opment.  "Employees  who  are  team  leaders  of  volunteer 
activities  handle  all  aspects  of  the  event — from  recruit¬ 
ing  participants  to  organizing  and  communicating  the 
event's  details.  It  really  gives  them  an  opportunity  to 
develop  new  skills,"  she  says.  Other  companies  have 
implemented  corporate  volunteer  programs  to 
increase  morale,  create  new  employee  training 
opportunities  and  obtain  recognition  from  the  media 
as  a  quality  employer. 

#3:  Integrate 

Most  successful  corporate  volunteer  programs  are 
integrated  into  existing  corporate  initiatives. 
Nationwide,  a  Columbus,  OH-based  insurance  and 
financial  service  provider,  is  the  winner  of  United  Way 
of  America's  prestigious  2001  Spirit  of  America 
Award— given  annually  to  celebrate  corporate  philan¬ 
thropy.  Over  the  years,  they  have  integrated  volun- 
teerism  into  leadership  development,  performance 
management,  compensation,  and  teamwork  initiatives. 
Connie  J.  Argus,  CLU,  ChFC,  RHU,  manager,  employ¬ 
ee  and  community  programs,  Nationwide,  says,  "Our 
company  tries  to  look  at  volunteerism  holistically, 


rather  than  as  a  stand-alone  program.  Our  employees 
have  a  sense  of  pride  in  being  employed  by  a  com¬ 
pany  committed  to  volunteerism."  Nationwide  also 
touts  its  commitment  to  volunteerism  when  recruiting 
employees.  Even  the  company's  Service  Award 
Program  goes  beyond  highlighting  years  of  service  to 
include  a  volunteerism  component. 

Philip  Jones,  spokesperson,  United  Way  of  America, 
says,  "In  today's  competitive  labor  market,  employees 
are  increasingly  drawn  to  companies  that  share  their 
own  priorities  and  values."  At  Providian  Financial,  San 
Francisco,  CA,  community-giving  information  is  includ¬ 
ed  in  the  New  Hire  Orientation.  Jim  Wunderman,  senior 
vice  president,  Corporate  Affairs,  says  it  helps  to  get 
employees  involved  in  projects  as  soon  as  they  join  the 
company.  He  found  that  community  giving  is  appealing 
to  new  employees  because  they  are  often  interested  in 
meeting  their  coworkers  and  learning  about  their  new 
community.  Wunderman  has  also  been  successful  in  inte¬ 
grating  the  company's  corporate  volunteer  strategy  into 
the  corporate  mission,  vision  and  values  of  the  company. 
"At  Providian,  it  is  now  expected  and  accepted  to  partici¬ 
pate  in  corporate  volunteer  activities,"  he  says. 
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#4:  Communicate 

Once  senior  management  has  taken  the  first  step  to 
support  a  pilot  project,  it  is  important  to  follow  up  with 
documented  results.  In  the  results  report,  include  the 
number  of  employees  that  participated  along  with  any 
benefits  the  company  may  have  received,  including 
media  coverage  or  an  opportunity  to  support  other  cor¬ 
porate  initiatives.  Help  illustrate  the  impact  the  pro¬ 
gram  has  on  the  workforce  by  inserting  quotes  from 
employees  who  volunteered.  In  one  results  report,  a 
company  included  photos  from  a  management-spon¬ 
sored  volunteer  effort  that  showed  employees  net¬ 
working,  team  building  and  learning  new  skills  that 
could  later  be  transferred  to  their  jobs.  Highlighting 
corporate  volunteer  initiatives  in  employee  publica¬ 
tions — as  well  as  external  media,  websites  and  in 


recruiting  brochures — communicate  a  company  that 
cares  about  communities  and  employees. 

With  the  growing  popularity  of  employee  commu¬ 
nity  service  projects,  there  is  no  better  time  to  part¬ 
ner  with  senior  management  and  other  departments 
within  your  organization  to  improve  your  com¬ 
munity  service  initiatives.  As  Anthem's  Molland 
says,  "Companies  and  communities  both  win  with 
corporate  volunteerism.  At  first,  some  companies 
may  have  to  work  to  find  one  cause  or  issue  senior 
managers  will  support.  Over  time,  volunteerism  be¬ 
comes  part  of  the  corporate  culture."  esm 


Brenda  L.  Johnson,  SPHR,  is  an  Indianapolis-based  free¬ 
lance  writer  and  human  resource  consultant.  She  can  be 
reached  at  BLJ1977@aol.com. 
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CONTINUED  FROM  PACE  28 

•  What  kind  of  impression  do  you 
want  to  make  concerning  your 
approach  to  work? 

•  What  additional  information  do 
you  need  to  fully  understand  how 
work  is  accomplished  at  the  new 
organization? 

•  What  are  your  initial  thoughts 
about  the  accomplishments  you've 
been  asked  to  achieve? 

•  What  steps  are  required  to  meet 
these  new  objectives? 

Ask  questions 

Even  when  you  feel  prepared, 
new  information  can  creep  up  and 
confuse  you  as  you  attempt  to  navi¬ 
gate  the  waters  of  transition.  Con¬ 


tinue  raising  questions  until  you 
uncover  the  information  you  need  to 
perform  your  job  responsibilities. 
Ask  questions  of  different  individuals 
at  different  levels.  You  may  find 
agreement  or  you  may  discover 
some  significant  inconsistencies. 
Take  notes  during  training  sessions 
and  refer  back  to  them  periodically. 

Conclusion 

Assimilation  into  a  new  organi¬ 
zation  is  not  an  event — it's  a 
process.  Articulate  questioning, 
attentive  listening  and  reflective 
perceptions  are  critical  to  a 
smooth  transition  into  the  com¬ 
pany.  These  topics  are  only  the  tip 


of  the  iceberg  in  terms  of  what  you 
need  to  think  about  during  your 
first  few  months  at  a  new  position. 
How  well  you  remain  in  charge 
of  your  entry— rather  than  allow¬ 
ing  it  to  overwhelm  you — will,  to 
an  extent,  determine  your  future 
success  with  the  company,  esm 


Don  Andersson  is  founder  and  presi¬ 
dent  of  The  Andersson  Croup,  Cranford, 
NJ,  www.AnderssonCroup.com.  You 
can  reach  him  at  (888)  709.9267  or 
don  @anderssongroup.  com. 
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By  Don  Andersson 


Success  from  day  one 

How  to  grasp  a  new  job  position  with  ease 


o  far,  things  are  going  quite  well,”  was  my  colleague’s  response 
V*lr  when  I  asked  him  about  his  first  month  in  a  new  position.  “Though,  I’ll 
admit,”  he  continued,  “things  are  coming  at  me  so  fast  I  feel  like  I’m  trying  to 
drink  out  of  a  fire  hydrant.”  This  is  a  colorful  description  of  a  reality  experi¬ 
enced  by  many  of  us.  When  starting  a  new  job,  there  is  so  much  to  learn,  so 
many  relationships  to  initiate  and  so  many  demands  on  our  time.  The  need 
to  accomplish  successes  quickly  is  so  overwhelming  that,  unless  we’ve 
done  some  significant  pre-work,  we  find  ourselves  struggling  to  come  up  for 
air.  This  is  especially  true  if  we  approach  our  first  day  on  the  job  with  the  atti¬ 
tude,  “I’ll  just  show  up  and  see  what  happens.”  Most  people  won’t  admit  to 
choosing  such  a  simplistic  approach  to  their  first  day  of  work,  but  the  truth  is 
they  simply  don’t  know  how  to  prepare.  If  you  don’t  take  charge  of  your 
entry,  it  will  take  charge  of  you — and  the  results  will  be  unsatisfying.  A 
few  simple  preparatory  steps  can  help  you  gain  your  footing  in  your 
new  position. 


Assess  the  information 

Read  the  information  you 
receive  about  the  company  and 
your  new  job  responsibilities.  This 
will  help  you  draw  conclusions 
about  how  the  organization  is  run. 
Notice  the  centers  of  real  power, 
i.e.  the  names  of  the  gatekeepers. 
Although  preliminary  information 
only  scratches  the  surface  of  the 
organization's  tribal  history,  the 
sooner  you  understand  it,  the  more 
effective  you'll  be.  As  you  contin¬ 
ue  your  employment,  you  can 
assess  the  validity  of  the  conclu¬ 
sions  you've  drawn  and  fill  in  the 
information  gaps. 


Plan  your  entrance 

Rather  than  just  show  up  to 
work,  use  what  you  already  know 
about  your  position  to  plan  your 
approach.  Remember,  you  have 
only  one  opportunity  to  make  a 
first  impression.  Think  ahead  by 
pondering  answers  to  the  follow¬ 
ing  questions: 

•  Who  are  your  associates?  (Boss, 
peers,  direct  reports,  key  internal 
and  external  customers) 

•  What  will  be  your  approach  to 
building  relationships  with  them? 

•  What  will  your  associates  need 
from  you  to  be  productive? 

CONTINUED  ON  PAGE  26 


esm  magazine  August  2001 


HEAR  THE  APPLAUSE! 

Give  Your  Employees  the  Best  in  Live  Family  Entertainment 
and  Raise  Funds  for  £8»e  ESM  Association  Foundation 


SlRCV*. 


PRODUCED  BY  FELD  ENTERTAINMENT 


THE  PARTNERSHIP:  The  ESM  Association  Foundation  and  Feld  Entertainment®, 
producers  of  Ringling  Bros,  and  Bamum  &  Bailey®  and  Disney  On  IceSM,  are  joining  together  to  make 
magical  memories  for  your  employees  and  raise  funds  for  the  Foundation. 

Employees  Enjoy! 

The  Best  in  Live  Family  Entertainment  ★  Preferred  Seating 

Employees  Save! 

$5.50  on  Thursday  Evening  Shows  ★  $2.50  on  Friday  Evening  Shows 

Hie  ESM  Association  Research  and 
Education  Foundation  Receives! 

$.50  per  Ticket  Donation 

TO  PARTICIPATE:  E-mail  ESM  Member  contact  information  to  Nicole  Hobby,  Feld 
Entertainment,  at  nhobby@feldinc.com  or  call  (703)  448-4011.  For  more  partnership  information  visit 
esmassn.org.  For  tour  information  visit  www.Ringling.com  and  www.DisneyOnIce.com. 

Some  restrictions  apply.  Additional  non-ESM  Association  Foundation  discounts  and  performances  available. 

Offer  valid  through  August  2002. 

employee  services  management 


ASSOCIATION 


Xylo  offers  a  unique  Web-based  work/life 
program  that  saves  employees  time, 
money  and  simplifies  their  lives.  We  feature 
hundreds  of  great  discounts,  outstanding 
savings  and  creative  solutions  that  are 
fast,  easy  and  convenient  to  use — from 
work  and  home. 

The  Xylo  program  offers  busy  HR 
professionals  an  effective  work/life  solution 
to  attract  and  retain  top  talent.  It  helps  to 
reinforce  corporate  culture  and  facilitate 
existing  programs.  Xylo  connects,  inspires 
and  informs  employees. 


xylo 


For  more  information,  please  contact  us  today  at  info@xylo.com 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com 
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SAVE  15% 

In  Florida  there  are  127  wonderful  Choices  at 
which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%! 
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Comfort  Inn 

FT.  LAUDERDALE 

Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 

Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 

Comfort  Inn  Airport 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 
Mainstay  Suites 
Quality  Inn  &  Suites  Airport 
Quality  Hotel  Southpoint 

JACKSONVILLE  BEACH 

Comfort  Inn  Oceanfront 


KENDALL(MIAMI) 

Comfort  Suites 

KEY  WEST 
Comfort  Inn 

Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 

Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 

Mainstay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI  SOUTH 

Quality  Inn 

MIAMI  BEACH 
Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 
Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

Mainstay  Suites  Miami 
International  Airport 

Sleep  Inn  Miami  International 
Airport 
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Comfort  Inn 

MT.  DORA 

Comfort  Inn 


NAPLES 

Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 

Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 
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Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 
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Comfort  Inn 

OCALA 

Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 
Comfort  Inn  North 

Quality  Suites 
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Sleep  Inn 

PALM  COAST 
Sleep  Inn 

ST.  AUGUSTINE 

Comfort  Suites  World  Golf  Village 
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ST.  PETERSBURG 
Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 

Comfort  Suites 
Sleep  Inn 

WESLEY  CHAPEL 
Sleep  Inn 
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Comfort  Inn 
Palm  Beach  Lakes 


Please  call  1-800-258-2847  and  request  ESM  Rate  ID  #00044073. 
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Employee  Service:  Travel 

Social  issues  affecting  it:  Terrorism,  Work/Life  Balance 

Terrorism  has  caused  some  employees  to  fear  flying  in  commercial  airlines  or  trav¬ 
eling  far  from  home.  Travel  is  still  considered  a  stress  reliever  for  these  employees,  but 
many  are  opting  for  nearby  weekend  getaways,  as  opposed  to  longer-stay  vacations  to 
far  destinations.  Turn  to  page  12  for  the  cover  story,  "The  Mini-Vacation  Generation," 
and  learn  how  to  structure  your  travel  program  to  include  short-trip  destinations. 

Employee  Service:  Professional  Development 

Social  issues  affecting  it:  Corporate  Restructuring,  Slow  Economy 

Due  to  corporate  downsizing  and  a  meek  job  market,  employees  expect  their 
employers  to  provide  them  with  opportunities  for  learning  new  skills  that  help  them 
remain  marketable  in  their  industry.  In  the  article  "Serving  the  Free  Agent  Nation,"  page 
7,  Daniel  Pink,  author  of  the  book  Free  Agent  Nation:  How  America's  New 
Independent  Workers  Are  Transforming  the  Way  We  Live,  discusses  the  new  attitude 
towards  work.  Learn  which  programs  are  likely  to  retain  those  employees  still  remain¬ 
ing  with  a  company  after  job  cuts. 

Employee  Service:  Fitness 

Social  issues  affecting  it:  Work/Life  Balance 

Fitness  facilities  are  still  the  rage  as  Baby  Boomers — the  consumers  who  invented 
the  fitness  movement — continue  to  place  an  importance  on  exercise.  According  to  a 
recent  survey  by  the  Sporting  Goods  Manufacturers  Association  (SGMA),  North  Palm 
Beach,  FL,  many  employees  exercise  to  have  energy  to  get  through  the  day.  The  article 
"Fitness  is  Here  to  Stay,"  page  9,  identifies  popular  fitness  equipment  and  incentives  for 
motivating  employees  to  get  in  shape. 

Overall,  employee  services  will  play  a  greater  role  in  fostering  camaraderie  among 
coworkers.  Employees  desire  outlets  for  discussing  social  issues  with  one  another,  but 
they  prefer  to  do  so  during  work  hours  in  order  to  have  lives  outside  of  work.  Consider 
regularly  surveying  your  employees  about  their  opinions  on  current  events  and  be  sen¬ 
sitive  to  their  beliefs  when  implementing  new  programs. 
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The  slow  economy  and  recent  terrorist  attacks  have  perpetuated  a  new 
appreciation  for  work,  life  and  the  American  way  that  is  likely  to  change 
your  workforce's  needs.  Employees'  reactions  to  social  issues  can  affect 
their  desire  to  participate  in  certain  employee  programs,  while  sparking  the 
need  for  new  offerings.  It  is  the  employee  services  provider's  job  to  keep  a  pulse  on 
these  issues  and  adjust  employee  programs  to  meet  the  needs  of  the  changing  work¬ 
force.  Here  is  a  quick  reference  of  the  employee  services  discussed  in  this  month's  issue 
of  ESM  Magazine  and  how  today's  social  issues  are  affecting  them. 


Workforce  pulse 

How  social  change  affects 
employee  services 
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— — — Call  for  Nominations  ======= 

Deadline:  November  30,  2001 

Director  at  Large  positions  on  ESM  Association's  Board  of  Directors  are  open  for  nominations.  This  position 
requires  a  two-year  term  beginning  in  January  2002. 

The  following  qualifications  are  necessary: 

•  Only  those  persons  holding  a  General,  Chapter  Organizational,  Academic,  or  Individual  membership  in 
good  standing  are  eligible  for  nomination. 

•  Each  nominee  must  be  certified  as  a  Certified  Employee  Services  Manager  (CESM)  in  good  standing, 
Recognized  Volunteer  Employee  Services  and  Recreation  Administrator  (RVESRA)  in  good  standing,  or  have 
vocational  experience  and  responsibilities  that  meet  the  basic  eligibility  requirements  of  candidacy  for  ESM 
Association's  Certification  Program. 

•  Each  nominee  must  have  written  permission  from  his/her  supervisor  stating  the  employer's  commitment  to 
provide  time  and  financial  support. 

Directors  at  Large  attend  and  participate  in  four  National  Board  of  Directors  Meetings  each  year  (one  in  the 
winter,  two  during  ESM  Association's  Annual  Conference  &  Exhibit  and  one  in  the  fall).  Board  members  are  respon¬ 
sible  for  their  own  travel  expenses  with  the  exception  of  hotel  room  nights,  which  ESM  Association  subsidizes. 

Please  submit  your  nomination  along  with  your  name  and  company  to  Cindy  Jameson,  CESM,  via  e-mail  at 
cindy.jameson@twcable.com  or  fax  to  727-796-5521  by  November  30, 2001.  You  are  welcomed  to  nominate  your¬ 
self.  For  more  information  about  the  Director  at  Large  position,  contact  Cindy  at  727-431  -8552. 
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Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  a  Discover 

Card  Number/Expiration  Date _ 

Signature _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 


ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371,  Phone:  630-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 


mr 


fcM^oyee  pevVs. 

Give  your  employees  a  morale  boost  with  great  savings  from  Alamo f 
When  you  enroll  your  ESM  organization  in  Alamo’s  Membership  Program,  your 
employees  will  get  a  membership  I.D.  card  that  features  year-round  discounts 
of  up  to  15 %  off  our  great  retail  rates  and  discount  coupons  for  future 
rentals.  Simply  complete  the  form  below  and  return  it  to  Alamo  today! 

Try  this  discount  program  with  your  next  Alamo  rental.  Just 
:  _  book  with  your  travel  agent  or  Alamo.  Se  sure  to  request 
/  I.D.  Number  230413  and  Rate  Code  &Y. 

kS  CWi\/£.VWWV 


V  ft 

employee  services  management  V 

ei 

if 

y 

l  I 

Alamo' 


ASSOCIATION 


\-W0-3s4-Z32Z 

<?0tfU*vo.cov*v 


Alamo  features  OM  vehicles. 


©2001  Alamo  Rent-A-Car,  L.L.C.  All  rights  reserved.  7530-A5-301 

Discount  applies  to  base  rate  only.  Taxes  (including  VLF  taxes  up  to  US$1 .89  per  day  in  California  and  GST/VAT),  other  governmentally-authorized  or  imposed  surcharges, 
license  recoupment/air  tax  recovery  and  concession  recoupment  fees,  vehicle  license  fee,  road  fee,  premium  location  charges,  airport  and  airport  facility  fees,  fuel,  one-way 
rental  charge  and  optional  items  are  extra.  Renter  must  meet  standard  age,  driver  and  credit  retirements  (may  vary  by  country).  24-Hour  advance  reservation  required  (up 
to  72  hours  for  licensee  locations).  May  not  be  combined  with  other  discounts.  Availability  is  limited.  Subject  to  change  without  notice.  Blackout  dates  may  apply.  In  the 
United  States,  offer  valid  only  at  airport-serving  locations. 


Mewb€vsUip  Pvo^v^w  cvAex  -Povw 

To  enrol!  your  organization  in  Alamo' s  Membership  Program  and  to  order  membership  i.D.  cards,  simply  detach  this  form  and  send  it  to: 
Alamo ®  Pent-A-Car,  L.L.C.  C/O:  Jagged  Peak,  12200  54th  Street  North,  Suite  C,  Clearwater,  FL  33762-5603,  or  fax  it  to:  1-300-749-4993. 


Number  of  employees . 

Your  Name _ 

Your  Title _ 

Organization _ 

Address _ 

City - 

State _ 

Phone _ 

Fax _ 


Number  of  cards  requested . 
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© 2001  Alamo  Rent-A-Car,  L.L.C.  All  rights  reserved. 
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Serving  the  free  agent  nation 

In  a  slow  economy,  employees  look  to  services  that  help 
them  take  control  of  their  careers 

By  Michael  P.  Scott 

In  his  book,  Free  Agent  Nation:  How  America’s  New  Independent  Work¬ 
ers  Are  Transforming  the  Way  We  Live,  Daniel  Pink  offers  a  peek  into 
employees’  changing  attitudes  towards  work.  His  insights  about  today’s 
job-hopping,  tech-sawy,  fulfillment-seeking,  self-reliant  workers  prompted 
me  to  contact  him  for  an  interview  to  find  out  the  effects  free  agency 
will  have  on  the  state  of  corporate  America  and  the  future  of  employee 
services.  Here’s  Pink’s  perspective  on  the  needs  of  the  new  workforce: 


Scott:  What  is  the  free  agent  con¬ 
cept  and  why  is  it  important  that 
an  organization  be  aware  of  it? 

Pink:  A  free  agent  is  someone 
who  works  untethered  to  a  large 
organization,  which  includes  free¬ 
lancers,  e-lancers,  self-employed 
professionals,  independent  con¬ 
tractors,  temps,  interim  executives, 
and  small-business  entrepreneurs. 
All  told,  about  30  million  Ameri¬ 
cans  (nearly  one-fourth  of  the  U.S. 
workforce)  are  free  agents. 


Scott:  Why  do  employee  services 
professionals  need  to  have  a  handle 
on  the  free  agent  phenomenon  when 
most  of  the  employees  they  serve  are 
in  traditional  9-to-5  roles? 

Pink:  Because  more  and  more  em¬ 
ployees  are  adopting  a  free  agent 
mentality.  If  you  understand  free 
agency,  you  understand  what's 
going  on  in  the  hearts  and  minds  of 
today's  top  talent.  Then,  you  can 
structure  programs  that  meet  their 
needs  and  help  retain  them. 


Author,  Daniel  Pink 
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Scott:  What  impact  do  free 
agents  have  on  the  traditional 
business  world? 

Pink:  Many  of  today's  employees 
are  saying  goodbye  to  the  tradi¬ 
tional  world  of  work  as  we  know  it 
and  are  embracing  a  new  mindset 
where  freedom  is  valued  over  sta¬ 
bility.  Self-expression  is  limitless 
and  defining  success  on  their  own 
terms  becomes  key.  Let's  face  it, 
today's  employees  have  a  lot  more 
options  than  they  had  20  years  ago. 
Therefore,  talented  people  need 
organizations  far  less  than  organiza¬ 
tions  need  talented  people. 

Scott:  Isn't  security  important  to 
these  workers? 

Pink:  Sure,  but  today's  free  agent 
sees  the  concept  of  security  in  a 
different  light  than  those  who  are 


in  traditional  work  roles.  Security 
is  viewed  in  terms  of  choices  and 
options.  In  fact,  in  my  interviews 
with  hundreds  of  free  agents,  the 
vast  majority  indicated  that  they 
felt  more  secure  working  in  an 
independent  capacity  than  in  a  tra¬ 
ditional  9-to-5  role.  Why?  Their 
responsibilities  were  diversified. 
They  had  several  clients  to  report 
to  instead  of  a  single  boss. 

Scott:  What  advice  do  you  have 
for  readers  with  respect  to  the  deliv¬ 
ery  of  work/life  programs ,  given  the 
evolving  nature  of  the  workforce 
and  our  volatile  economy? 

Pink:  Stay  abreast  of  the  emerg¬ 
ing  workforce  trends  and  make 
adaptations  with  the  free  agent 
mentality  in  mind.  In  an  economic 
downturn,  employees  often  take 


the  time  to  reflect  on  and  reassess 
their  options.  In  fact,  with  down¬ 
sizing  continuing  to  occur  and  job 
opportunities  becoming  tighter, 
many  employees  are  being  forced 
into  free  agency.  This  isn't  going 
away.  Rather  than  fighting  it  or 
ignoring  it,  the  smartest  business 
leaders  are  trying  to  understand  it. 

Scott:  Are  there  any  additional 
areas  that  employee  services  profes¬ 
sionals  should  be  exploring  to  better 
address  the  needs  of  free  agents? 

Pink:  Take,  for  example,  educa¬ 
tion.  Free  agents  desire  profess¬ 
ional  growth  opportunities,  so 
initiatives  that  promote  inde¬ 
pendent,  self-directed  learning  will 
be  well  received.  Instead  of  offer¬ 
ing  petcare  and  dry-cleaning  ser¬ 
vices,  you  may  want  to  consider 
_  developing  book  clubs,  dis¬ 
tance-learning  centers  and 
even  onsite  home  schooling 
groups  for  employees.  Keep 
in  mind  that  free  agents 
seek  to  provide  their  talent 
(products,  services,  advice) 
in  exchange  for  opportunity 
(money,  learning,  connec¬ 
tions,  freedom).  That's  the 
social  contract  of  work  in 
the  2 1  st  century.  esm 


Michael  P.  Scott  is  president 
of  the  Nevada  Star  Frontier 
Exchange,  Carson  City,  NV,  a 
strategic  communications  firm 
that  assists  individuals  and  orga¬ 
nizations  in  reaching  new  fron¬ 
tiers  of  success.  He  can  be 
reached  at  nevadastar4@earth- 
link.net.  Daniel  Pink  is  a  reg¬ 
ular  contributing  editor  to  Fast 
Company  magazine  and  a 
former  White  House  speech- 
writer.  He  can  be  reached  at 
dan@freeagentnation.com. 
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Americans  are  still  placing  an  importance  on 
exercise,  despite  the  low  economy 

By  Mike  May 

Trends  in  the  fitness  equipment  industry  can  help  employee  services 
providers  predict  their  employees’  future  fitness  needs.  For  example, 
statistics  on  the  type  of  equipment  consumers  have  purchased  in  the  last 
year  can  aid  them  in  the  purchase  of  new  equipment  for  the  fitness  center 
and  the  selection  of  new  fitness  activities.  Use  the  following  research  in  com¬ 
bination  with  an  employee  needs  assessment  to  maintain  a  high  level  of 
interest  in  your  fitness  program. 


Like  Ol'  Man  River,  the  fitness 
equipment  industry  keeps  rolling 
along.  Sales  gains  at  the  end 
of  the  1990s  were  not  in  the 
same  league  with  the  robust  fig¬ 
ures  posted  earlier  in  the  decade, 
but  remained  steady  in  the  mid¬ 
single  digits.  According  to  the 
2001  SGMA  State  of  the  Industry 
Report  sponsored  by  the  Sporting 
Goods  Manufacturers  Association 
(SGMA),  North  Palm  Beach,  FL, 
fitness  manufacturers'  sales  in¬ 
creased  six  percent  in  2000  and 
will  climb  to  an  equal  amount  by 
the  end  of  2001,  barring  a  serious 
economic  downturn. 


The  number-one 
demographic 

Aging  baby  boomers,  some  70 
million  strong,  invented  the  fitness 
movement  and  show  no  signs  of 
abandoning  it  as  they  age.  If  any¬ 
thing,  they  are  becoming  more 
committed  to  it:  while  there  is  no 
such  thing  as  the  fountain  of  youth, 
exercise  is  as  close  as  you  can  get. 
Baby  boomers,  now  age  36-55, 
increasingly  have  the  disposable 
income,  as  well  as  the  inclination, 
to  join  health  clubs  and  to  invest  in 
home  fitness  equipment.  A  1997 
study  by  SGMA  found  that  33  per¬ 
cent  of  U.S.  households  owned 


and  regularly  used  fitness  equip¬ 
ment,  a  figure  that  would  have 
seemed  impossible  20  years  ago. 

Market  overview 

Exercise  equipment  is  sold  into 
three  separate  markets  through 
four  major  channels.  The  largest 
market  is  home  equipment,  which 
has  grown  strongly  throughout 
the  decade.  The  home  equip¬ 
ment  market  has  been  mainly 
fueled  by  enormous  gains  in 
sales  of  treadmills  and  lesser,  but 
still  significant,  growth  in  sales 
of  home  gyms  and  other  weight¬ 
training  equipment. 
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The  10  Components 


Health  clubs  are  the  second  mar¬ 
ket.  Here,  the  number  of  facilities 
and  memberships  has  grown 
steadily  since  the  recession  in  the 
early  1990s.  In  1987,  American 
Sports  Data,  Inc.,  Hartsdale,  NY, 
tallied  17.4  million  health  club 
members;  by  1999,  the  number 
was  30.6  million,  a  gain  of  76  per¬ 
cent.  Perhaps  more  dramatic  is  the 
changing  composition  of  this 
membership:  between  1987  and 
1 999,  the  number  of  members  age 
35-54  increased  1 1 7  percent  and 
those  age  55  and  older  rose  253 


percent.  Membership  in  the  18-34 
age  group  rose  a  paltry  nine  per¬ 
cent,  perhaps  forecasting  a  future 
difficulty  for  the  industry. 

The  third  market  is  "the  vertical 
market,"  non-health-club  installa¬ 
tions  ranging  from  corporations  to 
hotels  to  apartment  houses  to  uni¬ 
versity  student  gyms  to  hospitals 
and  even  to  senior  citizen  resi¬ 
dences.  This  market  has  been 
booming.  For  a  major  segment  of 
the  population,  convenient  access 
to  a  place  to  work  out  has  become 
one  of  life's  little  luxuries.  The  four 


channels  through  which  equip¬ 
ment  is  sold — direct  from  the 
manufacturer,  through  mass  mer¬ 
chants,  through  sporting  goods 
stores,  and  through  specialty 
stores — are  all  reported  to  be 
enjoying  increased  volume. 

Meanwhile,  sales  to  internation¬ 
al  markets  have  increased  steadily 
as  the  health  club  industry  estab¬ 
lished  a  beachhead  in  the  U.K. 
and  then  spread  across  Europe. 
Australia  is  also  fitness-conscious. 
Health  clubs  are  increasingly  pop¬ 
ular  in  major  Asian  cities  as  well. 


The  Latest  Fitness  Trends 


In  the  new  Millennium,  fitness  is  still  the  "in"  thing,  according  to  the  Sporting  Goods 
Manufacturers  Association's  (SGMA)  Tracking  the  Fitness  Movement  2001  Report. 

Weight  Training:  Women  comprise  46  percent  of  the  total  users  of  free  weights. 

Between  1990  and  2000,  free-weight  training,  by  both  sexes,  increased  67  percent.  Women 
are  more  likely  to  use  hand  weights,  while  the  men  prefer  barbells  or  dumbbells. 

Women  Muscle  In:  As  far  as  participation  is  concerned,  women  outnumber  men  in  fit¬ 
ness  walking,  treadmill  exercise,  stationary  bicycling,  stair-climbing  machine  exercise,  aer¬ 
obic  rider  exercise,  cross-country  ski  machine  exercise,  elliptical  motion  trainers,  aerobic 
dance  exercise,  abdominal  machines,  yoga/tai  chi,  fitness  swimming,  aquatic  exercise, 
cardio-kickboxing,  and  stretching. 

Exercise  at  Home:  Americans  spent  approximately  $5.8  billion  on  home  exercise  equip¬ 
ment  in  2000,  compared  to  $1.9  billion  in  1990.  Treadmills  still  lead  the  way  in  sales,  but 
free  weights,  benches  and  home  gyms  have  grown  steadily.  The  trend  towards  treadmills 
has  taken  some  of  the  fitness  walkers  inside — a  trend  that  is  likely  to  continue  as  the  U.S. 
population  ages. 

Walk,  Swim,  Bike:  The  numbers  cited  for  these  activities  have  grown  considerably,  as 
many  people  simply  perform  these  activities  for  pleasure,  with  no  thought  of  fitness  benefits. 

Internet  Connection:  Fitness  equipment  can  be  connected  to  the  Internet,  both  at  home 
and  in  health  clubs.  You  can  receive  instruction,  information  or  distraction  while  exercis¬ 
ing.  A  number  of  websites  have  evolved  that  provide  instructions  and  record  keeping. 

Oldies,  but  Goodies:  There  are  three  old  standards  enjoying  a  rebirth — the  medicine 
ball,  pedometer  and  large  exercise  ball.  These  devices  had  fallen  out  of  favor  with  per¬ 
sonal  trainers,  but  are  now  seeing  a  growing  number  of  people  using  them. 

Health  Club  Boom:  Despite  the  weak  economy,  club  managers  state  that  membership 
has  continued  to  grow  during  the  first  half  of  2001,  although  at  a  slower  pace.  People  will 
give  up  'big  ticket'  items  before  they  give  up  health  club  membership.  Since  1987,  total  U.S. 
health  club  memberships  have  nearly  doubled — from  17.4  million  in  1987  to  32.8  million 
in  2000. 

Hot  Categories:  Some  of  the  equipment  that  is  growing  in  popularity  are  elliptical 
motion  trainers,  which  are  no-impact;  resistance  machines,  which  provide  unrestricted 
movements;  and  semi-recumbent  stationary  bikes,  which  are  chair-like  and  more  comfort¬ 
able  than  the  upright  and  recumbent  versions. 
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Motivating  employees 
to  exercise 

Many  in  the  industry  believe 
the  reasons  for  exercising  have 
changed  over  the  past  two 
decades.  In  the  past,  the  para¬ 
mount  reason  has  always  been 
related  to  vanity  or  "looking 
good."  But  now  manufacturers  are 
targeting  "functional  fitness" — the 
idea  of  being  healthy  and  strong 
enough  to  get  more  out  of  your 
daily  life,  whether  that  means 
being  a  better  doubles  partner  or 
hauling  your  groceries  more  grace¬ 
fully  into  the  house. 

Casting  a  shadow  on  this  fairly 
sunny  outlook  for  the  industry 
are  participation  statistics  from 
American  Sports  Data,  Inc., 
which  found  no  appreciable 
increase  over  the  past  decade  in 
the  number  of  people  who  exer¬ 
cise  frequently — that  is,  perform 
one  or  more  of  22  discreet  fitness 
activities  at  least  TOO  times  a 
year.  The  figure  was  51 .5  million 
in  1990  and  50.4  million  in 
1999.  The  frequent  exercise  nee¬ 
dle  seems  to  be  stuck  on  about 
20  percent  of  the  population. 

Purchasing  equipment 

Manufacturers  strive  to  reach 
their  standard,  which  is  expressed 
as  "replicating  the  health  club 
feel."  The  most  discerning  con¬ 
sumers  demand  this  in  their  home 
equipment,  and  the  pressure  to 
meet  that  demand  at  lower  prices 
has  resulted  in  a  strong  move  to 
quality  and  value. 

In  terms  of  home  equipment 
popularity,  the  big  winner  remains 
the  treadmill,  accounting  for  more 
than  $840  million  in  wholesale 
shipments  in  1999,  far  more  than 
any  other  piece  of  equipment. 
Severe  competition  has  gathered 
around  retail  price  points  between 
$1,000  and  $2,000,  and  may  be 
concentrating  on  the  lower  figure,  i 


Popular  and  rec¬ 
ommended  ver¬ 
sions  are  also 
available  for  less. 

Quality  has  im¬ 
proved  greatly  at 
all  price  points 
and  consumers 
are  indicating  a 
willingness  to  pay 
a  little  more  to  get 
significantly  bet¬ 
ter  performance 
or  enhanced  elec¬ 
tronics.  Fitness 
equipment  execu¬ 
tives  say  the  average  price  paid  for 
a  treadmill  is  actually  rising  slight¬ 
ly  as  consumers  recognize  the 
added  value. 

The  same  story  of  improving 
quality  and  declining  prices 
applies  to  the  home  gym  category, 
which  has  enjoyed  increased  sales 
because  of  the  growing  popularity 
of  weight  resistance  training. 
Manufacturers'  shipments  of  home 
gyms  rose  350  percent  between 
1990  and  1999,  from  $60  million 
to  $270  million.  Strength  training 
has  increased  markedly  among 
women,  many  of  whom  were 
introduced  to  the  practice  by 
personal  trainers.  The  number 
of  women  who  train  with  free 
weights  rose  134  percent  between 
1990  and  1999,  from  8.3  million 
to  19.4  million.  Indeed,  lifting 
free  weights  is  the  single  most 
popular  form  of  exercise  in  the 
U.S.  today,  with  42.8  million  par¬ 
ticipants  in  1999.  Treadmill  exer¬ 
cise  was  second,  with  37.5  mil¬ 
lion  participants. 

A  no-impact  aerobic  exercise 
machine  called  the  elliptical 
motion  trainer  was  introduced  in 
health  clubs  in  the  late  1990s  and 
was  an  instant  hit.  Forms  of  this 
machine  are  gaining  in  sales  for 
home  use  and  may  be  cutting  into 
sales  that  would  have  been  cap¬ 
tured  by  treadmills. 


Future  outlook 

As  with  most  sporting  goods,  the 
fitness  industry  is  susceptible  to 
an  economic  slowdown.  A  signifi¬ 
cant  loss  of  consumer  confidence 
would  likely  result  in  fewer  health 
club  memberships  and  the  post¬ 
ponement  of  major  purchases  of 
home  equipment. 

Over  the  long  term,  most  mem¬ 
bers  of  the  industry  are  confident 
that  the  number  of  those  who  exer¬ 
cise  will  increase.  This  will  occur, 
they  believe,  because  science  has 
shown  exercise  to  be  extraordinar¬ 
ily  effective  in  preventing  disease 
and  improving  health.  A  sedentary, 
overweight  nation  is  an  unhealthy 
nation,  they  reason,  and  the  feder¬ 
al  government  and  the  healthcare 
industry  have  already  begun  cam¬ 
paigning  to  get  people  up  and 
moving  for  their  own  good,  esm 

Mike  May  is  director  of  com¬ 
munications  for  the  Sporting 
Goods  Manufacturers  Association 
(SGMA),  North  Palm  Beach,  FL. 
He  can  be  reached  at  (561) 
840-1165,  mmsgma@aol.com  or 
www.sgma.com. 
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Life  in  the  fast  lane  has  given  birth  to  a  new  American 
vacation  trend.  Here’s  how  to  help  your  employees  y 
make  the  most  of  it.  v 

By  Rick  Stockton 


The  long-standing  American  tradition  of  two- week  vacations  isn’t  a  thing 
of  the  past  just  yet,  but  many  travel-related  businesses  have  noticed 
the  emergence  of  another  interesting  trend:  the  mini-vacation.  Broadly 
defined  as  a  trip  of  seven  days  or  less,  the  mini-vacation  typically  consists  of 
a  three-day,  two-night  excursion  (considered  the  universal,  low-end  travel 
package).  These  getaways  have  incredible  appeal  among  today’s  employees, 
who  often  find  themselves  overwhelmed  at  work,  desperately  searching  for 
a  day  or  two  of  time  off  to  enjoy  with  family  or  friends.  Add  an  economic 
slowdown  and  a  fear  of  future  terrorist  attacks  to  that  scenario,  and  it’s  no 
surprise  that  many  employees  will  likely  plan  two  mini-vacations  this  year 
instead  of  one  two-week-long  getaway. 
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In  200®*.  more  than  half  of  all  travel  in  the  ULS-  was 

for  two  iiigitts  or  less. 

— Travel  Industry  Association  of  America  (TIA) 


Research  by  the  Travel  Industry  Association  of 
America  (TIA),  Washington,  DC,  also  points  to  the 
popularity  of  mini-vacations.  According  to  TIA's 
Travelscope®  research,  most  domestic  travel  for  the  year 
2000  was  of  the  short-trip  variety.  In  fact,  more  than 
half  of  all  travel  in  the  U.S.  was  for  two  nights  or  less. 
Weekend  travel  is  also  on  the  rise.  Compared  to  five 
years  ago,  day  trips  and  weekend  trips  are  more  popu¬ 
lar  than  trips  lasting  one  week  or  longer.  One-third  of 
American  adults  took  five  or  more  weekend  trips  in  the 
past  year. 

Reasons  for  change 

Why  are  Americans  suddenly  more  inclined  to 
shorter-stay  getaways?  First  of  all,  they  cost  less.  Many 
travel  industry  discounts  and  special  offers  require 
travelers  to  book  their  trips  only  a  month  or  two  ahead 
of  time.  Mini-vacations  are  also  less  of  a  guilt  trip. 
Employees  can  take  off,  enjoy  a  few  days  of  concen¬ 
trated  fun,  and  return  to  work  knowing  they  won't  have 
to  spend  valuable  work  time  playing  catch  up.  As  for 
the  kids,  they  miss  only  one  or  two  days  of  school, 
so  it's  easier  for  them  to  make  up  homework 
assignments.  Another  mini-vacation  plus  is  that  fami¬ 
lies  find  them  easier  to  coordinate  around  their  busy, 
divergent  schedules. 

As  the  trend  toward  mini-vacations  continues  to  gain 
momentum,  many  companies  are  enhancing  their  trav¬ 
el  programs  by  hiring  travel  providers  that  specialize  in 
short-trip  destination  packages.  These  providers  offer 
employees  a  number  of  advantages: 

1.  Expertise.  Once  the  decision  is 
made  to  plan  a  mini-vacation,  where 
do  employees  go  to  learn  about  the 
destination?  Some  call  friends  while 
others  might  contact  a  travel  agent.  The 
Internet  has  also  become  a  popular 
source  of  travel  information.  However, 
employees  working  for  companies  that 
have  established  partnerships  with 
mini-vacation  travel  providers  have  yet 
another  option.  They  can  consult  with  a 
company-promoted  expert  who  special¬ 
izes  in  booking  packages  to  their  desti¬ 
nation  of  choice. 

For  example,  a  provider  of  Southern 
California  vacations  will  likely  have  vis¬ 
ited  Disneyland  theme  parks  at  least 
once  in  the  past  12  months,  along  with 
many  of  the  other  major  attractions  in 


the  area.  In  addition,  there's  a  good  chance  the  person 
who  answers  the  phone  has  either  stayed  in  or  taken  a 
personal  tour  of  each  recommended  hotel.  Thus, 
inquiring  employees  benefit  from  the  travel  provider's 
first-hand  knowledge. 

Travel  providers  frequently  offer  impromptu  sugges¬ 
tions,  which  can  add  to  the  overall  enjoyment  of  a 
vacation.  These  might  include  best  times  to  travel, 
roads  under  construction  to  avoid,  nearby  hotels  and 
attractions,  shortest  routes  to  the  destination,  and  tips 
on  terrific  restaurants,  shops  and  nightlife. 

2.  Service.  Many  travel  suppliers  offer  consistently 
extraordinary  service  to  employees  and  their  families  in 
an  effort  to  build  long-term  relationships  with  compa¬ 
nies.  A  skilled  agent  can  help  an  employee  package  an 
entire  mini-vacation  in  less  than  10  minutes,  including 
hotel  accommodations  and  tickets  to  area  attractions. 

During  the  actual  vacation,  the  travel  provider  can 
also  be  a  friend.  If  a  problem  or  misunderstanding 
occurs — whether  at  a  theme  park  or  hotel — the  travel 
provider  can  usually  clear  it  up  quickly  because  they 
have  built  relationships  with  these  organizations. 

3.  Best  deals.  Travel  providers  worth  their  salt  offer 
unsurpassed  vacation  value.  They  work  closely  with 
hotels  and  attractions  to  secure  the  lowest  possible 
prices.  Resulting  discounts  are  usually  built  into  pack¬ 
ages.  Travel  providers  are  often  the  first  to  announce 
special  bargains,  some  of  which  are  only  avail¬ 
able  through  the  travel  provider's  services.  Top  pro¬ 
viders  offer  additional  discount  opportunities  through 
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exclusive  coupon  books.  These  freebies  can  save 
employees  hundreds  of  dollars  at  restaurants,  stores 
and  entertainment  venues. 

Although  studies  show  that  travelers  prefer  driving  to 
mini-vacation  destinations,  some  travel  providers  offer 
excellent  discounts  on  airfares.  By  flying,  employees 
can  give  themselves  an  extra  half  day  or  more  at  their 
destination — a  vital  consideration  when  planning  a 
short  trip. 

4.  Intangibles.  Some  travel  providers  make  con¬ 
tributions  to  company-backed  causes  like  the  ESM 
Association  Foundation.  It's  a  simple  process:  When 
an  employee  purchases  a  vacation,  the  travel  provider 
earmarks  a  portion  of  the  package  price  to  the  cause. 
This  gesture  serves  as  an  added  incentive  for  employ¬ 
ees  to  book  a  trip  through  the  company's  travel  pro¬ 
gram  rather  than  plan  one  on  their  own. 

Back  to  basics 

It  could  be  that  the  mini-vacation  phenomenon  is 
simply  a  byproduct  of  another  American  industry  trend 
toward  balancing  work  and  personal  life.  Recent  stud¬ 


ies  have:  discovered  that  a  majority  of  employees  want 
to  work  for  companies  that  give  them  time  for  life 
outside  the  workplace.  A  recent  www.jobtrack.com 
survey  found  that  42  percent  of  all  job  seekers  identify 
work/life  issues  as  the  most  important  consideration  in 
their  choice  of  a  new  job.  Similar  statistics  from  the 
PricewaterhouseCoopers  Survey  2000  say  the  primary 
goal  of  57  percent  of  college  students  is  achieving 
a  balance  between  personal  life  and  career.  So,  it 
may  be  time  to  take  this  mini-vacation  madness  ser¬ 
iously.  Helping  employees  balance  their  work  and 
personal  lives  is  likely  to  gain  recognition  for  your 
company  as  a  top  employer.  esm 

Rick  Stockton  is  a  freelance  writer  with  17  years  of  travel 
industry  experience,  including  12  years  as  a  senior  writer  in 
the  Advertising/Creative  Department  at  Walt  Disney  World 
Co.,  Orlando,  FL.  He  currently  works  as  creative  consultant 
for  Get  Away  Today  Vacations,  South  Ogden,  UT.  Stockton 
may  be  reached  at  (801)  373-5824  or  rsstock@burgoyne.com. 


Savings  of  15%  to  30%  off  your  next  stay! 


Call  participating  AmeriHost,  Days  Inn,  Howard  Johnson,  Knights  Inn,  Ramada, 
Travelodge,  Wingate  &  Villager  hotels  to  receive  substantial  discounts. 
Remember  to  give  your  Member  Benefit  I.D.  number  20646 
when  making  reservations. 
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To  order  wallet  cards  of  program 
fax  your  request  to  Derek  EErrichetti  (973)  496-1084. 


AmeriHost 
Inn 


1-800-996-2087 

Member  Benefit 
ID#  20646 


DAYS  INN 


1-800-268-2195 

Member  Benefit 
ID#  20646 


A  better  quality  of  life  on  the  read 


B  -  nights I 
Inn 


H  Travelodge 


1  -800-769-0939  1  -800-682-1 071 

Member  Benefit  Member  Benefit 
ID#  20646  ID#  20646 


1-800-462-8035 

Member  Benefit 
ID#  20646 


1-800-545-5545 

,  Member  Benefit 
ID#  20646 


built  Fdr  Business* 

1-877-202-8814 

Member  Benefit 
ID#  20646 


1-888-821-5779 

Member  Benefit 
ID#  20646 


"Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable;e  to  groups.  Blackout  dates  may  apply. 
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Hi 


YOU  WANT 
A  UNIQUE 
EXPERIENCE 

but  not  too  far  away. 


.7 


YOU  WANT 
A  FAMILY 
VACATION, 

that  makes  everyone  happy. 


Come  together  at  Busch  Gardens  and  SeaWorld  Adventure  Parks,  the  only  places  where  your  family  will 
experience  once-in-a-lifetime  animal  interactions  and  world-class  thrill  rides.  For  additional  information  on 
Anheuser-Busch  Adventure  Parks  and  Adventure  Club,  please  call  1-888-925-8287. 


SeaWorld 

ADVENTURE  PARKS 


Orlumh.  Sim  Antonio.  Sr  Son  Diego 


Jte  H 

Gardens 


Tampa  Bay  •  Wil/iaiNsbuiji 

www. buschgardens.com 
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All  riglils  riser  veil 


Tips  for  implementing  a  conflict  resolution  program 
as  a  voluntary  benefit 

By  John  P.  Biancardi  and  Daniel  E.  Wax 


w 


hether  it  be  a  divorce,  contractual  dispute  or  insurance  conflict,  right 
now,  a  percentage  of  your  employees  sire  dreading  the  process,  high 
cost  and  aggravation  of  taking  their  legal  problems  to  court.  They  think  their 
only  choice  is  to  litigate  or  arbitrate  disputes.  In  fact,  the  civil  process  is  forcing 
many  of  them  to  fight  when  they’d  rather  not.  Essentially,  when  they  turn  over 
their  dispute  to  an  arbitrator  or  judge,  they  give  up  their  power  to  resolve  the 
matter  themselves. 


Yet,  alternative  means  for  resolving  conflicts  exist  that 
are  worth  explaining  to  employees  for  the  sake  of  their 
well  being  and  the  company's  productivity  levels.  If  you 
suspect  that  your  company's  absenteeism  is  increasing 
due  to  employee  stress  over  legal  affairs,  an  employee 
mediation  program  may  be  the  answer. 


Fact  vs.  myth 

When  defining  mediation,  we  must  first  dispel  myths 
about  its  purpose.  Mediation  should  not  be  confused 
with  litigation  or  arbitration.  It  is  usually  much  quicker, 
far  less  expensive  and,  in  some  cases,  available  from 


« 
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the  comfort  of  an  employee's  home  or  office.  Mediation  is 
not  a  settlement  conference,  nor  is  it  simply  a  matter  of 
splitting  the  difference.  Although  it  is  informal  by  design, 
mediation  can,  and  does,  resolve  complex  legal  matters. 
Any  dispute  that  can  be  litigated  can  be  mediated.  In  fact, 
many  jammed  court  jurisdictions  are  recognizing  the  effi¬ 
ciency  of  mediation  and  mandating  cases  into  mediation 
to  relieve  court  congestion.  Court-mandated  mediation 
explicitly  implies  two  of  the  many  attributes  of  mediation: 
that  all  civil  lawsuits  are  appropriate  for  mediation  and 
any  remedy  that  is  available  in  litigation  is  equally  avail¬ 
able  in  mediation. 


Understanding  mediation 

Mediation  is  a  process  in  which  disputing  parties 
meet  with  a  trained,  neutral  third  party  called  the 
mediator.  Attorney  representation  is  not  required, 
although  it  is  permitted.  Unlike  an  arbitrator  or  judge, 
the  mediator  lacks  the  power  to  impose  a  decision  on 
the  disputing  parties.  Instead,  the  mediator  helps  them 
explore  their  concerns  and  communicate  construc¬ 
tively.  The  participants  are  guided  to  their  own  solu¬ 
tions  and  helped  to  create  a  mutually  acceptable 
agreement.  After  all,  the  disputants  are  most  intimately 
familiar  with  the  problem  and  know  best  what  it  might 


SAMPLE  MEDIATION  CASES 


Case  A:  Nine  years  of  marriage  ended  in  a  bitter  split  that  threatened  prolonged  lit¬ 
igation.  Two  children  and  substantial  property,  including  a  business,  were  involved.  A 
litigation  might  have  taken  a  year  to  conclude,  left  the  ex-spouses  bitter  and  drained, 
and  cost  up  to  20  percent  of  the  estate.  A  three-day  mediation  produced  an  agreement, 
approved  by  the  court,  that  both  parties  could  live  with.  It  cost  slightly  under  one  per¬ 
cent  of  the  value  of  the  estate. 

Case  B:  A  female  supervisor  and  male  supervisor  were  having  difficulty  working 
together  effectively.  The  female  supervisor  had  previously  reported  to  the  male  before 
becoming  his  peer.  This  was  impacting  their  respective  departments  as  well  as  other 
areas  of  the  company.  In  upper  management's  view,  both  were  valued  employees. 

Through  mediation,  they  reached  an  agreement  on  how  best  to  cooperate  in 
the  workplace. 

Case  C:  Seven  middle  managers  and  professional  level  employees  were  upset  with 
a  member  of  upper  management  after  receiving  negative  performance  evaluations. 

Corporate  Human  Resources  arranged  for  mediation.  The  outcome  was  agreement  on 
clearer  communications  of  expectations  and  consistency  in  evaluating  performance.  j 

Case  D:  A  magazine  publisher  was  about  to  sue  a  major  advertiser  over  unpaid 
fees.  The  advertiser  had  a  large  cash  flow  problem  that  would  be  more  difficult  to 
solve  with  a  lawsuit  pending.  A  mediation  produced  the  following  creative  result,  j 

impossible  through  the  courts:  the  advertiser,  through  its  trade  association  and  other  \ 

business  contacts,  arranged  a  guaranteed  mix  of  advertising  and  cut-rate  business  ser-  J 

vices  for  the  publisher  This  allowed  reduction  in  the  unpaid  fees,  continuation  of  the  j 

business  relationship  and  continued  viability  of  the  advertiser. 

Case  E:  A  young  man,  who  required  regular  dialysis  for  end-stage  kidney  disease, 
was  refused  further  treatment  by  the  dialysis  center  he  had  been  visiting.  In  addition, 
he  felt  aggrieved  by  his  doctor,  the  local  dialysis  trade  association  and  his  health  plan.  j 

This  gentleman  had  initiated  a  lawsuit  and  was  contemplating  further  legal  action  and 
a  media  campaign.  Mediation  clarified  issues  of  behavior  and  promoted  solutions  that 
reinstated  care  in  his  health  plan's  network. 

Case  F:  Union  representatives  and  management  of  a  major  employer  were  at  an 
impasse  over  new  provisions  for  the  existing  collective  bargaining  agreement. 

Agreement  was  reached  on  the  timing  of  introducing  the  changes  and  their  impact  on 
both  sides. 
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take  to  reach  an  agreement.  As  with  arbitration  and  lit¬ 
igation,  the  mediation  agreement  is  fully,  legally  bind¬ 
ing  and  enforceable  in  court,  but  only  if  the  disputants 
want  it  that  way. 

Therefore,  mediation  is  the  opposite  of  litigation  and 
arbitration.  It  is  a  guided  and  controlled  cooperative 
process  that  often  results  in  a  "win-win"  outcome. 
Litigation  and  arbitration,  on  the  other  hand,  are  adver¬ 
sarial  processes  that,  by  definition,  provide  a  "win- 
lose"  result.  Mediation  works  best  when  applied  early 
on  in  the  conflict  because  there  is  little  risk  in  trying 
it  before  litigation  or  arbitration  and  it  is  successful 
most  of  the  time.  If  a  disputant  does  not  like  the  out¬ 
come,  they  need  not  sign  the  agreement.  In  the  rare 
case  that  mediation  fails,  courts  are  always  waiting 
and  the  disputants  have  spent  little  time  and  a  frac¬ 
tion  of  the  cost  of  litigation. 

Choosing  a  provider 

Companies  are  taking  two  approaches  to  offering 
employees  mediation  services  as  a  cutting-edge  volun¬ 
tary  benefit:  as  a  discounted,  pay-as-used  benefit  that 
costs  employers  nothing  or  on  a  capitated  basis,  for  all 
employees'  non-employment  legal  needs.  A  quality 
mediation  benefit  provider  will  have  the  means  to 
serve  employees  or  company  subdivisions  that  are 
geographically  widespread.  The  provider's  mediator 
specialists  should  have  expertise  in  a  variety  of  con¬ 
flicts  and  multi-cultural/multi-lingual  capabilities  to 
service  a  diverse  workforce. 

Fortunately,  web-based  and  telephonic  delivery  of  a 
variety  of  mediation-based  services  is  becoming  avail¬ 
able  and  growing  along  with  broadband  capability. 
Real  time,  online  video  conferencing  mediation  is 
expanding,  making  pairing  of  top  mediators  around 
the  country  with  disputants  less  dependent  on  geo¬ 
graphic  proximity  and  travel. 
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Finally,  the  mediation  benefit  provider  should  have 
ongoing  quality  control  and  certification  of  its  mediators 
as  well  as  efficient  access,  rapid  response  and  protected 
links  for  confidentiality  of  mediation  proceedings.  After 
these  conditions  are  met,  the  provider  is  likely  to  use  sim¬ 
ple  telephonic  and  web  links  to  initiate  the  mediation 
process  accompanied  by  educational  content  that  intro¬ 
duces  employees  to  the  nature  of  mediation. 

Concliision 

Mediation  is  similar  to  litigation  and  arbitration  in 
that  mediation  agreements  can  be  fully,  legally 
enforceable  in  court.  Ffowever,  there  are  three 
reasons  why  the  mediation  process  is  more  attractive: 
(1)  Disputants  in  mediation  maintain  control  of  the 
outcome;  (2)  Mediation  is  comparatively  quick  and 
inexpensive;  and  (3)  Unlike  litigation  and  arbitration, 
mediation  can  be  confidential,  it  preserves  relation¬ 
ships  between  disputants  and  often  yields  a  "win-win" 
result.  Conflict  resolution  services  based  on  a  media¬ 
tion  paradigm  are  a  cutting-edge  employee  benefit. 
With  proper  quality  control  and  easy  access  to  such 
a  benefit,  your  company  is  likely  to  enjoy  de¬ 
creased  Absenteeism  and  increased  productivity 
while  enhancing  retention,  job  satisfaction  and 
employee  well  being.  esm 

John  P.  Biancardi,  chief  training  officer,  ConflictSolvers, 
LLC,  Laguna  Niguel,  CA,  was  a  presenter  at  ESM  Association's 
60th  Annual  Conference  &  Exhibit,  New  Orleans,  LA.  Daniel 
E.  Wax,  general  counsel,  ConflictSolvers,  LLC,  is  a  mediator, 
author  of  numerous  articles  on  mediation  and  former  lit¬ 
igator.  Both  authors  can  be  reached  at  (888)  562-4000 
or  www.conflictsolvers.com. 


ESM  Can  Help  Your  Employees  Save  With  Avis! 


ESM  Association  members  use  employee  services  to  mourn 
the  death  of  our  heroes  and  find  hope  for  the  future 


By  Renee  M.  Mula,  editor 

When  it  comes  to  world  issues,  ESM  Association  members  have  been 
known  to  use  their  professional  skills  to  unite  employees  and  make  a 
difference.  Their  immediate  response  to  the  attacks  on  America  was 
no  different.  Members  across  the  nation  stepped  up  and  fought  against  ter¬ 
rorism  by  implementing  employee  giving  programs  to  show  their  support  and 
Employee  Assistance  Programs  to  help  employees  deal  with  this  tragedy,  in  an 
E-Mail  Listserve*  question,  ESM  Association  asked  members  to  describe  how 
they  rallied  employees  to  help  those  in  need.  Here  is  a  sample  of  their  responses: 


Karl  Weiss,  manager,  work/life  and  recognition, 

Eddie  Bauer,  Inc.,  Redmond,  WA: 

"1.  We  chose  to  have  our  Global  Relief/Add  a  Dollar 
Program  benefit  the  American  Red  Cross  Disaster 
Relief  Fund.  So  far,  customers  and  associates  have 
donated  over  $250,000  to  this  effort.  Our  parent  com¬ 
pany  is  contributing  an  additional  $50,000  to  the  fund. 

2.  Our  New  York  and  New  jersey  district  dir¬ 
ectors  are  contributing  to  local  efforts  by  donating 
clothing  items. 


3.  We  are  encouraging  employees  to  give  blood  to 
local  blood  banks  over  the  next  few  months  because 
blood  bank  representatives  have  estimated  that  more 
blood  will  be  needed  in  the  future. 

4.  Proceeds  from  our  United  Way  fundraising  efforts 
will  be  donated  to  United  Way's  September  11  Fund. 
We  have  held  two  auctions  and  a  Mental  Marathon 
Game  toward  this  fundraiser. 

5.  Our  associates  also  gave  back  to  the  local  com¬ 
munity  by  participating  in  a  United  Way  Day  of  Caring. 
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Banding  Together 


This  translated  into  more  than  $67,000  worth  of  labor 
toward  strengthening  our  community. 

6.  We  are  providing  crisis  debriefings  and  exten¬ 
sive  Employee  Assistance  Program  support  to  our 
retail  associates  in  the  New  York  and  Washington, 
DC  areas." 

Mary  Cusack,  human  resources  representative, 
employee  services  and  community  relations,  BAE 
Systems,  Inc.,  Greenlawn,  NY: 

"Many  employees  are  related  to  someone  who  works 
near  the  World  Trade  Center  and  some  employees  lost 
close  relatives.  Everyone  is  discovering  that  they 
know  someone  that  knows  someone  that  is  either 
missing  or  dead.  It  is  really  a  tragic  time  not  only  for 
those  directly  affected,  but  for  our  entire  country. 
We  invited  a  counselor  to  our  site  on  September  12 
and  a  number  of  employees  have  called  our  EAP 
program  to  receive  help. 

Patriotism  is  very  high,  and  I  hope  it  continues.  We 
gave  out  flags  for  employees  to  put  on  their  cars  and 
lapel  pins  to  wear  to  work.  We  are  currently  collecting 
monies  for  the  American  Red  Cross  and  Salvation 
Army.  Our  company  plans  to  match  the  amount  con¬ 
tributed  by  the  employees.  It  will  take  time  to  get  back 
to  whatever  'normal'  is,  but  it's  getting  better." 

Cyndi  Fischer,  employee  services  manager,  Arch 
Wireless,  Inc.,  Dallas,  TX: 

"We  raised  nearly  $1,000  by  giving  away  American 
Flag  stickers  to  employees  who  donated  to  the 
American  Red  Cross  Disaster  Relief  Fund  for  New  York. 
This  sticker  allowed  them  to  participate  in  Dress  Down 
Day.  We  are  also  participating  in  a  Teddy  Bear  Drive. 
The  bears  are  being  shipped  to  New  York  and 
Washington,  DC,  and  distributed  to  children  affected 
by  the  tragic  events  on  September  1 1 .  Employees  who 
want  to  participate  can  donate  a  new  Teddy  Bear  and 
attach  a  note,  if  they  wish." 

Barb  Halcomb,  supervisor  facilities  services,  Farm 
Bureau  Insurance,  Indianapolis,  IN: 

"Our  company  has  provided  several  outlets  for 
employees  to  donate  to  various  causes  including  the 
American  Red  Cross  and  United  Way's  September  1 1 
Fund.  The  company  will  match  the  funds  donated  by 
the  employees.  We  are  encouraging  employees  to 
donate  blood  to  local  blood  centers.  We  showed  our 
patriotism  the  Friday  after  the  attacks  by  wearing  red, 
white  and  blue. 

Local  graphic  design  companies  created  American 
Flags  with  'September  11,  2001,  We  Won't  Forget' 
printed  on  them  and  distributed  them  to  local  busi¬ 
nesses.  Our  company  received  about  400  flags  on 
September  12  and  they  were  gone  in  20  minutes.  The 


graphics  company  very  graciously  delivered  more  flags 
that  afternoon.  The  employees  displayed  them  in  their 
office  windows  and  at  their  desks. 

We  also  had  a  moment  of  silence  on  September  12 
at  1 1 :00  a.m.,  followed  by  a  prayer  and  the  singing  of 
'God  Bless  America.'" 

Gillian  Awker,  resident  accounts,  Minnesota  Masonic 
Home  North  Ridge,  New  Hope,  MN: 

"We  are  a  nursing  home  facility  with  a  Resident 
Council.  Together,  the  employees  and  residents  started 
a  committee  to  raise  funds  for  the  American  Red  Cross. 
They  made  red,  white  and  blue  beaded  pins  to  hand 
out  to  donors.  For  every  dollar  donated,  Masonic 
Home  will  donate  two  dollars.  Everywhere  I  look, 
someone  is  wearing  a  pin;  it  is  very  heart-warming  to 
see  so  many  people  who  care." 

Mary  Lou  Deneau,  assistant  disability  management, 
Detroit  Edison  Co.,  Detroit,  Ml: 

"Our  company  is  matching  all  donations  to  the 
American  Red  Cross.  We  shared  a  moment  of  silence 
with  our  CEO  in  our  company's  Peace  Carden,  locat¬ 
ed  in  front  of  our  corporate  headquarters.  The 
American  Flag  popped  up  everywhere  as  our  employ¬ 
ees  regrouped  and  united." 

Conclusion 

For  many  employees,  the  events  that  shocked  our 
nation  sparked  an  overwhelming  desire  to  respond  to 
those  in  need.  As  they  attempted  to  cope  with  a  new 
perspective  on  life  and  freedom,  some  employees 
sought  comfort  in  donning  symbols  of  patriotism, 
while  others  felt  compelled  to  assist  rescue  workers 
and  those  injured  by  donating  funds  or  blood.  We  can 
find  hope  that  we  shall  overcome  this  tragedy  in  the 
actions  of  the  employee  services  providers  who 
planned  these  initiatives  and  the  employees  who  par¬ 
ticipated  in  them.  esm 


Renee  M.  Mula  is  the  editor  of  Employee  Services  Man¬ 
agement  (ESM)  Magazine,  published  by  ESM  Association, 
Oak  Brook,  IL.  She  can  be  reached  at  (630)  368-1280 
or  reneemula@esrnassn.org. 

*The  information  in  this  article  was  compiled  from 
ESM  Association's  E-Mail  Listserve.  If  you  are  interest¬ 
ed  in  asking  your  peers  for  advice  about  employee  ser¬ 
vices  and  receiving  feedback  via  e-mail,  see  the  ad  on 
page  29  to  sign  up  for  this  free  member  service. 


esm  magazine  September  2001 


Vital  Stats 


COMPANY:  Rummel,  Klepper  &  Kaul 
HEADQUARTERS:  Baltimore,  MD 
BUSINESS:  Consulting  Engineers  Co, 

NUMBER  OF  EMPLOYEES:  500 

EMPLOYEE  SERVICES:  Community 
services,  convenience  services,  recre¬ 
ation  programs,  special  events,  travel 
services,  wellness  programs  and 
voluntary  benefits. 


SPOTLIGHTED  EMPLOYEE  SERVICE: 

Company  intranet  site 

INTERVIEW  WITH:  Richard  Moore, 
human  resource  director  and  volun¬ 
teer  employee  services  representative 
through  the  ESM  Association 
Maryland  Chapter;  with  contribution 
from  the  Rummel,  Klepper  &  Kaul 
Information  Systems  Group. 
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In  The  Spotlight 


An  employee  services  program  is  only  as  successful 
as  the  employee  services  provider's  promotional  efforts. 
To  generate  excitement  about  your  programs,  you  must 
use  the  latest  communication  tools.  With  the  increasing 
use  of  e-mail  and  the  Internet,  many  companies  have 
launched  intranet  sites  for  "employees'  eyes  only." 
These  sites,  which  usually  require  a  password  for  entry, 
inform  employees  about  company  news — making  it  an 
excellent  place  to  advertise  the  details  of  your  employ¬ 
ee  services  programs.  Employee  Services  Management 
(ESM)  Association  talked  to  Richard  Moore,  human 
resource  director,  Rummel,  Klepper  &  Kaul  (RK&K), 
about  putting  their  employee  newsletter  and  various 
Human  Resource  functions  online. 

How  it  works 

Moore  works  with  RK&K's  Information  Systems 
Group  to  post  news  items,  update  policy  manuals  and 
present  an  online  version  of  the  employee  newsletter 
for  the  Human  Resource  Department  section  of  the 
intranet  site.  Employees  access  the  site  through  the 
Internet  by  typing  in  the  intranet  address,  which  is  only 
accessible  through  company  computers.  Currently,  the 


company  does  not  track  the  number  of  hits  the  site 
receives,  but  they  estimate  it  receives  up  to  100  or 
more  hits  per  day. 

Main  Page 

The  intranet  site  opens  to  a  green  and  tan  page  with 
a  spinning  company  logo  to  the  left  and  the  Company 
News  section  in  the  middle.  Also  to  the  left,  a  Table 
of  Contents  lists  10  different  menu  options  such  as 
Human  Resources,  Marketing,  Online  Manuals,  Sug¬ 
gestions,  and  other  engineer-related  issues  (See  Photo 
A).  The  colors,  logo  and  design  are  carried  through 
most  pages  of  the  site. 

The  Company  News  section  is  the  central  feature  on 
the  intranet  site.  Here,  employees  can  read  short  blurbs 
about  such  happenings  as  the  opening  of  new  offices, 
company  events  and  employee  community  service  pro¬ 
jects.  Occasionally,  photos  of  these  news  items  accom¬ 
pany  the  text.  One  of  the  most  memorable  events  held 
in  the  last  year  was  a  Pep  Rally  that  RK&K  held  to  cheer 
on  the  Baltimore  Ravens  during  the  Superbowi.  Moore 
posted  pictures  of  employees  enjoying  pizza  while 
donning  their  favorite  Ravens'  gear. 


The  RK&K  Kronicle 

The  RK&K  Kronicle  is  a  monthly 
employee  services  newsletter  that 
employees  receive  in  the  mail 
each  month.  As  more  employees 
acquired  access  to  the  Internet  at 
their  workstations,  the  Human 
Resource  Department  decided  to 
post  the  newsletter  online  in  addi¬ 
tion  to  printing  and  mailing  it  each 
month.  To  date,  about  64  percent  of 
employees  have  access  to  the 
Internet.  They  can  find  the  newslet¬ 
ter  by  visiting  the  home  page  of 
RK&K's  intranet  site  and  clicking  on 
The  RK&K  Kronicle  button.  In  this 
section,  Gina  Miller,  editor,  The 
RK&K  Kronicle,  posts  in-depth  arti¬ 
cles  about  different  employee  ser¬ 
vices  and  provides  an  e-mail 
address  and  phone  number  for 
more  information.  Here  is  a  sample 
of  the  programs  RK&K  employees 
can  learn  about  both  online  and  in 
the  printed  newsletter: 

•  Community  services.  A  sec¬ 
tion  in  the  newsletter  is  dedicated 
to  describing  RK&K's  larger  com¬ 
munity  service  projects.  This  past 
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Benefits  site  temporarily  d 

1  Posted  by  Brian  M  Dial  on  2001  -I 


down.  . 
•09-28  09:22:10 


Many  have  noticed  that  the  btnefits.rkktngineers  com  website  has  been 
down  for  af  ew  deys.  Ttiifl  v/ebsitt  is  not  ruaby  RK&K,  but  those  who  do 
m  it  have  informed  os  they  are  having  technical  difficulties  currently 
and  are  varying  on  bringing  the  site  back  up  sum. 


Pictures  of  the  new  Richmond  office 

Posted  by  Brian  M  Dial  on  2001  -06-06 1 8’37‘22- 


RK&K's  Richmond  office  seat  same  pictures  before,  during,  and  after 
their  move  into  the  new  office  You,  can  view  the  pictures  here. 


Life  Insurance  Re -Enrollment 
Posted  by  Gina  Miller  on  2001  -05-24  1 0:S4 :24 

e  currently  holding  a  re-  ear  ailment  for  our  Life  Insurance  programs 
Ji.  June  15, 2001.  As  you  know,  RK&K  provides  all  full-time 
employees  withLongTerm  Disability,  Accidental  Death  & 

.  Dismemberment  and  Life  Insurance  (atl  andV5  times  your  bast  salary) 
at  no  cost.  During  re-enrollment,  you  may  adder  in  crease  Supplemental 
i):  Life  or  Accidental  Death  &  Dismemberment  Insurencefor  yourself,  your 
:  spouse,  or  your  children:  These  are  voluntary  benefits  and  are  paid  for  by 
the  employee.  Any  changes  you  make  win  be  effective  July  1,2001 . 

If  you  wish  to  make  any  changes  to  your  Life  Insurance'  options,  contact 
Dick,  Gina  ox  Melanie  in  theHuman  Resources  Office.  Re-enrollraentis 
the  only  time  changes  arc  permitted.  In  some  eases,  you  may  need  to 
provide  proof  of  insurability. 

Our  next  rt-enrcllment  period  will  be  in  March  2002,  with  changes 
effective  April  1,2002. 


RK&K  Goes  Businas  Casual  For  The  Summer! 

Posted  by  Dick  Moore  drt^Ml -06-16 13:35:46 

.  ”  /  - TT..  ::  .JAA  AA.'ri  .  ;  - 

Business  casual  will  be  appropriate  dress  from  Memorial  Day  to  Labor 
Day.  Wewill  go  back  to  regular  business  dress-  except  Fridays  -  after 
Labor  Day.  --  ,  ' , .  _ _  _ 


Photo  A:  The  Company  News  section  and  all  of  RK&K's  site  links  can  be  found 
on  the  Main  Page. 
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spring,  RK&K  participated  in  the  Multiple  Sclerosis  1 50 
Bike  Ride  in  Chestertown,  MD.  Photos  of  RK&K's 
"Spin-gineers"  bike  team  were  displayed  in  the 
newsletter.  Articles  about  the  event  helped  recruit 
enough  bike-riders  (employees  and  their  families)  for 
RK&K  to  place  second  in  the  Number  of  Participants 
Category  and  first  in  the  Amount  Raised  Category.  The 
RK&K  Kronicle  also  reports  on  its  charity  walks,  Red, 
White  and  Blue  Fridays  (which  raises  money  for  the 
September  11th  Relief  Efforts)  and  employees'  personal 
community  service  accomplishments. 

•  Discounts.  The  Human  Resource  Department  pre¬ 
sents  employees  with  discounts  on  products  and  ser¬ 
vices,  which  are  updated  at  the  start  of  each  season. 
Employee  discounts  include  savings  on  movie  tickets 
and  discounts  to  amusement 


ticipants  must  visit  the  online  newsletter  to  find  out  the 
answers  and  the  prior  month's  winners,  who  receive 
two  movie  tickets.  Another  incentive  to  read  the  news¬ 
letter  is  the  announcement  of  the  "Item  of  the  Month." 
Moore  sends  out  an  e-mail  announcing  a  special 
RK&K  merchandise  item  available  at  a  discounted 
price.  The  details  are  posted  online  and  printed  in 
the  newsletter. 

Popular  HR  features 

The  intranet  site  offers  employees  several  conve¬ 
niences  including  a  yearly  calendar  of  events  and  hol¬ 
idays,  and  an  HR  Forms  section  that  allows  employees 
to  download  personnel  forms  for  taxes,  medical  insur¬ 
ance  claims  and  tuition  reimbursement.  This  is  helpful 


parks.  RK&K  also  makes  available 
to  employees  a  VIP  Corporate 
Pass  to  the  Baltimore  Aquarium 
and  Baltimore  Science  Center. 
These  passes  give  employees  free 
admission  through  a  special  en¬ 
trance  to  avoid  long  lines. 

•  Company  events.  Company 
events  include  everything  from 
family  picnics  to  pizza  parties. 
When  announcing  a  new  event, 
Moore  posts  an  article  and 
includes  pictures  from  last  year's 
celebration  (See  Photo  B). 

•  Announcements.  The  intra¬ 
net  site  recognizes  employees 
and  boosts  morale  by  announc¬ 
ing  important  employee  mile¬ 
stones.  From  birth  announce¬ 
ments  to  20  Years  of  Service 
recognition,  The  RK&K  Kron¬ 
icle  keeps  employees  informed 
about  their  colleagues'  personal 
accomplishments. 

Promotion 

One  of  RK&K's  goals  is  to  have 
employees  use  the  intranet  site 
regularly.  To  achieve  this,  Moore 
educates  employees  about  the 
site  through  e-mail  notices  of 
when  the  newsletter  is  updated 
online.  A  contest  called  the 
"Kron-test"  encourages  employ¬ 
ees  to  visit  the  intranet  site. 
Employees  receive  and  answer 
trivia  questions  via  e-mail.  Par- 


Photo  B:  Employees  can  view  pictures  from  past  company  events  in  The  RK&K 
Kronicle  section  of  the  intranet  site. 
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Technology  how-to 

Now  that  you  know  what  type  of  information  is  avail¬ 
able  on  the  RK&K  intranet  site,  it's  helpful  to  learn  what 
technology  is  used  to  post  the  information.  Moore  and 
Miller  are  responsible  for  posting  the  newsletter  and 
other  company  details  on  the  site.  The  Human  Re¬ 
source  Department  creates  the  newsletter  using 
Microsoft  Publisher,  then  saves  it  as  a  PDF  file  to  be 
posted  on  the  intranet  site.  Moore  then  goes  into  a  pro¬ 
gram  called  CuteFTP,  a  file-transfer  application  that 


Christina  Higby  is  the  editorial  assistant  of  Employee 
Services  Management  (ESM)  Magazine,  published  by  ESM 
Association ,  Oak  Brook ,  IL.  She  can  be  reached  at  (630)  368- 
1280  or  christinahigby@esmassn.org. 


allows  for  Remote  Editing  to  load 
the  PDF  file  and  replace  the  exist¬ 
ing  file.  To  post  Company  News 
items,  Moore  uses  an  administra¬ 
tive  website,  which  gives  him 
limited  access  to  make  changes 
to  the  intranet  site.  To  post  photos 
in  the  Company  News,  Moore 
enters  through  the  administrative 
site  and  pastes  them  in  as  part  of 
the  article  he  is  posting,  saving 
them  as  jpeg  or  gif  files.  Moore 
and  other  Human  Resource  rep¬ 
resentatives  produce  the  manu¬ 
als,  forms  and  other  documents 
in  Microsoft  Word  and  Word¬ 
Perfect  and  post  them  on  the  site 
by  saving  them  as  PDF  files  and 
using  the  CuteFTP  to  post  the 
information  online. 


to  in-  and  out-of-state  employees  because  it  elimin¬ 
ates  having  to  go  to  the  Human  Resource  Department 
to  pick  up  a  form  or  call  to  request  to  have 
it  mailed. 

One  of  the  most  popular  pages  on  the  site,  and  the 
most  innovative  online  feature,  is  the  Backup  Restore 
Utility.  When  employees  accidentally  delete  or  lose 
computer  files,  they  can  submit  this  online  form  to 
the  Information  Systems  Group  to  restore  the  files. 
Another  innovative  feature  of  this  site  is  the  Confer¬ 
ence  Room  Scheduler,  where  employees  can  view 
and  reserve  space  in  one  of  RK&K's  five  onsite 
conference  rooms. 


Conclusion 

RK&K's  intranet  site  not 
only  improves  communication 
throughout  the  company,  but  it  is 
also  cost  effective.  For  instance, 
instead  of  having  to  make  chang¬ 
es  in  the  company  manual,  print 
the  entire  manual  over  again  and 
then  send  it  to  each  employee, 
the  manual  is  changed  on  the  site  and  available  to  all 
employees  without  the  cost  of  paper  or  printing.  Be¬ 
sides  saving  money,  the  company  is  also  innovative  in 
moving  toward  a  paperless  society.  Functions  such  as 
the  availability  of  forms  on  the  site  is  convenient  for 
employees,  and  the  accessibility  of  the  monthly  maga¬ 
zine  and  company  news  keeps  employees  informed. 
Along  with  convincing  more  employees  to  use  the  site, 
RK&K  hopes  to  add  new  functions  that  allow  employ¬ 
ees  to  check  their  vacation  time  and  update  their 
employment  records  online  including  their  addresses 
and  phone  numbers.  esm 
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Sales  tips  for  national  associate  members 

Breaking  into  the  employee  services  market  is  all  about 
common  sense 

By  Paul  Hanlon 

If  you  think  the  rules  of  selling  in  today’s  marketplace  have  changed, 
you’re  right.  Talk  to  successful  salespeople  and  they’ll  affirm  that  the  busi¬ 
ness  world  is  evolving  day  by  day,  and  the  employee  services  market  is  no 
different.  With  Employee  Services  Management  (ESM)  Association’s  61st 
Annual  Conference  &  Exhibit  just  around  the  corner  (May  19-23,  2002),  it’s 
important  to  recognize  that  slick,  fast-talking  exhibit  presentations  no  longer 
win  the  account.  Today’s  employee  services  providers  want  not  only  the 
best  products  and  services,  but  also  a  knowledgeable  salesperson  who  truly 
cares  about  their  reputation  and  bottom  line. 


Whether  you're  new  to  selling  or 
a  veteran,  you  undoubtedly  want 
to  know  the  secret  to  sales  success 
in  this  market.  The  truth  is  that 
there  is  no  secret;  it's  just  common 
sense.  Here  are  the  top  five  com¬ 
mon  sense  strategies  guaranteed  to 
entice  employee  services  providers 
to  buy  your  product  or  service. 

1.  Make  them  feel  safe 
One  of  the  greatest  human  emo¬ 
tions  is  safety.  People  instinctively 
want  to  know  that  someone  cares 
for  them  and  is  looking  out  for 
their  best  interest.  Employee  ser¬ 
vices  providers  are  no  different. 
The  fact  is,  they  won't  buy  a  pro¬ 


duct — at  any  price — if  they  don't 
feel  it's  a  safe  decision  not  only  for 
their  company  and  its  employees, 
but  also  for  them  personally. 
Realize  that,  in  many  instances, 
the  employee  services  provider 
could  lose  his  or  her  job  for  mak¬ 
ing  a  bad  purchase  decision,  so  it's 
up  to  you  to  reassure  them  that 
you  and  your  company  are  the 
best  choice. 

Reinforce  a  caring  approach 
when  supplying  references.  When 
ESM  Association  members  ask 
for  references,  rather  than  simply 
handing  them  a  sheet  of  names, 
tell  them  to  ask  how  great  you  and 
your  company  are  when  things  run 
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Some  companies  and  salespeople  are  afraid  to  admit  their 
shortcomings.  They’d  rather  sweep  mishaps  under  the  carpet 
and  hope  no  one  notices. 


smoothly  and  to  ask  how  well  you 
react  when  things  go  wrong.  Your 
response  to  difficult  situations  is 
the  true  test  of  character  that 
will  let  ESM  Association  members 
know  you  stand  by  your  word. 

2.  Prove  you're  invaluable 

In  sales,  small  gestures  mean  a 
lot.  Even  if  your  intended  solution 
is  20  percent  more  expensive  than 
your  competitor's,  prove  to  pro¬ 
spects  that  you're  worth  50  percent 
more  because  of  the  quality  of 
your  products,  your  ability  to  get 
the  job  done  and  your  reputation. 
To  do  this,  think  about  additional 
services  you  can  offer  that  no  one 
else  has  thought  of  yet.  What  can 
you  do  to  make  clients  more  com¬ 
fortable  and  stress-free  while  using 
your  product?  For  example,  one 
company  that  sold  trade  show 
exhibits  created  a  product  for  their 
clients  called  the  Stress  Relief 
Center.  When  they  sent  trade  show 
exhibit  material  to  the  intended 
location,  they  also  sent,  free  of 
charge,  a  crate  that  contained  a 
chair,  a  small  refrigerator  stocked 
with  food  and  drink,  and  a  stereo 
system  so  the  client  would  have  a 
more  enjoyable  set-up  process. 
This  simple  idea  made  them 
invaluable  to  their  clients  and 
paved  the  way  for  phenomenal 
future  success. 

3.  Believe  in  your  products 
and  services 

As  basic  as  it  sounds,  believing 
in  your  products  and  services  takes 
care  of  90  percent  of  the  selling 
process.  Too  many  salespeople  are 
mentally  focusing  on  the  negative 
aspects  of  their  company's  prod¬ 
uct.  This  causes  them  to  lack  the 
confidence  necessary  for  sales  suc¬ 
cess.  When  prospects  sense  there's 


something  about  your  product  or 
service  you're  not  proud  of,  they'll 
immediately  seek  out  the  competi¬ 
tion.  Successful  salespeople  real¬ 
ize  that  every  product  has  both 
good  and  not-so-good  points. 
That's  why,  in  the  computer  indus¬ 
try,  Macintosh  and  PCs  can  com¬ 
pete.  One  system  is  not  inferior  to 
the  other;  they're  just  different 
products  with  different  features 
and  benefits.  Your  job  as  a  sales¬ 
person  is  to  accentuate  the  positive 
features  of  your  product  or  service 
and  focus  solely  on  what  your 
product  does  best.  When  you  have 
that  kind  of  confidence  in  your 
company  and  the  solutions  it 
offers,  your  sales  will  increase. 

4.  Sort  through  your  prospects 

When  you  probe  and  ask  ques¬ 
tions,  you  can  identify  those 
prospects  to  which  you  should  be 
dedicating  extra  time.  Many  sales¬ 
people  fail  to  make  the  sale 
because  they  waste  time  on  unpro¬ 
ductive  sales  calls.  In  their  quest  to 
convert  every  prospect  into  a  pay¬ 
ing  client,  they  attempt  to  manu¬ 
facture  sales  that  don't  exist.  This  is 
counterproductive,  to  say  the  least. 
Only  spend  extra  time  with  pro¬ 
spects  who  are  serious  and  non- 
abusive.  If  a  prospect  badgers, 
humiliates  or  patronizes  you,  it's 
time  to  withdraw  your  offer. 
Realize  that  it  takes  twice  as  much 
effort  to  work  with  a  hostile  or 
unwarranted  prospect  as  it  does  to 
work  with  a  serious  or  pleasant 
one.  When  you're  willing  to  let  go 
of  unproductive  sales  calls,  you'll 
win  more  often. 

5.  Admit  your  mistakes 

Some  companies  and  salespeo¬ 
ple  are  afraid  to  admit  their  short¬ 
comings.  They'd  rather  sweep 


mishaps  under  the  carpet  and 
hope  no  one  notices.  To  make  ESM 
Association  members  respect  you 
and  want  to  do  business  with  you, 
look  at  each  problem  or  mistake  as 
an  opportunity  for  improvement. 
Rather  than  have  a  prospect  or 
client  point  out  an  error,  bring  it  to 
the  forefront  immediately  and  state 
how  you  intend  to  fix  it.  For  exam¬ 
ple,  if  you  mistakenly  quote  a 
prospect  an  incorrect  price,  infer 
that  your  product  has  features  it 
doesn't  or  make  an  error  with  a 
prospect's  prototype,  admit  your 
error,  correct  yourself  and  make 
the  situation  right.  This  shows 
ESM  Association  members  that 
you're  honest,  have  their  best 
interest  at  heart  and  are  willing 
to  stand  behind  your  products 
and  services. 

Conclusion 

True  sales  success  comes  when 
you  focus  on  ESM  Association 
members'  needs  and  prove  to 
them  that  you  have  the  knowledge, 
dedication  and  expertise  to  get  the 
job  done.  If  you  want  to  be  among 
the  ranks  of  successful  salespeople 
in  the  ESM  Association  market,  for¬ 
get  about  the  selling  tricks  you've 
heard  in  the  past  and  get  back  to 
the  common  sense  elements  of 
sales.  When  you  do,  ESM  Assoc¬ 
iation  members  will  want  to  do 
business  with  you,  and  your  sales 
figures  will  soar.  esm 

Paul  Hanlon  is  an  entrepreneur,  pro¬ 
fessional  speaker  and  author  of  the 
book  Strategies  of  an  Ordinary  Multi¬ 
millionaire:  Simple  Ideas  for  Achiev¬ 
ing  Magical  Success.  For  more  infor¬ 
mation,  visit  www.paulhanlon.com  or 
call  (888)  528-2400. 
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Ask  questions 

_ Get  answers 

ESM  Association's  E-mail  Service 

Ask  your  ESM  Association  peers 
for  professional  advice  via  e-mail. 

Let  ESM  Association  present  your 
questions  to  our  members  and  send 
you  their  responses  via  e-mail. 

Plus,  receive  announcements  of 
special  promotions  from  ESM 
Association's  website  sponsors. 
Please  complete  the  attached  form 
to  participate. 
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The  ability  to  develop  and  implement  techniques  for  connecting 
with  others  is  today’s  most  vital  skill. 


work  and  life  by  planning — not 
canceling — professional  confer¬ 
ences,  dinner  with  friends,  club 
meetings,  and  family  get-togethers. 
Through  these  events,  you  will 
learn  how  to  build  a  New  Normal 
in  alliance  with  kindred  spirits. 
When  we  first  saw  the  planes 
crash,  we  tapped  our  keypads  to 
connect  with  those  we  treasure. 
Now,  in  healing  and  moving  on, 
we  need  "face  time" — face-to- 
familiar-face  time  with  people  who 
matter  to  us,  so  we  can  figure  out 
how  we  feel  and  what  we  want  to 
do  next.  We  may  cry,  argue,  go 
silent,  and  talk  again,  but  we  will 
do  so  in  alliance.  From  soccer  field 
to  synagogue,  boardroom  to  back¬ 
room,  we  gather  to  reduce  the 
pain  of  life  gone  awry.  Although 
the  New  Normal  may  be  abstract, 
our  connections  to  one  another 
are  real.  By  sharing  our  feelings  in 
person,  we  will  start  the  next  chap¬ 
ter  as  a  team. 

Making 

connections 

The  ability  to  develop  and  imple¬ 
ment  techniques  for  connecting 
with  others  is  today's  most  vital 
skill.  Planning  for  the  New  Normal 
will  mean  recognizing  our  innate 
resourcefulness,  reaching  out  to 
diverse  others  and  realizing  what 
is  core  in  life.  Coming  together 
will  be  how  we  define  who  we  are 
and  where  we  belong  in  the  New 
Normal.  Managers  will  create  new 
ideas  for  making  meeting  places 
more  personal,  whether  it  is  hold¬ 
ing  an  outside  walking  meeting  or 
congregating  on  comfy  couches, 
rather  than  around  a  boardroom 


table.  Staff  meetings  will  be  about 
the  experience  of  camaraderie. 
Managers  will  make  time  for  conver¬ 
sation  before  meetings;  give  thanks 
to  their  employees;  and  add  partici¬ 
pation  elements  that  permit  each 
person  to  express  individuality. 

Employee  interaction 

Cementing  relationships  are  nec¬ 
essary  in  an  uncertain  world. 
Managers  must  offer  support  soon¬ 
er  and  shine  a  light  on  the  power 
of  mutual  respect.  Rather  than 
finding  fault,  we  must  praise  the 
actions  we  want  to  flourish. 
Recognition  will  take  on  the 
form  of  communicating  praise  of 
coworkers  to  the  people  who  mat¬ 
ter  most  to  them,  such  as  managers 
or  family  members.  We  will  find 
ourselves  commending  the  good 
acts  of  even  those  who  are  trou¬ 
blesome  to  us.  After  all,  we  can't 


support  the  positive  side  of  people 
with  only  negative  feedback. 
Blessings  will  be  recited  out  loud, 
as  we  let  go  of  our  usual  com¬ 
plaints  and  learn  to  overcome 
obstacles  creatively,  as  a  unit. 

Conclusion 

If  we  didn't  get  it  before,  we  will 
in  the  New  Normal  view  of  life: 
life  can  be  approached  as  a  race  to 
win  or  a  journey  where  moments 
matter.  Multi-tasking  will  be 
viewed  as  less  of  an  accomplish¬ 
ment  as  we  change  our  pace  to 
seize  the  moment  and  strive  to 
gather  to  create  markers  in  our 
lives.  We  will  essentially  alter 
our  ordinary  routines  and  cele¬ 
brate,  reminisce  and  share  to¬ 
gether.  These  will  be  the  first 
steps  towards  a  united  workforce 
and  nation.  esm 


This  article  is  excerpted  from  the 
Say  It  Better  Bulletin,  an  e-zine  by 
Kare  Anderson,  cofounder  of  The 
Compelling  Communications  Croup, 
Sausalito,  CA.  She  may  be  reached 
at  (415)  331-6336,  kareand@aol.com 
or  www.sayitbetter.com.  Contributing 
authors  to  this  article  are  Bruce  Turkel, 
creative  business  breakthroughs  expert 
and  cofounder  of  Brain  Darts™,  Miami, 
FL;  and  T.  Scott  Cross,  customer  ser¬ 
vice  guru  and  author  of  the  books 
Positively  Outrageous  Service  and 
Borrowed  Dreams. 
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The  new  normal 

Working  towards  a  new  way  of  life 

By  Kare  Anderson,  with  contributions  from  Bruce  Turkel  and  T.  Scott  Gross 

(fi  Jk  f  hat’s  the  next  big  thing?”  The  business  magazine  Fast  Company 
V  V  asked  this  in  a  recent  issue — a  question  that  now  has  an  entirely 
different  meaning.  Now,  we  wonder,  what  is  the  next  thing?  We’re  not  even 
as  preoccupied  with  “fast”  anymore.  New  York  Mayor  Rudi  Guiliani  says,  “If 
you  want  to  help  America  now,  you  can  go  back  to  your  normal  way  of  life.” 
Yet,  all  across  the  country,  Americans  are  realizing  that  life  will  never  go  back 
to  normal.  Rather,  we  are  beginning  to  grope  our  way  toward  a  “New 
Normal”  way  of  life.  What  that  is,  we  do  not  know  yet. 


A  recent  Gallup  Poll  found  that 
seven  in  10  Americans  feel 
depressed,  and  one  in  two  find  it 
difficult  to  concentrate.  Americans 
are  searching  for  a  sane  path  in  a 
less  secure  world.  And  feeling  their 
way  towards  the  New  Normal  is 
causing  many  to  rethink  their  pri¬ 
orities  in  every  aspect  of  their  lives. 
According  to  The  Wall  Street 
Journal,  "At  nearly  every  level  of 
the  workforce,  a  subtle  but  far- 
reaching  shift  in  priorities  is  under 
way.  Values  that  were  preeminent 
for  many  people — career,  status, 
money,  personal  fulfillment — are 
now  taking  a  back  seat  to  more 
fundamental  human  needs  such  as 
family,  friends,  community,  and 
connectedness  with  others." 

America's  new  approach 

How  will  we  find  the  New 
Normal?  We  can  start  by  recogniz¬ 
ing  that  this  isn't  the  time  for  isola¬ 
tion  or  solo-performances.  It's  the 
time  to  create  new  approaches  to 
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Keeping  it  simple 
finding  a  balance 
making  it  work 
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Work/life  programs  recruit  &  retain 

today’s  busy  employees 
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SAVE  15  / 

In  Florida  there  are  127  wonderful  Choices  at 
which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%! 
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Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 
Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 
Comfort  Inn  Airport 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 
Mainstay  Suites 
Quality  Inn  &  Suites  Airport 
Quality  Hotel  Southpoint 

JACKSONVILLE  BEACH 

Comfort  Inn  Oceanfront 


KENDALL(MIAMI) 

Comfort  Suites 

KEY  WEST 
Comfort  Inn 

Quality  Inn 

KISSIMMEE 

Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 

Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 

Mainstay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI  SOUTH 

Quality  Inn 

MIAMI  BEACH 

Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 
Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

Mainstay  Suites  Miami 
International  Airport 

Sleep  Inn  Miami  International 
Airport 

MILTON 
Comfort  Inn 

MT.  DORA 

Comfort  Inn 


NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 

Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 

NAVARRE 

Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 

NICEVILLE 

Comfort  Inn 

OCALA 
Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 
Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH 

Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 
Sleep  Inn 

ST.  AUGUSTINE 

Comfort  Suites  World  Golf  Village 

ST.  AUGUSTINE  BEACH 

Comfort  Inn 

ST. PETERSBURG 

Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 

Comfort  Suites 
Sleep  Inn 

WESLEY  CHAPEL 

Sleep  Inn 

WEST  PALM  BEACH 

Comfort  Inn 
Palm  Beach  Lakes 


Please  call  1-800-258-2847  and  request  ESM  Rate  ID  #00044073. 
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ESM  Association  members  partner  with 
ESM  Magazine  to  gain  publicity  for  themselves 
and  their  programs 

In  today's  business  world  of  budget  cuts  and  downsizing,  employee  services  providers 
who  go  the  extra  mile  will  see  their  careers  flourish  rather  than  dissipate.  The  idea  is 
to  remain  an  innovative  player  in  the  employee  services  industry  and  gain  recogni¬ 
tion  for  your  accomplishments.  Many  ESM  Association  members  have  partnered  with 
Employee  Services  Management  (ESM)  Magazine  to  get  their  companies  noticed  as 
employers  of  choice,  enhance  their  careers  and  obtain  recognition  from  peers.  And,  the 
process  is  easier  than  you  may  think.  Read  the  following  steps  to  getting  published  and 
consider  writing  an  article  yourself  or  commissioning  your  Public  Relations  Department 
to  help  you  showcase  your  hard  work  and  gain  positive  publicity  for  the  company: 

1.  Write  what  you  know.  A  quality  story  is  more  than  a  commercial  for  your  compa¬ 
ny.  It  gives  ESM  Magazine  readers  extensive  information  that  can  help  them  do  their  jobs 
better.  Topics  to  consider  include  describing  a  unique  approach  to  a  program,  outlining 
steps  taken  to  grow  a  program,  explaining  organizational  strategies  or  sharing  resources 
used  to  make  an  employee  services  provider's  job  easier.  Once  you've  determined  your 
expertise,  contact  the  editorial  staff  to  share  your  thoughts  and  obtain  a  copy  of  ESM 
Magazine's  Editorial  Guidelines. 

2.  Create  an  outline.  The  best  way  to  organize  your  thoughts  and  increase  your 
chances  of  getting  published  is  to  create  an  outline,  submit  it  to  the  editorial  staff  and  ask 
for  feedback.  Describe  the  program  details  in  chronological  order,  including  explanations 
of  planning  and  decision-making  processes.  Where  applicable,  explain  management's 
involvement.  Remember  to  show  results  and  tie  your  efforts  into  the  bottom  line. 

3.  Document  your  success.  Depending  on  the  amount  of  preliminary  research 
involved,  writing  an  article  should  only  take  a  few  hours.  Most  ESM  Magazine  articles  are 
four  double-spaced  pages.  When  you're  knowledgeable  about  a  topic,  there's  a  lot  to 
cover  in  four  pages,  so  the  key  is  to  stay  focused  and  approach  the  article  as  though  you 
are  teaching  a  peer  how  to  implement  a  program.  Use  subheads  and  bullet  points  to  orga¬ 
nize  the  information. 

4.  Editing.  When  considering  an  article  for  publication,  the  editorial  staff  looks  for  a 
story  with  fresh  and  timely  how-to  information  that  will  appeal  to  employee  services 
providers.  Check  that  the  story  clearly  explains  the  details  of  the  program,  connects  staff 
members'  names  and  titles  to  their  specific  program  responsibilities  and  shows  results. 
Don't  worry  too  much  about  grammar  and  sentence  structure.  If  the  information  is  on  the 
page,  the  editor  can  help  mold  it  into  a  compelling  story. 

The  benefits  of  writing  an  article  for  ESM  Magazine  are  worth  the  small  investment  of 
time.  Once  your  article  is  printed,  you  will  receive  copies  that  can  be  distributed  at  work 
and  inserted  in  your  portfolio.  Many  companies  reprint  the  article  and  use  them  in  recruit¬ 
ing  materials.  The  results  will  position  your  company  as  an  employer  of  choice  and  you 
as  an  expert  in  the  field.  Good  luck! 

Renee  M.  Mula 

q  8.  Editor 

'*'1.  frloc#-* —  reneemula@esmassn.org 
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How  to  do  just  about  anything  related  to  employee  services 


To  keep  employee  services  relevant  to  your  compa¬ 
ny's  recruitment  and  retention  goals,  tap  into  the 
hands-on  lessons  of  experienced  employee  services 
managers  found  in  Employee  Services  Management 
(ESM)  Association  Foundation's  newest  book, 
Employee  Services  Managements  Key  Component  of 
Human  Resource  Management. 

Whether  you  are  building  a  new  employee  services 
department  or  expanding  an  existing  program,  you 
will  want  to  find  out  how  Ashland  Inc.  used  employee 
services  to  change  its  corporate  culture  and  how 
Quaker  Oats  motivated  employees  and  created  posi¬ 
tive  results  by  linking  its  wellness  incentives  to  its 
employee  benefits  packages.  This  book  will  guide 
employee  services  providers,  step  by  step,  through 


implementing  the  types  of  employee  services  pro¬ 
grams  that  have  helped  SAS  Institute  reduce  turnover 
for  years.  Use  checklists,  templates  and  calculations  to 
help  you  save  time  on  major  projects. 

Through  exercises  in  each  chapter,  you  will  learn 
how  to  shape  an  employee  association,  describe 
the  eight  legal  duties  of  an  employee  services 
provider,  determine  the  value  of  employee  services, 
orchestrate  successful  programs,  and  more. 

You  know  what  innovative  employee  services  can 
do  for  a  company's  reputation  as  an  Employer  of 
Choice,  now  order  the  only  comprehensive 
resource  that  tells  you  how  to  implement  each  of 
ESM  Association's  "10  Components  of  a  Well- 
Rounded  Employee  Services  Program." 


Order  Today! 


Address 


Phone  (  ) _ 

Employee  Services  Management:  A  Key 
Component  of  Human  Resource  Management 

Qty.  Price  Total 

_  $50  $ _ 

Shipping/Handling  ($5  per  copy)  $ _ 

Total  $ _ 

Payment  method:  □Check  □  Please  Invoice  □  Visa 
□  MasterCard  □  American  Express  □  Discover 

Credit  Card  No. _ 

Exp.  Date _ 

Signature _ 


N Employee  Stores 
Community  Services 
i  Convenience  Services 
Dependent  Care 
Recreation  Programs 
Recognition  Programs 
/  Special  Events 
/  Travel  Services 
/  Voluntary  Benefits 
/  Wellness 


Mom  knew  best 

A  simple  “thank  you”  boosts  morale  in  the  workplace 

By  Nan  Zieleniec 

t’s  one  of  the  basic  skills  our  parents  taught  us  as  toddlers.  The  lesson  is 
to  say  “thank  you”  when  someone  does  something  nice  for  you.  If  your 
mom  was  anything  like  mine,  she  could  probably  teach  a  Ph.D. -level  course 
in  the  art  and  science  of  expressing  gratitude.  The  best  part  of  her  lesson 
was  that  she  always  gave  me  positive  reinforcement  for  saying  “thank  you,” 
which  is  probably  why  it  stuck  with  me  after  all  these  years. 


In  reflecting  upon  the  lessons  my 
mother  taught  me,  I  long  debated 
whether  such  a  basic  practice  had 
applications  in  the  workplace.  If  it 
did,  how  could  it  be  successfully 
brought  to  life  in  an  employment 
context?  Could  we  develop  a  pro¬ 
gram  that  would  be  both  meaning¬ 
ful  and  measurable? 

Ringing  in  the 
new  millennium 

In  1999,  Y2K  was  on  everyone's 
minds,  so  the  Human  Resource 
staff  at  Associated  Estates  Realty 
Corp.,  Cleveland,  OH,  decided  to 
approach  the  year  2000  with  a  dif¬ 
ferent  twist.  We  set  our  sights  on 
launching  a  fresh  employee  recog¬ 
nition  program  in  January  2000 
with  a  goal  to  disseminate  2000 


thank-you  notes  (symbolized  by 
one  ton)  throughout  the  organiza¬ 
tion.  With  an  employee  census  of 
one  thousand,  our  goal  equated  to 
an  average  of  two  thank-you  notes 
per  employee.  Much  to  our 
amazement  and  satisfaction,  we 
collected  2,601  thank-you  notes 
by  December  31,  2000.  Now  two 
years  old,  the  Ton-of-Thanks  pro¬ 
gram  remains  a  vital  part  of 
Associated  Estates  Realty  Corp.'s 
recognition  program.  Here's  how 
the  Human  Resource  Depart¬ 
ment  implemented  the  idea. 

Collecting  a  ton, 
pound  by  pound 

Once  senior  management 
signed  off  on  the  program  con¬ 
cept,  we  needed  an  attractive. 


employee-friendly  communica¬ 
tion  campaign,  easy-to-access 
materials,  immediate  and  tangi¬ 
ble  rewards  tied  to  desired  behav¬ 
iors,  a  budget  plan,  and  enthusiastic 
staff  members. 

With  a  graphic  designer  and  hu¬ 
man  resource  assistant  on  our  team, 
we  created  collateral  materials  and 
a  program  logo,  established  para¬ 
meters  for  the  annual  program  and 
formed  a  communication  plan.  We 
set  aside  $1 ,000  from  the  recogni¬ 
tion  budget,  which  covered  the 
cost  of  printing  thank-you  notes 
and  stickers,  and  purchasing  the 
grand  prize  and  additional  interim 
prizes  for  the  year. 

Two  weeks  later,  we  launched 
the  program.  An  introductory  ar¬ 
ticle  appeared  in  the  company's 
quarterly  newsletter  and  Ton-of- 
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*Send  completed  original  copy  to  "... Thanks "  recipient;  forward  one  Xerox  copy  to  Human  Resources. 


Associated  Estates  Realty  Corp.  employees  fill  out  a  Ton-of-Thanks  Form  to  send  a  thank-you  letter  to  a  coworker. 


Thanks  notes  were  made  available 
at  all  employee  locations  in  hard 
copy  form  and  on  the  intranet 
site.  All  communication  materials 
proudly  carried  the  program's 
logo — a  bright  yellow,  one-ton 
dump  truck  filled  with  thanks 
(See  Figure  A). 

Employees  quickly  embraced  the 
program.  When  an  employee  sent 
someone  a  note,  the  Human  Re¬ 
source  Department  received  a  copy 
and  logged  the  information  into  a 
database.  The  staff  gave  thank-you 
note  receivers  personalized  flyers 
acknowledging  their  good  deeds, 
Ton-of-Thanks  stickers  to  display  in 
their  work  areas  and  recognition  in 
the  company's  quarterly  newsletter. 
Soon,  we  began  seeing  stickers 
on  bulletin  boards,  personal  com¬ 
puters  and  all  around  the  work¬ 
place.  Dump-truck  stickers  trav¬ 
eled  throughout  Associated  Estates 
Realty  Corp.'s  1 4  locations. 


Incentives  to 
participate 

The  Human  Resource  Depart¬ 
ment  motivated  employees  to  par¬ 
ticipate  through  the  "Top  Ten 
Tonner  Club."  The  club  is  com¬ 
prised  of  the  top  10  employees 
who  received  the  most  thanks 
over  the  past  year.  The  Top  Ten 
Tonners  were  entered  in  a  raffle 
to  win  a  $500  airline  ticket  to 
anywhere  in  the  U.S.  The  top 
10  employees  who  sent  the 
most  thanks  over  the  year  earned 
chocolate  dump  trucks. 

Including  customers 

Half  way  through  the  program, 
the  Human  Resource  Department 
decided  that  our  customers  might 
wish  to  express  thanks  to  employ¬ 
ees.  As  a  publicly-traded  real 
estate  investment  trust  that  spe¬ 
cializes  in  the  development,  own¬ 


ership  and  management  of  apart¬ 
ments  across  the  U.S.,  we  decided 
to  give  Associated  Estates  Realty 
Corp.  "residents"  an  opportunity 
to  join  in  the  fun.  Through  the 
resident  newsletter,  we  invited 
customers  to  stop  by  the  leas¬ 
ing  offices  to  complete  Ton-of- 
Thanks  Forms.  This  special  addi¬ 
tion  to  the  program  proved  to  be 
an  excellent  resident-relations 
tool.  It  was  also  gratifying  for  the 
employees  who  earned  thank-you 
notes  for  their  accomplishments. 

Reasons  for  thanks 

Participants  gave  thanks  to  one 
another  for  various  acts  of  kind¬ 
ness — from  a  thank  you  to  one 
employee  for  taking  care  of  a 
vacationing  coworker's  goldfish 
to  written  paragraphs  expressing 
appreciation  for  a  team  mem¬ 
ber's  support  on  a  difficult  pro- 
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ject.  Other  displays  of  apprecia¬ 
tion  included  a  note  to  the  chair¬ 
man  thanking  him  for  assisting 
on  a  project  and  a  note  to  a 
groundskeeper  thanking  him  for 
shoveling  snow  during  a  blizzard. 

Management  support 

A  critical  component  of  any  long¬ 
term  recognition  program  is  senior 
management  support.  Lou  Vogt, 
president  and  COO,  says,  "Our 
Ton-of-Thanks  program  is  one-of- 
a-kind.  The  impact  of  these  notes  is 
profound — from  the  time  they 
were  exchanged  in  2000  until 
today.  The  simplicity  of  the  pro¬ 


gram  coupled  with  the  motiva¬ 
tional  attributes  for  both  the  sender 
and  the  receiver  might  never  be 
replicated  through  other  programs. 
The  fact  that  the  program  facilitates 
personal  communication  from 
peer  to  peer,  regardless  of  position, 
status,  location,  pay  level,  or 
length  of  service,  is  a  testimony  to 
its  success  and  enduring  nature.  I 
have  to  smile  each  time  I  see  Ton- 
of-Thanks  stickers  in  employees' 
offices  and  work  areas." 

Associated  Estates  Realty  Corp. 
employees  continue  to  utilize 
the  program  and  proudly  dis¬ 
play  their  stickers.  From  child¬ 


ren  to  working  adults,  it  is  clear 
that  the  simple  gesture  of  a 
thank  you  travels  a  long  way. 
Thanks,  Mom!  esm 

Nan  Zieleniec  is  vice  president  of 
Human  Resources  at  Associated  Estates 
Realty  Corp.,  Cleveland,  OH,  a  pub¬ 
licly-traded  real  estate  investment  trust. 
She  can  be  reached  at  (216)  797-8792 
x5126  or  NZieleniec@aecrealty.com. 


Employee  Savings! 


Savmgs  of  15%  to  30%  off  your  next  stay! 

Call  participating  AmeriHost,  Days  Inn,  Howard  Johnson,  Knights  Inn,  Ramada, 
Travelodge,  Wingate  &  Villager  hotels  to  receive  substantial  discounts. 
Remember  to  give  your  Member  Benefit  I.D.  number  20646 
when  making  reservations. 
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To  order  wallet  cards  of  program 
fax  your  request  to  Derek  Errichetti  (973)  496-1084. 


1-800-996-2087 

Member  Benefit 
ID#  20646 


DAYS  INN 


1-800-268-2195 

Member  Benefit 
ID#  20646 


1-800-769-0939 

Member  Benefit 
ID#  20646 


1-800-682-1071 

Member  Benefit 
ID#  20646 


RAMADA 

RAMADA  LIMITED!  •  INKS  •  PLAZA  HOTELS 

1-800-462-8035 

Member  Benefit 
ID#  20646 


I  Trave  lodge 


1-800-545-5545 

Member  Benefit 
ID#  20646 


1-877-202-8814 

Member  Benefit 
ID#  20646 


wmLzZii  JTi.  rrmm 


1-888-821-5779 

Member  Benefit 
ID#  20646 


•Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 
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Convenience  Services 
for 

Employees 


Convenience  services  are  a  component  of 
employee  services.  With  employees  balancing 
work  and  family  concerns,  convenience  ser¬ 
vices  act  as  shortcuts  that  help  employees 
balance  their  time.  Convenience  Services  for 
Employees,  the  second  ESM  Association 
Monograph,  presents  a  multitude  of  conve¬ 
nience  services  ideas  to  implement  or  use  as 
catalysts  for  your  own  ideas. 

An  effective  program  is  one  that  is  specific  to 
the  needs  of  your  employees.  Convenience 
Services  for  Employees  will  guide  you  through 
the  steps  of  developing  and  implementing 
programs  such  as  family  care  services  and 
one-stop  shopping  at  your  employee  store. 


Authored  by  Beverly  Weiss,  CESM,  administrator, 
corporate  human  services,  Botsford  Health  Care 
Continuum,  Farmington  Hills,  Ml,  Convenience 
Services  for  Employees  explains: 

•  which  departments  you  should  partner 
with  to  create  maximum  awareness. 

•  how  to  determine  the  most  appropriate 
programs  for  your  employees. 

•  outsourcing  resources. 

•  the  bottom-line  benefits  of 
convenience  services. 

This  informative  brochure  is  free  to  ESM 
Association  Members.  Also  read  Monograph  #/, 
Obtaining  Management  Support  for  Employ¬ 
ee  Services.  View  both  Monographs  in  the  Member 
Resources  Section  of  www.esmassn.org  or  order  a 
hard  copy  from  ESM  Association. 


Order  Today! 

Please  send  me  my  free  copy  of  Monograph  #2: 

Convenience  Services 
for  Employees 

Name _ 

Address 


_State _ Zip_ 


Phone  ( 


□  This  brochure  is  the  second  in  a  series  of 
ESM  Association  Monographs.  Please  check  here  if 
you  are  interested  in  receiving  Monographs  on  other 
employee  services  topics. 


FAX  order  to  (630)  368-1286  or  MAIL  to:  ESM  Association  Headquarters 


Cutting  Costs 

Small  sacrifices  help  save  companies  and  jobs 
during  the  slow  economy 

By  John  A.  Challenger 

As  the  economic  slowdown  that  began  in  the  manufacturing  and  high- 
tech  sectors  spreads  to  the  service  sectors,  many  companies  are- 
sacrificing  perks  to  save  money.  While  some  cost  cuts  appear  petty  and 
unnecessary,  few  employees  are  grumbling  because  they  understand  that 
these  relinquishments  could  be  the  difference  between  remaining  employed 

or  being  laid  off.  During  economic  hardship,  employee  services  providers 

||l 

who  can  identify  creative  outlets  for  cutting  program  costs  will  be  considered 
valuable  to  the  company.  Here  are  some  of  the  sacrifices  companies  and 
employees  have  made  as  a  result  of  the  slow  economy: 


Giving  up  perks 

•  Andersen  split  the  cost  of  its 
corporate  suites  at  The  Ballpark  in 
Arlington,  TX,  and  Texas  Stadium, 
Irving,  TX,  with  another  company. 

•  The  City  of  New  Orleans 
charges  employees  a  biweekly  fee 
amounting  to  about  $35  a  month 
to  rent  city-owned  cars. 

•  Ugo  Networks,  Inc.,  New 
York,  NY,  replaced  its  usual  array 
of  specialty-flavored  coffees  with 
the  basic  black  variety  and  raised 
the  price  of  onsite  soft  drinks  from 
25  cents  to  50  cents  after  cancel¬ 
ing  its  corporate  subsidy. 

•  Lucent  Technologies,  Murray 
Hill,  NJ,  no  longer  provides 
employees  with  free  bottled  water 


and  coffee.  The  company  now  illumi¬ 
nates  its  cubicles  with  one  fluorescent 
bulb  instead  of  four.  Employees  with 
both  a  company  pager  and  a  mobile 
phone  were  asked  to  surrender  one  of 
the  devices. 

•  Dow  Jones  &  Co.,  publisher 
of  The  Wall  Street  Journal,  elimi¬ 
nated  the  indoor  plants  at  its 
offices  in  New  York  City  and  South 
Brunswick,  NJ,  to  save  mainte¬ 
nance  costs.  The  company  expects 
the  move  to  save  $40,000  a  year. 

Involving  upper 
management 

•  Jamie  Dimon,  chief  execu¬ 
tive,  Bank  One,  headquartered  in 
Chicago,  IL,  contributes  to  compa- 
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ny  savings  by  paying  for  his  own 
subscription  to  The  Wall  Street 
Journal — a  policy  he  insists  all 
other  senior  executives  follow. 

•  When  McKinsey  &  Co.,  New 
York,  NY,  asked  its  partners  to  con¬ 
tribute  to  a  "capital  call,"  some 
senior  level  directors  contributed 
$200,000  or  more,  and  many  part¬ 
ners  contributed  about  $50,000. 

•  Internet  Security  Systems, 
Atlanta,  GA,  scaled  back  travel, 
meals  with  customers  and  cell 
phone  use.  Several  executives  took 
pay  cuts  of  1 0  percent  or  more. 

Incentives  to  help  out 

While  some  companies  are  cut¬ 
ting  back,  other  companies  are 
boosting  expenses  on  incentives  for 


employees  to  obtain  more  business. 
Cushman  &  Wakefield,  Inc.,  New 
York,  NY,  offered  two  tickets  to  a 
World  Series  game,  the  Super  Bowl, 
a  Stanley  Cup  Finals  game,  and  an 
NBA  Finals  game  to  the  broker  who 
filled  the  top  floor  of  New  York's 
Equitable  Building. 

Conclusion 

In  today's  economy,  employees 
are  dealing  with  the  stress  of  a 
potential  job  loss  and  a  feeling  of 
powerlessness  over  not  being  able 
to  help  the  company  in  difficult 
times.  Therefore,  if  a  cost-cutting 
initiative  is  positioned  as  an  outlet 
for  employees  to  give  back  to  the 
organization,  it  can  actually  foster 
camaraderie  and  give  employees  a 


sense  of  purpose.  The  key  is  to 
remind  employees  of  the  array  of 
employee  services  they  have 
enjoyed  during  their  employment 
with  the  company  and  position 
any  sacrifices  they  are  asked  to 
make  as  contributions  to  the  orga¬ 
nization.  Remind  them  that,  in 
many  cases,  the  sacrifices  are  only 
temporary  until  the  economy  gets 
back  on  track.  esm 

John  A.  Challenger  is  the  chief  exec¬ 
utive  officer  for  Challenger,  Gray  & 
Christmas,  Inc.,  a  Northbrook,  IL- 
based  international  outplacement  firm. 
He  may  be  reached  at  (312)  332-5790. 


mmsmrmmi  :jn 

Ask  questions 

Get  answers 
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Sign  me  up! 

Yes,  1  want  to  join  ESM  Association's  E-mail  Service. 

1  want  to  ask  my  peers  questions  and  keep  abreast  of 

ESM  Association  offerings  through  this  member  service. 

Name 

'  /; 

Company 

1 

ESM  Association's  E-mail  Service 

III 

Address 

1 

AV 

; 

Ask  your  ESM  Association  peers 
for  professional  advice  via  e-mail. 

gas 

City  State 

1 

Let  ESM  Association  present  your 

• 

Zip+4 

j  ' 

questions  to  our  members  and  send 
you  their  responses  via  e-mail. 

• 

Phone 

V 

Fax 

•  ■ 

Plus,  receive  announcements  of 
special  promotions  from  ESM 

:  : 

E-mail 

Association's  website  sponsors. 
Please  complete  the  attached  form 

tn  nartir.inatp 

Fax  form  to  ESM  Association:  (630)  368-1286  or  e-mail 
this  information  to  chelson@esmassn.org. 
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PHOTO  PARADE  /  EDDIE  ADAMS 


If  you  know  a  child 
with  muscular  dystrophy 
who  can  benefit  from  a 
special  getaway,  tell  him 
or  her  about  MDA 
summer  camps. 
They're  fun  and  free! 

Muscular  Dystrophy  Association 
jerry  Lewis,  National  Chairman 
1-800-572-1717  •  www.mdausa.org 


Patrick  Stinson,  Employee  Services  Management  Association 
2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371 


Renee  Mula,  Employee  Services  Management  Association 
2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371 


Employee  Services  Management  Association 


2211  York  Road,  Suite  207 
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Resource  &  Referral 
Services: 

•  Child  Care  &  Elder  Care 

•  Employee  Assistance 
Programs 

•  Emergency/Back-Up  Care 

•  School/College  Assistance 

•  Legal/Financial  Assistance 

•  Adoption  Assistance 

•  Wellness 

•  Pet  Care 


Work/Life 

Programs: 

•  Concierge  Programs 

•  Lactation  Programs 

•  Policy  Development 

•  Work/Life  Consulting 

Training: 

•  Management  &  FlexWork 
Training 

•  On  Site  Workshops 


Solutions  for  Employee  Effectiveness 


(800)  777-3319  •  www.famcare.com 
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s  a  156-year-old  Fortune  100  global  insurance  and  investment  manage¬ 
ment  company,  New  York  Life  Insurance  Co.,  New  York,  NY,  maintains 
high  recruitment  and  retention  by  investing  in  its  employees.  One  of  the 
defining  elements  of  the  company’s  corporate  culture  is  its  Work/Life  Program, 
which  includes  an  onsite  backup  childcare  center,  onsite  employee  health  facil¬ 
ity,  fitness  center,  maternity  transition  programs,  flexible-work  arrangements, 
adoption  assistance  program,  and  more  (See  Sidebar  1). 


Since  being  known  as  an  employer  of  choice  is  criti¬ 
cal  to  the  Human  Resource  Department's  recruitment 
efforts,  the  company  promotes  its  work/life  initiatives 
both  inside  and  outside  the  company.  New  York  Life 
was  recently  recognized  in  Working  Mother  maga¬ 


zine's  "100  Best  Companies  for  Working  Mothers," 
Money  magazine's  "America's  Best  Company  Benefits" 
and  Fortune  magazine's  "Most  Admired  Companies." 
As  the  vice  president  of  New  York  Life's  Human 
Resource  Department,  I  am  distinctly  aware  that 
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implementing  a  work/life  program  that  plays  a  central 
role  in  recruiting  and  retaining  employees  does  not 
happen  over  night.  Here's  what  I've  learned  from 
developing  a  work/life  program  from  the  ground  up. 

Review  and  listen 

New  York  Life  has  a  history  of  implementing  employ¬ 
ee  services  that  help  employees  balance  their  work  and 
personal  lives.  For  example,  the  Employee's  Health 
Facility,  located  at  the  Home  Office,  has  existed  since 
the  building's  construction  in  1928.  It  takes  up  the 
entire  14th  floor  of  the  building  and  employs  21  full¬ 
time  medical  professionals.  In  the  early  90s,  New  York 
Life  had  the  foresight  to  package  its  offerings  into  a  for¬ 
mal  Work/Life  Program  and  promote  it  as  services  that 
help  employees  maintain  a  balance  in  their  lives. 

Employees  took  advantage  of  these  services  then,  but 
the  Human  Resource  Department  wanted  assurance 
that  the  program  continued  to  fulfill  employees'  ever- 
changing  work/life  needs.  As  a  result,  the  Human 
Resource  Department  developed  a  company-wide  sur¬ 
vey  that  is  now  the  driving  force  of  the  entire  program. 
The  survey  covers  several  key  areas,  including  overall 
employee  satisfaction  and  commitment  to  New  York 
Life,  work  relations  with  managers  and  coworkers, 
career  development,  and  challenges  employees  face 
trying  to  balance  their  work  and  personal  commit¬ 
ments.  It  asks  employees  to  share  what  services  they 
want  now  and  identify  what  they  anticipate  they  will 
need  in  the  future. 

The  first  survey  was  a  tremendous  success  that  result¬ 
ed  in  the  opening  of  our  onsite  backup  childcare  cen¬ 
ter,  now  one  of  the  company's  most  popular  employee 
services  programs.  Designed  to  accommodate  up  to  40 
school-age  children  at  one  time,  the  center  is  one  of 
the  largest  of  its  kind.  In  2000,  a  total  of  240  New  York 
Life  families  used  the  center  and  674  children  are  cur¬ 
rently  registered. 

The  Human  Resource  Department  recently  complet¬ 
ed  its  third  company-wide  survey.  Each  one  has  pro¬ 
vided  invaluable  feedback  to  enhance  existing  pro¬ 
grams  and  help  shape  decisions  regarding  new  programs. 
The  results  allowed  the  Human  Resource  Department 
to  direct  resources  to  the  most-desired  programs  and 
provide  employees  with  a  strong  voice  in  the  decision¬ 
making  process. 

Individual  departments  benefit  from  the  survey  data  as 
well.  The  Human  Resource  Department  shares  the  data 
with  department  managers  to  help  them  understand  the 
needs  of  their  work  units  by  being  aware  of  relevant 
employee  issues,  strengths  and  challenges.  This  initiative 
helps  identify  and  address  important  employee  issues — 
such  as  job  satisfaction  and  career  development — as 
well  as  foster  communications  across  departments. 


Sidebar  1 


Selected  Work/Life  Programs 
at  New  York  Life 


1.  The  Children's  Center.  Provides 
back-up  childcare  for  parents  as  well 
as  grandparents  and  is  considered 
one  of  the  largest  of  its  kind  with  a 
total  of  240  New  York  Life  families 
served  in  2000. 

2.  Employee  Health  Department.  An 

onsite  medical  center  provides  med¬ 
ical  services  including  consultations 
with  doctors,  laboratory  tests,  treat¬ 
ment  for  minor  illnesses,  massage 
therapy,  physiotherapy,  and  X-rays. 

3.  Onsite  Fitness  Center.  Offers  an 
array  of  cardiovascular  equipment 
and  weight  machines,  a  full-time 
staff  of  three  and  a  wide  variety  of 
group  classes.  Currently,  816  mem¬ 
bers  are  registered. 

4.  Flexible  Work  Arrangements. 
Includes  telecommuting,  flextime, 
part-time,  and  the  option  to  buy  or 
sell  up  to  five  days  of  vacation  time. 

5.  Maternity  Transition  Program. 
This  program  provides  an  extra  20 
days  care  for  infants  ages  three  to 
six  months,  thus  facilitating  employ¬ 
ees  early  return  to  work  from  their 
allowed  26-week  childcare  leave. 

6.  New  Mothers'  Center.  A  lactation 
center  for  new  mothers  wishing  to 
continue  breastfeeding  after  they 
return  to  work. 

7.  Adoption  Reimbursement 
Program.  Partial  reimbursement  for 
employee  adoption  expenses  and  up 
to  four  weeks  paid  leave  time  for 
parents  to  bond  with  their  new  child. 

8.  National  Resource  and  Referral 
Services.  Includes  childcare  and 
eldercare  services,  college  selection 
and  financial  aid  services. 


October  2001  esm  magazine 


VMMdlfllUM  tR: 


Survey  benefits 

After  the  survey  and  implementation  process,  we 
learned  that  obtaining  employee  support  for  new  pro¬ 
grams  was  easy  when  we  responded  to  their  needs.  The 
less  obvious  factor  was  that  conducting  a  survey  pro¬ 
vided  us  with  the  data,  feedback  and  justification  need¬ 
ed  to  win  over  senior  management.  Lunchtime  semi¬ 
nars,  support  groups  and  the  onsite  fitness  center  pro¬ 
vide  convenient  outlets  for  employees  to  fulfill  person¬ 
al  needs,  but  for  the  programs  to  succeed,  upper  man¬ 
agement  and  department  managers  must  support 
employee  participation  in  these  services.  The  survey 
solidified  the  need  for  these  services  to  upper  man¬ 
agement  and  justified  to  department  managers  that 
allowing  employees  to  participate  in  these  programs 
increases  retention. 

Upper  management  support  was  also  needed  to 
obtain  the  resources  needed  to  establish  and  maintain 
the  programs.  Not  all  companies  have  a  full-time 
work/life  coordinator,  which  can  present  a  challenge 
when  trying  to  jump-start  a  work/life  program.  At  New 
York  Life,  we  believe  a  work/life  program  is  a  full-time 
job.  Surveying  our  employees  before  building  a 
work/life  program  helped  us  make  the  case  for  a  full¬ 
time  work/life  coordinator  and  we  are  fortunate  to  have 
Kathie  Lavin  as  our  senior  work/life  consultant. 

Communicate 

You  can  listen  to  employees,  convince  senior  man¬ 
agement  and  build  a  great  work/life  program,  but  if 
employees  aren't  aware  of  it,  they  won't  participate. 


Children  learn  and  play  at  New  York  Life's  onsite  back-up 
childcare  facility. 


We  use  New  York  Life's  most  popular  means  of  com¬ 
munication  to  promote  the  programs  and  services 
available  to  employees.  From  the  onset  of  employment, 
we  provide  employees  with  a  comprehensive  introduc¬ 
tion  to  the  work/life  program  in  their  initial  employee 
orientation.  Program  information  is  also  included  in 


A  New  York  Life  employee  takes  advantage  of  her  onsite 
fitness  center  membership. 


each  issue  of  the  employee  newsletter  and  regularly 
updated  on  the  company  intranet  site.  Employees  are 
further  notified  of  special  events  and  new  programs 
through  company-wide  e-mail. 

Obtaining  ongoing  feedback 

Given  the  sheer  scope  of  New  York  Life's  surveys,  we 
cannot  conduct  them  every  year.  Yet,  in  between  surveys 
it  is  necessary  to  continue  monitoring  the  workplace  and 
ensure  that  work/life  offerings  are  current.  To  keep  a 
pulse  on  the  workforce,  we  continuously  gather  informal 
research  by  collecting  ad-hoc  feedback  on  individual 
programs,  talking  to  staff  in  meetings  and  benchmarking 
with  competitors.  This  process  supports  the  Human 
Resource  Department's  core  goals — to  build  and 
enhance  work/life  programs  from  the  bottom  up,  always 
listen  to  employees  and  try  to  meet  their  needs. 

Final  thoughts 

New  York  Life  is  currently  wrapping  up  its  latest  sur¬ 
vey,  the  results  of  which  will  spawn  the  next  generation 
of  our  Work/Life  Program.  Whatever  direction  we  take, 
we  can  be  assured  that  the  guiding  principals  of  the 
program  will  remain.  They  can  be  applied  to 
any  organization: 

•  Listen  to  your  employees 

*  Begin  with  a  few  basic  services 
®  Keep  the  services  manageable 

®  Focus  on  quality  rather  than  quantity  of  offerings 
« Institute  programs  that  are  most  likely  to  be 
universally  used,  universally  beneficial  and  univer¬ 
sally  appreciated.  esm 

Angela  Coleman  is  vice  president  of  the  Human  Resource 
Department  at  New  York  Life  Insurance  Co.,  New  York, 
NY.  She  may  be  reached  at  (212)  576-6378  or  angela_ 
coleman@newyorklife.  com. 
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Luxury  villas,  just  minutes  from 


NOW  SAVE  15%  AT 
THOUSANDS  OF  CHOICE 
HOTELS  WORLDWIDE! 


The  next  time  you’re  traveling,  call  1-800-258-2847  and 
request  Employee  Services  Management 's  discount  ID 
#00044073,  You’ll  save  15%  at  thousands  of  Sleep®, 
Comfort®,  Quality®,  Clarion®,  Econo  Lodge®,  MainStay®,  and 
Rodeway  Inns®,  Hotels  and  Suites.* 


3,000  Choice  Hotels  will  provide  a  free  continental  breakfast 
and  children  18  and  younger  stay  free  when  they  share  the 
same  room  as  their  parents  or  grandparents. 


Quality 


Clarion 


CHOICE  HOTELS 


Mainstay 
yi®  Suites 


KDdeway 


Call  1-800-258-2847 
ID  #00044073 


*  Enjoy  free  membership  into  our  Guest  Privileges  Frequent  Stay  Program.  Caff 
1-888-770-6800  for  details  or  visit  our  website  at  http://www.guestprivi- 
feges.com.  Advance  reservations  are  required  through  1-800  258-2847. 
Discount  is  based  on  availibility  at  participating  hotels  and  cannot  be  used  in 


Choose  any  of  our  Westgate  Resorts  and  you 
will  have  the  vacation  experience  of  a  lifetime! 


Westgate  Resorts  offer: 

Studio,  1,  2,  3,  &  4  Bedroom  Villas 
Fully  Equipped  Kitchens 
Washer  &  Dryer 
Whirlpool  Tub 

Big  Screen  Televisions  with  VCR 
Tropical  Swimming  Pools 
Numerous  Children’s  Pools 
Whirlpools 
Watersports 


Sand  Volleyball  Wi'WS 

Basketball  }  .  ^ 

Bicycles  P 

Video  Arcade 

Fishing  Lake 

Shuffleboard 

Children’s  Playground 

Restaurants,  Poo!  Bars,  &  Delis 

Family  and  Children’s  Scheduled  Activities 


for  both 

Orlando  and  Kissimmee 
locations! 


Econo 

Lodge 


From  lunchtime  seminars  to  patriotic-themed  events 
...  employee  services  show  no  sign  of  slowing  down 

By  Cynthia  Helson 

Though  the  economy  is  on  shaky  ground,  companies  committed  to  offering 
employee  programs  that  balance  work  and  personal  life  are  confidently 
continuing  their  scheduled  programming.  Employee  services  will  have  an 
increased  emphasis  on  lunchtime  seminars,  stress  reduction  programs,  patri¬ 
otic-themed  special  events,  and  community  services  opportunities,  according 
to  Employee  Services  in  the  Workplace:  A  Pulse  of  Economic  Conditions,  a 
membership  survey  conducted  by  Employee  Services  Management  (ESM) 
Association,  headquartered  in  Oak  Brook,  IL.  ESM  Association  members  rep¬ 
resent  employee  services  managers  responsible  for  implementing  employee 
programs  in  companies  worldwide. 


Role  in  the  workplace 

In  the  recent  e-mail  survey,  ESM  Association 
Executive  Director  Patrick  B.  Stinson  asked  members, 
"As  a  result  of  the  economic  and  national  climate,  do 
you  expect  your  programs  to  increase  visibility,  remain 
the  same  or  decrease  visibility?"  Eighty-one  percent  say 
their  employee  services  program  will  gain  visibility  or 
maintain  its  current  place  in  corporate  culture.  Of 
these,  36  percent  plan  to  increase  promotion  of  their 
offerings  with  either  the  same  resources  or  an  increase 
in  resources  dedicated  to  enhancing  employee  quality 
of  life.  Budgets  also  appear  to  be  holding  steady.  Sixty- 
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tatistics  from  Employee  Services  in  the  Workplace:  A  Pulse  of  Economic 
Conditions,  a  recent  membership  survey  of  employee  services  managers 
ed  by  Employee  Services  Management  (ESM)  Association,  Oak  Brook,  IL. 

81  percent:  Say  their  employee  services  program  will  gain  visibility  or  mail 
current  place  in  corporate  culture. 

62  percent:  Expect  their  budgets  to  maintaii 


iir  strengt 


Plan  to  roll  out  lunchtime  seminars  aimed  at  c. 
and  directing  them  in  their  quest  for  a  "new  normal 

40  percent:  Plan  to  incorporate  patriotic  themes  into  special  events 


38  percent:  Will  increase  stress  reduction  offerin 
therapy  and  yoga  classes. 
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Have  presented  options  for  employees  to  contribute  to  loc 
tional  community  service  efforts  in  light  of 
rorist  attacks. 
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two  percent  expect  their  budgets  to  maintain  their 
strength  with  13  percent  expecting  to  broaden  expo¬ 
sure  of  their  services  through  increased  resources. 

Effects  of  terrorism 

In  some  cases,  employee  services  managers  will  shift 
the  focus  of  their  promotional  campaigns  for  special 
events  and  employee  gatherings.  Forty  percent  plan  to 
incorporate  patriotic  themes  into  their  special  events. 
Service  award  luncheons,  employee  store  promotions, 
dinner  dances,  and  even  everyday  lunches  in  the  cafe¬ 
teria  will  feature  a  red,  white  and  blue  theme.  Thirty- 
two  percent  will  promote  these  events  as  opportunities 
to  spend  time  with  loved  ones. 

As  a  result  of  the  recent  terrorist  attacks,  36  percent 
have  presented  options  for  employees  to  contribute  to 
local  and  national  community  service  efforts.  For 
example,  one  company  will  donate  its  golf  tournament 
proceeds  to  a  local  school  for  homeless  children  while 
employees  of  another  company  are  decorating  teddy 
bears  for  children  affected  by  the  September  11th 
events.  Onsite  vendor  fairs  will  also  generate  revenue 
for  special  funds.  Employee  programs  will  be  present¬ 
ed  with  messages  of  striving  for  work/life  balance  and 
embracing  diversity  (32  percent  for  both). 

Stress  reduction  programs 

Employees  will  turn  to  employee  services  managers 
to  reduce  anxiety.  ESM  Association's  e-mail  survey 
shows  43  percent  of  its  members  plan  to  roll  out 


lunchtime  seminars  aimed  at  calming  employees  and 
directing  them  in  their  quest  for  a  "new  normal"  way  of 
life.  In  the  coming  months,  employees  will  flock  to 
lunchtime  seminars  that  promise  solutions  for  relieving 
stress,  refocusing  investment  strategies  and  planning 
family  budgets  for  tough  times.  Thirty-eight  percent  of 
respondents  will  increase  stress  reduction  offerings 
such  as  onsite  massage  therapy  and  yoga  classes. 

Conclusion 

ESM  Association's  indicators  show  it's  business  as 
usual  for  most  employee  services  managers.  Employees 
fortunate  enough  to  work  at  ESM  Association  member 
companies  can  count  on  morale-boosting  activities 
that  bring  employees  together  to  deal  with  these  issues, 
make  a  difference  in  the  community  and  focus  on  bal¬ 
ancing  work  and  personal  life.  ©s™ 

Cynthia  Helson  is  director  of  communications  for  Employee 
Services  Management  (ESM)  Association,  Oak  Brook,  IL.  She 
may  be  reached  at  (630)  368-1280  or  chelson@esmassn.org. 
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ASSOCIATION 

Membership  Application 
General  Membership  $165 


Name 

Date 

Title 

Company 

Address 

City 

State 

Zip+4 

Phone 

Fax 

E-mail 

URL 

Number  of  Employees 


Membership  Fee  $165 

□  Payment  Enclosed  □  Please  Invoice  □  Mastercard 

□  Visa  □  American  Express  a  Discover 

Card  Number/Expiration  Date _ 

Signature _ 

Please  enclose  check  made  payable  to  ESM  Association  or  provide  credit  card  data  and 
mail  with  application  to: 

ESM  Association,  2211  York  Road,  Suite  207,  Oak  Brook,  IL  60523-2371,  Phone:.530-368-1280, 
FAX:  630-368-1286,  E-Mail:  esmahq@esmassn.org,  URL:  http://www.esmassn.org 
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Expanding  the  ESM 
Association /Employee 
Preferred  Benefits 
Relationship  Seeks 
to  Bring  Employees 
and  Employers  Closer 


In  the  traditional  work/life  model,  a 
person's  job  was  tantamount  to  success. 
From  9-5,  personal  and  family  issues  took 

A  BACK  SEAT.  As  LATE  AS  THE  EARLY  '80S  IT  WAS 
COMMONPLACE,  AND  IN  MANY  AREAS  EXPECTED, 
THAT  A  PERSON  REMAIN  WITH  THE  SAME 
COMPANY  UNTIL  RETIREMENT.  IT  WAS  NEVER 
LABELED  "CORPORATE  LOYALTY",  RATHER  IT  WAS 
SIMPLY  "DOING  YOUR  JOB." 
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"Employers  are  now 
just  starting  to 
address  work/life 
issues  with  benefits 
programs." 


BOB  KURDZIEL 

CEO 

Employee  Preferred 
Benefits 


oday,  that  model  has  shifted  dramatically. 
The  work/life  balance  has  swung  the  other 
way.  More  and  more,  personal  and  family 
concerns  are  creeping  into  the  workplace. 
Employees  are  knocking  off  early  to  take 
care  of  aging  parents,  to  attend  night  classes, 
or  just  spend  more  time  with  the  kids.  And 
it's  costing  employers  big  time. 

According  to  current  figures,  only  40% 
of  employees  use  "sick"  leave  for  personal 
illness.  Twenty-one  percent  are  taking 
unscheduled  leave  because  of  family  issues 
and  20%  use  "personal  needs"  as  a  reason. 
Another  5%  use  unscheduled  absences  because 
of  stress.  The  average  annual  cost  to  employers 
is  estimated  to  be  $610  per  employee. 

Even  when  employees  are  at  their  desks, 
they  may  not  be  fully  focused  on  producing 
for  the  boss.  Between  balancing  the  check¬ 
book,  caring  for  a  family  member,  and 
scheduling  appointments,  employees  are 
doing  well  to  focus  80%  of  their  time  on 
doing  what  they're  paid  to  do. 

At  the  same  time,  the  available  labor 
market  is  dangerously  low.  Last  year's 
unemployment  rate  (4%)  was  the  lowest  in 
31  years.  While  that  has  inched  up  modestly 
in  the  first  half  of  2001 ,  companies  are  still 
scrambling  to  fill  skilled  positions.  The 
challenge  to  the  employer  has  effectively 
doubled.  It's  not  just  about  recruiting  and 


retaining  quality  people  anymore.  It's 
also  about  creating  an  environment  that 
minimizes  the  personal  stresses  that  crop 
up  during  the  day  in  order  to  maximize 
productivity. 

A  whole  new  wave  of  benefits  directed  ^ 

at  easing  the  strain  of  work/life  issues  is  .r 

beginning  to  make  a  difference;  not  only  in  ‘ 

how  well  an  employee  works  for  a  company, 
but  how  long.  These  non-traditional  benefits  > 

offer  employees  savings  on  eyeglasses, 
long-term  care,  insurance,  e-learning  ^ 

opportunities,  travel  and  entertainment 
programs,  and  even  help  in  organizing  and 
maintaining  the  family's  medical  files.  ' 

At  the  forefront  of  this  movement  are 
Employee  Services  Management  (ESM) 
Association,  Oak  Brook,  IL,  and  Employee  Y 
Preferred  Benefits  (EPB),  an  Atlanta-based  ■ 
provider  of  work/life  benefits.  The  two 
organizations  first  teamed  up  in  1 994  to  provide  * 
ESM  Association  member  companies  voluntary 
work/life  benefits.  The  program  has  steadily 
grown  and  continues  to  pick  up  steam.  Today  < 
the  number  and  variety  of  voluntary  work/life 
benefits  available  through  the  ESM  Association/ 

EPB  partnership  has  more  than  tripled.  And,  ' 
according  to  Bob  Kurdziel,  CEO  of  EPB,  this 
is  just  the  beginning.  "Employers  are  now  just 
starting  to  address  work/life  issues  with  benefits  Y 
programs,"  Kurdziel  said. 


>- 
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The  Solution  is  Growing 

Currently  the  ESM  Association/EPB  program 
includes  eight  major  components: 

>-  Discount  Health  and  Legal  Services 
>-  e-Learning 

>  Employee  Assistance  Programs 

>-  Employer  Services 

>■  Financial  Services 

>■  Insurance 

>•  Merchandise 

^Travel  and  Entertainment 

Kurdziel  is  quick  to  point  out  that  EPB's 
programs  and  services  not  only  address 
voluntary  benefits,  but  can  also  assist  an 
employer  with  traditional  benefits  brokerage 
and  consulting  services.  This  allows  the 
average  employer  the  same  services  and 
value  that  a  Fortune  1 ,000  company  would 
expect.  Employers  select  the  programs 
they  feel  best  benefit  their  employees. 
Within  each  program,  there  may  be  several 
available  services.  Within  its  discount 
health  and  legal  program,  for  example, 
EPB  offers  a  Preferred  Choice  Card  which 
provides  employees  with  discounts  and 
special  services  from  more  than  300,000 
health  providers  and  facilities,  9,000  attorneys 
and  mediators,  plus  travel  assistance.  Each 
employee  can  pick  and  choose  the  specific 
services  they  would  like  to  use.  The  entire 
family  has  full  access  to  all  the  services 
available  under  the  card.  That  ability  to 
customize  down  to  an  individual  level  is 
one  of  the  hidden  keys  to  the  program's 
success. 

"Over  the  past  1 0-1 5  years,  there's  been 
a  real  disconnect  in  the  employer/employee 
relationship.  The  unspoken  message  from 
employer  to  employee  is  that  'we  just  don't 
care.'  By  addressing  an  employee's  most 
fundamental  concerns,  such  as  their  well¬ 
being  and  family  life,  we  are  repairing 
the  erosion  that  has  occurred,"  Kurdziel 
explained. 

Tangible  or  Intangible,  the 
Benefits  are  Real 

More  than  a  goodwill  gesture,  these 
voluntary  work/life  benefits  are  paying  off 
real  dividends  for  the  companies  —  and 
employees  —  that  are  using  them.  The  Boeing 
Company,  Seattle,  WA,  was  one  of  the  first  big 
corporations  to  start  addressing  work/life 
issues  in  the  '40s  when  the  company  began 


developing  recreational  outlets  for  its 
employees.  By  the  '80s,  Boeing  had  added 
discount  programs  that  offered  employees 
savings  on  travel,  entertainment,  and 
merchandise.  By  the  '90s,  the  aerospace  giant 
was  providing  workers  with  a  work/life 
referral  program  and  a  health  and  fitness 
program.  Today,  the  company  offers  employees 
nine  health  and  fitness  centers  in  the  Seattle 
area  alone,  and  over  1 00  recreational  clubs 
for  employees  and  their  families. 

"When  we're  out  recruiting,  prospects 
want  to  know  what  traditional  benefits  we 
offer.  But  often,  it  is  those  voluntary  benefits 
that  ultimately  swing  the  deal  in  our  favor," 
says  Bud  Fishback,  CESM,  Human  Resource 
Manager  for  Boeing.  According  to  Fishback, 
when  it  comes  to  recruiting,  having  a  solid 
traditional  benefits  package  is  the  ante  to  get 
into  the  game.  What  separates  one  company 
from  another  are  the  non-traditional  benefits 
like  voluntary  work/life  initiatives. 

In  some  instances,  the  benefits  are 
tangible.  Before  becoming  Human  Resource 
Manager,  Fishback  served  as  Recreation 
Manager.  "I  had  this  one  employee  who 
came  in  and  said  he  had  a  job  offer  from 
another  company  in  the  Seattle  area.  He 
turned  it  down,"  Fishback  recalls,  "because 
they  didn't  have  a  gymnasium  where  he 
could  go  play  basketball." 

In  other  cases,  the  benefits  are  less  tangible, 
as  is  often  the  case  with  ongoing  education. 
One  of  the  biggest  growth  opportunities 
Kurdziel  and  Fishback  see  is  in  the  area  of 
e-learning.  "Ongoing  learning  has  always  been 
one  of  the  keys  to  an  employee's  personal  and 
professional  growth.  All  you  have  to  do  is  look 


"When  we  approach  a 
benefits  provider, 
we're  representing 
the  interests  of  over 
2,000  companies  and 
approximately 
0  million  employees, 
and  that's  not  even 
counting  retirees  and 
the  families  of  current 
employees." 


BOB  KURDZIEL 

CEO 

Employee  Preferred 
Benefits 
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"As  a  manager  of 
people,  part  of  my  jot) 
is  to  facilitate  their 
growth  and 
development  and 
provide  them  with  the 
resources  to  do  their 
jobs  more  effectively. 


at  the  overwhelming  success  of  tuition 
reimbursement  programs  to  realize  that 
e-learning  represents  the  next  step  on  that 
curve,"  Kurdzie!  said.  In  response,  EPB  has 
made  its  e-learning  programs  a  major  focus. 
Currently,  the  company's  e-learning 
component  provides  for  opportunities  such 
as  career  training,  IT  development,  university 
and  graduate  courses,  vocational  training, 
and  special  interest  programs. 

While  the  long-term  benefits  of  such 
opportunities  may  go  unnoticed,  they  are 
there  just  the  same,  says  Fishback.  "One  of 
our  employees  went  back  to  school  to  get 
two  Masters  Degrees  and  Boeing  picked 
up  the  bill.  She  would  tell  folks  at  the  office 
that  she  had  received  a  $1 5,000  raise.  That's 
how  she  looked  at  it,"  he  explained. 


Basically,  if  they're  not 
getting  it  here,  they're 
going  to  go  find  it 
somewhere  else." 

BUD  FISHBACK 

Human  Resource 
Manager 

Boeing 


Strength  at  the  Grass  Roots  Level 

A  big  factor  in  the  growing  acceptance  of 
voluntary  work/life  benefits  has  been  the 
professional  association's  role  in  aggressively 
marketing  the  programs.  Kurdziel  stresses 
that  without  the  active  involvement  of  ESM 
Association,  the  work/life  benefit  initiative 
would  not  be  enjoying  the  success  it  has. 
"ESM  Association  has  been  around  for  over 
60  years.  They  represent  some  of  the  finest 
companies  in  the  country  who  have  been 
members  for  many  years.  Addressing 
employees'  needs  has  been  their  bailiwick 
the  entire  time.  ESM  Association  holds 
tremendous  credibility  in  the  marketplace  and 
is  a  major  knowledge  resource,"  he  said. 


The  ESM  Association/EPB  partnership 
represents  numbers  and  that  translates  into  r 
negotiating  power.  "When  we  approach  a  j 
benefits  provider,  we're  representing  the 
interests  of  over  2,000  companies  and  * 
approximately  8  million  employees,  and  ) 
that's  not  even  counting  retirees  and  the 
families  of  current  employees,"  Kurdziel  'x 
said.  That  leverage  allows  EPB  to  negotiate 
deals  that  go  far  beyond  what  even  a  large 
corporation  may  get. 

For  local  ESM  Association  chapters,  that  / 
leverage  is  proving  very  valuable.  In  addition 
to  providing  existing  members  with  a  greater 
ROI,  EPB  helps  new  members  address 
retention  and  recruitment  costs  which  brings 
in  new  member  companies  to  the  local 
chapters.  "If  it's  important  to  an  employer, 
it's  a  reason  to  become  a  member  of  ESM 
Association,"  Kurdziel  said. 

The  Next  Big  Challenge 

"The  next  big  challenge  for  us,  and  to  " 
some  extent  the  employers,  is  to  help  the 
employees  realize  what  types  of  work/life 
benefits  are  available.  Simply  making  the 
benefits  available  doesn't  help  the  employer- 
employee  relationship.  Once  the  employees 
take  advantage  of  the  benefits,  the  employer 
sees  increased  productivity  and  retention,"  -  «, 
Kurdziel  notes. 

To  some  extent,  employees'  growing  j 
demand  for  these  benefits  will  lead  to  a  y 
greater  awareness  of  the  availability.  But  EPB 
and  ESM  Association  aren't  counting  solely 
on  that.  A  major  focus  of  the  program  will  be 
employer-directed  initiatives  that  aid  human 
resource  and  benefits  managers  in  communi¬ 
cating  and  explaining  the  options  open  to  v 
employees.  An  important  new  addition  will  be 
the  Employee  Portal  that  will  allow  employees 
full  access  to  their  benefits  from  their  desktop,  ^ 
home  computer  or  while  traveling.  And 
expanding  services  that  address  eldercare 
issues  is  a  major  focus  with  the  aging  of  the  v 
population,  says  Kurdziel. 

As  Fishback  sees  it,  those  changes  are 
not  only  welcome,  they're  necessary.  "As  a  <- 
manager  of  people,  part  of  my  job  is  to 
facilitate  their  growth  and  development 
and  provide  them  with  the  resources  to  do  < 
their  jobs  more  effectively.  Basically,  if 
they're  not  getting  it  here,  they're  going  to 
go  find  it  somewhere  else,"  Fishback  y 
concluded.  esm 
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Introducing  Employee  Preferred  Benefits,  a 
family  of  programs  and  services  that  give  your 
employees  help  where  they  need  it  most.  At 
home.  Discount  health  cards,  savings  on  brand 
name  merchandise,  reduced  legal  fees,  discounts 
on  travel  and  entertainment,  specialized 
insurance,  even  e-learning  opportunities.  In 
addition  to  making  your  existing  benefits  package 
more  attractive  and  competitive,  F.PB  can  go  a 
long  way  towards  making  your  employees 
more  focused,  productive,  and  loyal.  You’re 
paying  100%  of  her  salary.  Shouldn’t  you  get 
100%  of  her  effort? 

For  more  information  on  how  F.PB  can  help  you 
develop  better  benefits  —  and  better  employees 
—  call  us  today  tit  770-810-6522.  Or,  check 
our  website  www.employeepreferred.com/9-5 

GSflt  ASSOCIATION  member  service 


"From  9-5, _ 

I  I'm  80%  yours" 

“I  appreciate  all  you’ve  done  for  me,  really. 

If  I  could,  I’d  gladly  give  you  every  ounce  of 
energy  in  return.  But  I  can’t.  In  a  minute, 
I’ll  be  on  the  phone  looking  for  a  way  to  reduce 
the  insurance  premiums  on  my  car.  Then  I 
have  to  take  off  early  to  meet  Mom’s  new 
nurse.  Assuming  I  get  back  here  before  the 
cleaning  crew  leaves  I’ve  got  to  learn  that 
new  presentation  software  before  Wednesday. 
And  you  want  my  undivided  attention  from 
9-5?  Take  a  number.  ” 


Putting  preferred  benefits  within  reach. 


3091  Governors  Lake  Drive 
Suite  300 

Norcross,  Georgia  30071 
770.810.6522 

www.employeepreferred.com/9-5 

©  2001  Employee  Preferred.  LLC 


International  Truck  and  Engine,  Warrenville,  IL,  motivates  employees 
to  get  fit  and  reduces  healthcare  costs  with  its  exercise  event 

By  Chelle  Pfiffner,  MS 

This  year,  over  2,000  International  Truck  and  Engine  Corp.  employees  from 
22  plants  across  the  U.S.,  Canada  and  Mexico  separated  into  230  teams 
to  compete  for  the  coveted  "Traveling  Trophy”  in  the  Trucking  Across  North 
America  event  that  promotes  and  rewards  fitness  activities  in  the  workplace. 
The  13-week  competition,  held  September  10-December  9  as  part  of  the 
company’s  wellness  program,  is  overseen  by  the  Wellness  Counsel  Work 
Group,  comprised  of  representatives  from  the  Human  Resource  Department 
and  United  Auto  Workers  Union. 


An  International  Truck  and  Engine  employee  at  the  Cantera, 
IL,  onsite  fitness  facility  participates  in  Trucking  Across 
North  America  by  performing  a  fitness  activity  he  enjoys. 


How  it  works 

Teams  comprised  of  5-1 0  employees  "truck"  across  a 
fictional  2,970-mile  route  from  Baltimore,  MD,  to 
Richmond,  VA.  The  teams  earn  mileage  by  participating 
in  cardiovascular,  recreational,  strength  training,  and 
wellness  activities.  Every  exercise  mile  equals  10  road 
miles.  Each  employee  strives  to  perform  a  maximum  of 
six  exercise  miles  (60  road  miles)  per  day  and  36  exer¬ 
cise  miles  per  week.  Throughout  the  course  of  the 
event,  they  can  earn  bonus  miles  by  participating  in 
wellness  and  volunteer  activities  either  onsite  or  in  the 
community.  Employees  exercise  on  an  individual  level, 
track  their  own  exercise  time  and  submit  scorecards 
every  Monday  to  record  their  individual  points  and  cal¬ 
culate  team  standings  by  the  end  of  each  week. 
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EVENT  CALENDAR 


Although  Trucking  Across  North  America  begins  in  September,  International  Truck  and  Engine 
starts  planning  the  event  in  June.  Here  is  a  brief  timeline  of  the  company's  planning  activities: 

June:  The  Wellness  Employee  Assistance  Program  (EAP)  Summit  is  held  with  repre¬ 
sentatives  attending  from  upper  management's  Executive  Wellness  Counsel,  the 
Wellness  Counsel  Work  Group  and  local  wellness  teams.  The  representatives  start 
developing  the  Trucking  Across  North  America  program  for  the  year  by  discussing  new 
changes,  developments  and  ideas. 

July:  The  Wellness  Counsel  Work  Group  begins  recruiting  employees  as  volunteer 
site  coordinators  to  organize  program  activities  and  recruit  participants  for  their  respec¬ 
tive  facility  locations.  Group  representatives  visit  the  company's  facilities  to  meet  with 
employees  and  management,  offering  support,  information  and  encouragement. 

August:  The  Wellness  Counsel  Work  Group  begins  company-wide  promotions  and 
site  coordinators  begin  site  promotions.  The  Wellness  Counsel  Work  Group  remains  in 
contact  with  site  coordinators  by  offering  assistance  and  holding  conference  calls  to 
share  information  and  generate  ideas. 

September:  At  the  onset  of  the  program,  each  site  celebrates  its  own  Trucking  Across 
North  America  kick-off  event. 

October-November:  The  majority  of  the  program  is  carried  out  in  these  months.  The 
site  coordinators  continue  conference  calls. 

December:  In  mid-December,  the  program  concludes,  the  winner(s)  is  identified  and  a 
celebration  for  the  champion(s)  is  held.  Most  sites  have  a  celebration,  even  if  they  don't  win. 


Employees  can  exercise  whenever  and  wherever  they 
like  including  exercising  at  a  gym,  gardening  at  home 
or  walking  outside.  International  Truck  and  Engine's 
Melrose  Park,  IL,  Springfield,  OH  and  Indianapolis,  IN 
locations  have  onsite  fitness  facilities  where  a  profes¬ 
sionally-trained  staff  provides  assistance,  develops  fit¬ 
ness  programs  and  teaches  classes.  The  company's 
headquarters  office  in  Cantera,  IL,  and  its  Parts 
Distribution  Center  in  Baltimore,  MD  house  unsuper¬ 
vised  fitness  rooms  for  employees'  use. 

Marketing  to  different  fitness  levels 

The  program  is  designed  to  attract  physically-fit  and 
not-so-fit  employees.  The  event's  main  fitness  activities 
are  geared  toward  beginners  and  encourage  teams  to 
earn  enough  mileage  to  get  from  Baltimore  to 
Richmond  by  December  9.  Advanced  teams  that  arrive 
in  Richmond  before  December  9  have  the  option  of 
adding  an  extra  leg  onto  their  trip  by  "traveling"  an 
additional  1,710  miles  from  Richmond  to  Escobedo, 
Mexico.  An  individual  maximum  mileage  limit  of  six 
miles  per  day,  or  36  miles  per  week,  keeps  the  compe¬ 
tition  fair  and  ongoing  through  December  9. 

Promotion 

The  Wellness  Counsel  Work  Croup  uses  flyers, 
e-mails,  parties,  and  word-of-mouth  to  promote  the 
event  as  a  teamwork-based  effort  to  stay  in  shape  dur¬ 


ing  the  holiday  season.  Upper  management  helps  the 
Work  Group  generate  excitement  about  the  event.  Pam 
Hamilton,  senior  vice  president  of  human  resources 
and  administration,  encourages  employees  to  partici¬ 
pate  by  leaving  voicemail  messages,  and  upper  man¬ 
agement  forms  their  own  competitive  team,  which 
includes  John  Horne,  CEO,  chairman  and  president. 

The  outsource  firm  Hill  and  Knowlton,  Chicago,  IL, 
generates  local  media  attention  for  the  event  by  draft¬ 
ing  story  ideas  and  sending  them  to  various  news 
sources.  Firm  representatives  remain  in  constant  com¬ 
munication  with  event  coordinators,  who  inform  them 
of  all  program  activities. 


Employees  work  in  teams  to  strive  for  enough  points  to 
win  the  Traveling  Trophy. 
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The  Indy-Gamblers  from  Indianapolis,  IN,  win  first  place 
for  the  second  year  in  a  row. 


Volunteer  involvement 

International  Truck  and  Engine  aims  to  make  the  pro¬ 
gram  customizable  to  the  company's  various  sites 
while  maintaining  a  certain  level  of  uniformity.  Each 
site  plans  its  own  activities  such  as  parties  and  incen¬ 
tive  ideas,  but  the  basics  of  the  program,  such  as  how 
mileage  is  earned,  are  the  same  at  every  location. 

Employees  volunteer  to  be  site  coordinators  and  are 
responsible  for  the  program  at  their  locations.  Site 
coordinators  must  understand  their  role,  feel  like  they 
are  making  a  difference  in  the  workplace  and  receive 
the  recognition  they  deserve  for  their  dedication  to  the 
program.  To  clearly  define  role  responsibility,  the  Work 
Group  distributes  planning  kits  and  visits  the  sites  to 
address  concerns  and  answer  questions.  Upon  the 
conclusion  of  the  program,  the  Work  Group  sends 
thank-you  notes  to  site  coordinators  along  with  copies 
to  site  managers  and  upper  management's  Executive 
Wellness  Counsel.  The  Work  Group  also  administers 
a  survey  when  the  program  ends,  allowing  site  co¬ 
ordinators  to  share  ideas  of  what  to  address  the 
following  year. 

Wrap-up 

Every  year,  Trucking  Across  North  America's  partici¬ 
pation  levels  increase.  In  2000,  teams  averaged  5.4 
hours  of  exercise  per  week,  compared  to  4.4  hours  per 
week  in  1999.  Also,  91  percent  of  last  year's  partici¬ 
pants  completed  the  2001  mileage  challenge,  up  from 
85  percent  in  1999. 

Participants  are  required  to  fill  out  pre-  and  post¬ 
program  surveys  measuring  their  exercise  habits 
before  and  after  participation.  Last  year,  over  half  of 
participants  reported  that  the  competition  improved 
their  health,  and  63  percent  reported  improved  fit¬ 
ness  levels.  They  also  reported  decreased  weight, 
blood  pressure,  heart  rate,  and  stress  levels,  as  well 
as  improved  nutrition. 


Showing  results 

According  to  the  article  "The  Relationship  Between 
Modifiable  Health  Risks  and  Health  Care  Ex¬ 
penditures,"  published  in  the  Journal  of  Occupational 
and  Environmental  Medicine,  reducing  the  risk  of 
sedentary  lifestyles  results  in  healthcare  savings.  The 
study  shows  a  significantly  higher  healthcare  expendi¬ 
ture  per  employee  per  year  for  employees  with  seden¬ 
tary  lifestyles  versus  active  employees.  In  1999, 
International  Truck  and  Engine's  estimated  healthcare 
cost  avoidance  savings  was  about  $800,000. 

In  1999,  the  American  Productivity  and  Quality 
Center,  Houston,  TX,  selected  International  Truck  and 
Engine  as  one  of  four  best  practices  companies  for 
health  and  productivity  management.  More  recently, 
the  company  received  the  Health  and  Productivity 
Excellence  Award  designated  by  the  Institute  for  Health 
and  Productivity  Management  (IHPM),  Scottsdale,  AZ, 
a  nonprofit  research  and  development  organization 
dedicated  to  establishing  the  value  of  employee  health 
as  a  business  asset  and  investment  in  corporate  suc¬ 
cess.  Also,  for  the  last  two  years,  the  Wellness  Council 
of  America  (WELCOA),  Omaha,  NE,  awarded 
International  Truck  and  Engine  the  Gold  Workplace 
Award  and  designated  it  one  of  "America's  Health¬ 
iest  Companies."  This  October,  WELCOA  also  recog¬ 
nized  the  company's  health  promotion  program  as  a 
best  practice. 

The  13-week  rivalry  helps  boost  morale  and  keeps 
employees  satisfied  with  their  workplace.  For  eight 
years,  Trucking  Across  North  America  has  been  a 
huge  success  and  helps  International  Truck  and 
Engine  employees  not  only  become  more  physical¬ 
ly  fit,  but  also  build  a  stronger  workforce.  esm 

Chelle  Pfiffner,  MS,  is  the  manager  of  Health  Promotion 
Services  at  International  Truck  and  Engine  Corp.,  Warren- 
ville,  IL.  Pfiffner  may  be  reached  at  (630)  753-3104, 
Chelle.Pfiffner@NAV-INTERNATIONAL.com  or  www.tnter- 
nationalDelivers.com. 
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May  1  9-23,  2002  *  Town  &  Country  Resort  &  Convention  Center  •  San  Diego,  CA 


ESM  Association's  6  1  st  Ann u a / 


Personalize  your  Education: 

BEST  PRACTICES  TRACK 

Learn  trade  secrets  from  trailblazers  in  the  employee  services  pro¬ 
fession.  Each  session  explores  the  development,  implementation, 
innovation,  and  evolution  of  a  top  employee  services  program. 

STRATEGIC  NETWORKING  FORUM 

ESM  Association's  E-Mail  Listserve  comes  to  life  as  attendees  ask  for 
advice,  share  their  experiences  and  learn  from  peers  during  discus¬ 
sions  facilitated  by  tenured  employee  services  providers. 

OUTSOURCE  RESOURCES 

ESM  Association's  Exhibit  Hall  features  online  services,  ready-made 
programs,  convenience  services,  promotional  items,  discounted  travel 
attractions,  and  more. 

CHAPTER  LEADER  WORKSHOP 

ESM  Association  Chapter  Leaders  gain  expert  advice  on  developing 
chapter  membership,  starting  a  chapter  website  and  recruiting  new 
chapter  leaders. 

UNLIMITED  NETWORKING 

Make  new  contacts  during  conference  sessions,  in  the  Exhibit  Hall  and 
while  attending  evening  functions  at  exciting  venues  like  Anheuser- 
Busch's  Sea  World  and  San  Diego  Zoo  &  San  Diego  Wild  Animal  Park. 


Employee  Services:  Now  more  than  ever! 


Today's  top  companies  credit  employee  services  as  the  secret 
behind  their  productive  and  contented  workforce.  Work/life  programs 
and  convenience  services  help  increase  productivity,  trim  absenteeism 
costs  and  boost  morale.  Today's  workers  expect  these  services  from 
their  employers.  Employee  services  providers,  the  managers  of  these 
services,  use  ESM  Association's  Annual  Conference  &  Exhibit  as  their 
education  tool  and  trends  resource. 

Come  join  hundreds  of  employee  services  providers,  human 
resource  managers  and  work/life  professionals  in  discovering  the 
hottest  trends  and  approaches  to  employee  services  programs. 
Whether  you  are  thinking  about  launching  a  new  program  or  enhanc¬ 
ing  your  existing  services,  you  cannot  afford  to  miss  this  event! 


May  19-23,  2001  •  Town  &  Country  Resort  &  Convention  Center  •  San  Diego  •  California 


ESM  Association's  61st  Annual 


Employee  Services:  Now  more  than  ever! 

Registration  Form 


Full  Name  (Print) _  Nickname 

Position  _ _ _ 

Company  _  Number  of  Employees 

Address  _ _ _ I _ 

City  _  State _  Zip  Code 

Phone _ _  Fax  _ _ _  E-mail  _ 


Is  this  your  first  National  Conference?  □  Yes  □  No 


□  Please  check  if  you  have  a  disability  and  require  special  services.  Attach  a  description  of  your  needs. 

Payment  method:  □  Check  (payable  to  ESM  Association)  □  Visa  □  Mastercard  □  American  Express  □  Discover 
Credit  card  number _  Exp.  Date  _ 

REGISTRATION  FEES:  PLEASE  CIRCLE  YOUR  CHOICES  AND  INDICATE  THE  TOTAL  AMOUNT  ENCLOSED. 


Conference  Registration  Categories  (Circle  One) 

Cost 

Prior  to  4/1/02 

Cost 

After  4/1/02 

ESM  Association  Organization  Member 

Chapter,  General,  Individual 

$585 

$610 

Non-Member  Includes  membership  through  12/02 

$730 

$780 

Associate/Supplier  Non-Exhibiting 

$895 

$920 

College  Student 

$170 

$195 

Retired  ESM  Association  Member 

$125 

!  $125 

One-day  Registration 

$  Idavratel  X  (number  of  days!  = 

Check  dates  of  attendance  □  5/20  Ci  5/21  □  5/22  □  5/23 

$260 

|  $285 

SUBTOTAL:  $ 


Optional  Evening  Functions  (Circle  Your  Choices) 

Cost 

Tuesday  Evening  Function 

Fee  for  transportation  &  admin.  iBSjjSf 

Sponsored  by  San  Diego  Zoo  &  San  Diego  Wild  Animal  Park 

$20 

Wednesday  Evening  Function 

Fee  for  transportation  &  admin.  -  _ 

Sponsored  by  Anheuser-Busch's  SeaWorld  SCaWollCl. 

S’” 

$20 

TOTAL: 


Submit  a  separate  registration  form  for  each  person.  Duplicate  copies  of  this  form  will  be  accepted. 

Advance  registration  will  not  be  accepted  without  full  payment.  Mail  payment  and  registration  form  to:  ESM  Association  Headquarters,  2211  York  Rd., 
Ste.  207,  Oak  Brook,  IL  60523-2371;  or  fax  the  registration  form  with  your  credit  card  information  to  ESM  Association  at  (630)  368-1286.  If  you  have  a 
question,  please  call  (630)  368-1280.  Cancellation:  Full  registration  will  be  refunded  if  written  cancellation  notification  is  postmarked  on  or  before 
4/1/02.  After  that  date,  a  refund  is  not  guaranteed.  All  room  reservations  must  be  made  directly  with  the  Town  &  Country  Resort  &  Convention  Center 
by  calling  (800)  772-8527.  State  that  you  are  part  of  the  ESM  Association  Conference.  The  ESM  Association  Conference  room  rate  at  the  Town  & 
Country  Resort  &  Convention  Center  is  $129  per  night  (single  or  double  occupancy).  Our  room  block  is  limited.  To  insure  room  rate  and  avail¬ 
ability,  please  make  reservations  before  4/15/02.  Children  under  16  will  only  be  allowed  in  the  Exhibit  Hall  on 
Wednesday,  5/22/02. 


FOR  OFFICE  USE  ONLY 
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Under  pressure 

Helping  employees  manage  the  demands  of  work  and  life 

By  Michael  P.  Scott 

Scenario  A:  An  employee  is  working  on  a  project  for  her  supervisor 
when  another  manager  drops  in  with  a  rush  assignment.  The  employee 
agrees  to  work  on  the  rush  job  and  her  initial  project,  while  still  attempting  to 
leave  work  on  time.  As  the  pressure  builds  up,  she  snaps  at  her  coworkers, 
misses  her  daughter’s  dance  recital  and  ultimately  upsets  her  entire  family. 

Scenario  B:  An  employee  has  an  overabundance  of  work  to  complete,  yet 
he  can’t  concentrate  because  his  child  is  sick  at  home  and  his  marriage  is  fail¬ 
ing.  Since  his  supervisor  frowns  on  taking  time  off  for  personal  matters,  he  must 
either  use  vacation  days  or  have  his  pay  docked  to  deal  with  these  issues. 


Stress  in  the  workplace 

These  stories  illustrate  the  point 
that  stress  is  fully  ingrained  in 
today's  workplace  culture.  In  a 
recent  survey  by  Kensington  Tech¬ 
nology  Group,  San  Mateo,  CA, 
nearly  46  percent  of  employees 
say  their  level  of  work  stress 
increased  within  the  past  year.  A 
similar  percentage  of  employees 
say  that  technology,  in  particular 
the  demands  of  voicemail  and  e- 
mail,  increase  their  levels  of  stress. 
Two  thirds  of  employees  surveyed 
indicate  that  the  cause  of  their 


stress  is  directly  related  to  the 
amount  of  work  employers  expect 
them  to  produce. 

Work  and  life  pressures  can  take 
their  toll  on  today's  employees. 
According  to  two  studies  appear¬ 
ing  in  the  Journal  of  Occupational 
Health  Psychology,  the  threat  of 
layoffs  and  working  long  hours 
puts  employees'  health  and  safety 
at  risk.  The  results  of  these  studies 
suggest  that  employees  who  are 
insecure  about  their  job  stability 
are  at  higher  risk  for  workplace 
injuries  and  accidents. 
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Stress  also  has  a  significant  impact 
on  a  company's  financial  bottom 
line.  Dr.  Paul  Rosch,  president, 
American  Institute  of  Stress, 
Yonkers,  NY,  and  clinical  professor 
of  Medicine  and  Psychiatry,  New 
York  Medical  College, 

Valhalla,  NY,  estimates 
the  total  cost  of  stress  in 
the  U.S.  to  be  $200  bil¬ 
lion  annually.  He  also 
points  out  that  75-90 
percent  of  physician 
visits  scheduled  are 
for  stress-related  com¬ 
plaints  and  illnesses, 
which  contribute  to 
growing  health  insur¬ 
ance  costs. 

Offering  help 

Savvy  employers  re¬ 
cognize  that  employee 
services  programs  that 
provide  employees  with 
relief  from  day-to-day 
pressures  help  reduce 
healthcare  costs  and 
improve  production.  Apply  the  fol¬ 
lowing  ideas  to  your  corpor¬ 
ate  culture: 

Autodesk  Inc...  Sen  Rafaet,  CA: 

Autodesk  requires  managers  to 
watch  for  signs  of  employee 
burnout  and  encourage  stressed 
employees  to  take  time  off — 
without  impacting  their  vacation 
time — to  rest  and  renew  them¬ 
selves.  The  company  also  grants 
six-week  paid  sabbaticals  to 
employees  for  every  four  years 
they  work  at  the  company. 

Andersen,  Chicago,  IL: 

Five  years  ago,  Andersen  hired  a 
concierge  service  to  help  employ¬ 
ees  complete  personal  tasks.  Over 
one-third  of  its  7,000  employees 
use  the  service  to  run  errands  such 
as  clothing  alterations,  dry-clean¬ 
ing  drop  off  and  pick  up,  oil 
changes,  or  hiring  a  person  to  wait 
for  home  deliveries  or  repairmen. 


Compaq  Computer,  Houston,  TX: 

Compaq's  Employee  Assistance 
Program  offers  brown  bag  lunch 
seminars  that  help  employees  deal 
with  stress  and  work/life  issues. 
Phil  Hall,  CESM,  manager,  em¬ 


ployee  services,  says,  "These  pro¬ 
grams  are  quite  popular  with  our 
employees  and  are  usually  very 
well  attended." 

Microsoft  Corp„  Redmond,  WA; 

Microsoft  developed  a  web  page 
called  "Tips  and  Tricks"  that  offers 
self-help  resources  such  as  book 
recommendations  and  web  links 
to  work/life  balance  services  for 
employees  and  their  families. 

Baxter  Healthcare  Corp ,, 
Deerfield,  IL: 

In  its  internal  job  postings,  Baxter 
indicates  job  positions  with  flexi¬ 
ble  work  arrangements  such  as 
job  sharing,  flextime,  compressed 
workweeks,  and  part-time  hours. 

Promotion 

Many  companies  offer  work/life 
services  such  as  onsite  ATM  ma¬ 
chines  and  take-home  meals  from 
the  cafeteria,  but  not  all  employees 


realize  the  time  they  can  save  by 
utilizing  these  services.  Consider 
interviewing  the  employees  who 
enjoy  these  services  and  ask  them 
how  much  time  they  save.  Then, 
use  their  quotes  to  promote 
the  company's  con¬ 
venience  services  as 
anti-stress,  time-saving 
techniques.  In  your 
promotional  materials, 
create  a  scenario  of 
how  one  employee 
used  one  or  more  of 
these  services  to  save 
a  specified  amount 
of  time.  This  infor¬ 
mation  will  encourage 
more  employees  to 
manage  stress  by  taking 
advantage  of  company- 
offered  services. 

Conclusion 

A  loss  of  job  security 
and  the  need  to  work 

_  longer  hours  leaves 

some  employees  with 
little  time  to  ponder  personal 
responsibilities,  let  alone  attend 
to  them.  Employee  stress  is  a  real 
issue  that  directly  affects  a  com¬ 
pany's  productivity,  healthcare 
costs  and  morale.  Work/life  pro¬ 
grams  help  retain  the  employees 
left  behind  after  a  merger  and 
attract  new  ones  to  the  com¬ 
pany,  despite  highly-publicized 
job  cuts.  Consider  helping  em¬ 
ployees  deal  with  the  stress  of 
today's  economy  by  promoting 
work/life  services  as  outlets  for 
relieving  the  day-to-day  stress  of 
personal  responsibilities.  esm 

Michael  P.  Scott  is  president  of  the 
Nevada  Star  Frontier  Exchange,  Carson 
City,  NV,  a  strategic  communications 
firm  that  assists  individuals  and  organ¬ 
izations  in  reaching  new  frontiers 
of  success.  He  can  be  reached  at 
nevadastar4@earthlink.net. 
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HERE’S  A  REAL  EMPLOYEE  BENEFIT. 

Florida’s  Tr  o  b  i  cal  Island  G  e  t  a  w  a  y 
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www.esmdeals.com  1-800-237-6444 


' People  know 
Vueblo  f or  it$. 


$nazzy  Web  Site? 
(www.pueblo.gsa.gov) 


famous 
Hot  Salsa? 

In  Pueblo,  the  free  government 
information  is  also  hot.  Spice  up 
your  life  by  dipping  into  the 
Consumer  Information  Center 
web  site,  www.pueblo.gsa.gov.  Or 
calling  toll-free  1-888-8  PUEBLO 
to  order  the  free  Catalog.  Sorry, 
salsa  not  available  through  our 
web  site  or  Catalog, 


U.S.  General  Services  Administration 


Advertising  Index 

Call,  fax  or  e-mail  your  request  for  more  information  on  the  products/services  advertised  in  this  magazine. 


Choice  Hotels  Int’l . 15  Family  Care . 11 
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CONTINUED  FROM  PACE  36 

The  Centers  for  Disease  Control  and  Prevention  recommends  washing 
hands  with  soap  and  water  for  at  least  15  seconds. 


than  five  times  a  day.  Half  of  the 
employees  in  these  two  groups 
wash  their  hands  only  10  se¬ 
conds  or  less.  On  the  other  hand, 
medical  and  food  service 
employees  are  more  diligent 
about  hand  hygiene.  A  sub-  [B 

stantial  majority  wash  their  ^ 

hands  seven  or  more  times  V 

a  day  (medical  employees:  ^ 

86  percent,  food  service 
employees:  68  percent)  and 
for  1 5  seconds  or  more 
(medical  employees:  69  per¬ 
cent,  food  service  employ-  * 

ees:  76  percent).  V 

Encouraging  „ 

hand  washing 

The  SDA  survey  suggests 
companies  could  be  doing 
more  to  encourage  hand  * 

washing.  While  93  percent  of 
companies  keep  washrooms 
stocked  with  soap  and  tow¬ 
els,  only  41  percent  post  hand 
washing  reminders.  Again,  where 
you  work  plays  a  part — 73  percent 
of  offices  and  customer  service 
facilities  and  74  percent  of  mainte¬ 
nance  and  construction  operations 
do  not  post  signs  reminding  work¬ 
ers  to  wash  their  hands.  Eighty- 
eight  percent  of  food  service  facil¬ 
ities  and  67  percent  of  medical 
facilities  post  signs,  and  those 
employees  show  the  strongest  per¬ 
formance  in  proper  hand  washing. 

The  good  news  is  this  poor 
hygiene  trend  can  be  reversed. 
According  to  Bock,  "A  key  ingre¬ 
dient  to  improving  hand  washing 
in  the  workplace  is  better  health 
promotion.  Simple  reminder  signs 
in  bathrooms,  kitchens  and  other 
community  areas  dramatically  im¬ 
prove  compliance." 

The  survey  also  suggests  a  direct 
correlation  between  encourage¬ 


ment  and  compliance.  In  bus¬ 
inesses  that  post  hand  washing 
reminders,  72  percent  of  employ¬ 
ees  wash  their  hands  five  or  more 

Sidebar  1 


Each  time  you  use  the  restroom 

Before  and  after  staff  meetings 
where  food  is  served 
After  reading  newspapers  or 
magazines  in  the  break  room 
Before  and  after  lunch 
After  using  a  coworker's  key¬ 
board  or  office  supplies 

Before  and  after  a  meet  and 
greet  activity  where  attendees 
shake  hands 

When  using  shared  office  equip¬ 
ment  like  faxes,  phones,  etc. 


times  a  day.  In  fact,  38  percent 
wash  their  hands  more  than  10 
times  a  day.  CDC  recommends 
washing  hands  with  soap  and 
water  for  at  least  1 5  seconds.  Since 
many  employees  wash  their  hands 
10  seconds  or  less,  a  simple 
reminder  of  "just  Five  More 
Seconds"  posted  near  sinks  will 
encourage  employees  to  wash 
their  hands  longer. 

Health  promotion  idea 

Here  are  some  tips  on  how  to 
wash  hands  properly.  Consider 
including  this  information  in  your 
health  promotion  materials  or 
employee  newsletter: 

1.  Wet  hands  with  warm  running 
water  prior  to  reaching  for  soap. 

2.  Rub  hands  together  to  make  a 
lather.  Do  this  away  from  run¬ 
ning  water,  so  the  lather  isn't 
washed  away. 


3.  Wash  the  front  and  back 
of  hands,  between  fingers  and 
under  nails.  Continue  washing  for 
15  seconds  or  more — about  the 
time  it  takes  to  sing  the  song 
"Happy  Birthday." 

4.  Rinse  hands  well  under 
warm  running  water. 

1  5.  Dry  hands  thorough¬ 

ly  with  a  clean  towel  or 
air  dryer. 

6.  Alcohol-based  hand 
sanitizers,  gels  or  antibacte¬ 
rial  wipes  are  useful  alterna¬ 
tives  if  soap  and  water  are 
not  available,  for  example, 
when  traveling  in  a  car  or 
taxi  on  the  way  to  a  business 
meeting,  before  eating  an 
in-flight  meal  or  snack,  or  at 
outdoor  work  settings. 

3-  Statistics  from  the  2001 

SDA  National  Cleaning 
Survey,  conducted  by 
Opinion  Research  Corp. 
Int'l.,  Princeton,  NJ,  are  based 
on  telephone  interviews  with  a 
national  sample  of  1,013  Amer¬ 
ican  adults.  For  more  information 
on  useful  hand  washing  and  food 
safety  tips,  as  well  as  guidance 
for  proper  usage  of  laundry 
detergents  and  household  clean¬ 
ing  products,  visit  SDA's  website 
atwww.cleaning101.com.  esm 

Brian  Sansoni  is  vice  president, 
communication  and  education,  for 
The  Soap  and  Detergent  Association, 
Washington,  DC.  He  may  be  reach¬ 
ed  at  (202)  662-2517  or  bsanson@ 
sdahq.org. 
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JustForYou 


Just  five  more  seconds 

Washing  hands  longer  and  more  often  prevents 
the  spread  of  germs 

By  Brian  Sansoni 


As  an  employee  services  provider,  you  probably  offer  employees  onsite 
flu  shots  during  flu  season,  but  do  you  provide  information  on  how  to 
prevent  the  contraction  and  spread  of  this  infectious  disease?  Cold  and  flu 
season  prompts  many  employees  to  use  common  sense  cleaning  prac¬ 
tices  at  home  to  defend  their  families  against  harmful  germs,  but  what  about 
at  work — the  place  where  they  spend  most  of  their  waking  hours? 


A  recent  survey  by  The  Soap  and 
Detergent  Association  (SDA), 
Washington,  DC,  reveals  that  the 
workplace  is  a  weak  link  in  the 
fight  to  prevent  the  contraction 
and  spread  of  infectious  diseases. 
According  to  the  2001  SDA 
National  Cleaning  Survey,  40  per¬ 
cent  of  American  employees  nei¬ 
ther  wash  their  hands  often 
enough  nor  long  enough  to  pre¬ 
vent  the  spread  of  disease.  The  sur¬ 
vey  also  found  that  58  percent  of 
companies  don't  encourage  hand 
washing  in  the  workplace. 

Disease  prevention 

The  Centers  for  Disease  Control 
and  Prevention  (CDC),  Atlanta, 
GA,  recognizes  hand  washing  as 


one  of  the  most  important  means 
of  preventing  the  spread  of  germs. 
Americans  spend  $1.3  billion  on 
direct  medical  costs  for  the  flu 
alone,  and  lost  productivity  in  the 
workplace  adds  another  $15  bil¬ 
lion  to  annual  expenses. 

"While  most  people  can  fight 
germs  at  home  by  using  antibacte¬ 


rial  products  and  disinfectants, 

they  have  much  less  control  over 

their  work  environment,"  says 

Nancy  Bock,  director  of  consumer 

affairs,  SDA.  "Proper  hand  wash-  > 

ing  is  an  employee's  only  defense 

against  germs  in  the  workplace. 

Washing  five  or  more  times  a  day 
is  the  first  step,  but  employees  also 
need  to  wash  their  hands  thor¬ 
oughly  with  soap  and  water  for  at 
least  1 5  seconds." 

Statistics  by  occupation 

Where  people  work  appears  to 
affect  hand  washing  practices  as 
well. The  survey  shows  that  65  per¬ 
cent  of  maintenance  and  construc¬ 
tion  workers  and  47  percent  of 
office  and  customer  service  repre¬ 
sentatives  wash  their  hands  less 
CONTINUED  ON  PAGE  34 
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keeping  it  simple 
finding  a  balance 
rnaking  it  work 


Xylo  offers  a  unique  Web-based  work/life 
program  that  saves  employees  time, 
money  and  simplifies  their  lives.  We  feature 
hundreds  of  great  discounts,  outstanding 
savings  and  creative  solutions  that  are 
fast,  easy  and  convenient  to  use — from 
work  and  home. 

The  Xylo  program  offers  busy  HR 
professionals  an  effective  work/life  solution 
to  attract  and  retain  top  talent.  It  helps  to 
reinforce  corporate  culture  and  facilitate 
existing  programs.  Xylo  connects,  inspires; 
and  informs  employees. 


xylo 


1 

For  more  information,  please  contact  us  today  at  info@xylo.com,1 
Xylo,  Inc.  500  108th  Ave.  NE,  Suite  2200,  Bellevue,  WA  98004  V 
(866)  733-XYLO  or  visit  our  Web  site  at  www.xylo.com  ; 
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Maxtor’s  | 
employee 

page  19 


Win  o\/er  management  with  a  bottom-line 
"***■  I  approach  to  employee  services 


SAVE  15/ 

In  Florida  there  are  127  wonderful  Choices  at 
which  members  of  the  Employee  Services 
Management  Association  can  SAVE  15%! 


ATLANTIC  BEACH 
Comfort  Inn  Mayport 

BONITA  SPRINGS 
Comfort  Inn 

CAPE  CORAL 
Quality  Inn  Nautilus 

CLEARWATER  BEACH 
Quality  Inn 
Beach  Front  Resort 

COCOA  BEACH 
Comfort  Inn  &  Suites 

DAYTONA  BEACH  SHORES 
Quality  Inn  Ocean  Palms 

DE  LAND 

Comfort  Inn 

DEERFIELD  BEACH 

Comfort  Inn  Oceanside 

Comfort  Suites 
Quality  Suites 

DESTIN 
Comfort  Inn 

FT.  LAUDERDALE 

Comfort  Suites 
Airport/Convention  Center 

FT.  MYERS 

Comfort  Suites 

Sleep  Inn  Airport 

FT.  MYERS  BEACH 

Quality  Inn  &  Suites  Beachfront 

HOLLYWOOD 

Comfort  Inn  Airport 

JACKSONVILLE 

Clarion  Hotel 

Airport  Conference  Center 
Mainstay  Suites 
Quality  Inn  &  Suites  Airport 
Quality  Hotel  Southpoint 

JACKSONVILLE  BEACH 

Comfort  Inn  Oceanfront 


KENDALL(MIAMI) 

Comfort  Suites 

KEY  WEST 
Comfort  Inn 

Quality  Inn 

KISSIMMEE 
Clarion  Hotel  Maingate 

Clarion  Suites 

Comfort  Suites  Maingate 

Comfort  Suites  Maingate  East 

Quality  Inn  Lake  Cecile 
at  World  Center 

Quality  Suites  Maingate  East 

LAKE  BUENA  VISTA 

Clarion  Suites 
Lake  Buena  Vista 

Comfort  Inn 
Lake  Buena  Vista 

LAKE  MARY 

Mainstay  Suites 

MELBOURNE 

Quality  Suites  Oceanside 

MIAMI  SOUTH 

Quality  Inn 

MIAMI  BEACH 

Comfort  Inn  on  the  Beach 

Clarion  Suites  Crystal  Beach 

MIAMI  SPRINGS 
Comfort  Inn  &  Suites 
Miami  Airport 

Comfort  Suites 

Mainstay  Suites  Miami 
International  Airport 

Sleep  Inn  Miami  International 
Airport 

MILTON 

Comfort  Inn 

MT.  DORA 

Comfort  Inn 


NAPLES 
Comfort  Inn 
Downtown  On  the  Bay 

Comfort  Inn  &  Executive  Suites 
Quality  Inn  Gulfcoast 

Quality  Inn  &  Suites 
Golf  Resort 

NAVARRE 

Comfort  Inn  &  Conference  Center 

NEW  PORT  RICHEY 

Comfort  Inn  Gateway 

NICEVILLE 
Comfort  Inn 

OCALA 
Comfort  Inn 

Quality  Inn  1-75 

ORLANDO 
Comfort  Inn  North 

Quality  Suites 

ORMOND  BEACH 
Comfort  Inn  Interstate 

Sleep  Inn 

PALM  COAST 

Sleep  Inn 

ST.  AUGUSTINE 

Comfort  Suites  World  Golf  Village 

ST.  AUGUSTINE  BEACH 

Comfort  Inn 

ST.  PETERSBURG 
Comfort  Inn  &  Suites 
at  Tropicana  Field 

TAMPA 

Comfort  Suites 
Sleep  Inn 

WESLEY  CHAPEL 

Sleep  Inn 

WEST  PALM  BEACH 

Comfort  Inn 
Palm  Beach  Lakes 


Please  call  1-800-258-2847  and  request  ESM  Rate  ID  #00044073. 


employee  services  management 


magazine 


Vol.  44,  NO.  10 


November/December  2001 


Features 

lO  Cover  story: 

Success  in  an 
unstable  economy 

Employee  services  providers  learn  how  to  solidify  their  job 
positions  and  grow  their  programs  in  today's  economy  by 
speaking  management's  language. 

14  A  common  bond 

The  Andersen  Global  Running  Team  breaks  the  record  as 
the  largest,  most  global  ly-diverse  team  in  the  New  York  City 
Marathon's  history.  Find  out  how  the  team  organizers 
planned  and  carried  out  this  exciting  event. 

15  In  the  spotlight: 

Maxtor  Corp.’s 
Employee  Store 

Suzanne  Kato,  employee  services  coordinator  and  volun¬ 
teer  ESM  Association  representative  through  the  Bay  Area 
Chapter,  discusses  how  vendor  fairs,  convenience  services 
and  knowing  what  employees  want  help  increase  produc¬ 
tivity  and  boost  morale  at  Maxtor  Corp.,  Milpitas,  CA. 


Departments 


2  Editor's  Note 
5  The  1  OComponents 

7  The  Bottom  Li  ne 
23  Editorial  Index 
27  Work  Life 
29  Ad  Index 

31  ESM  Chapters 

32  JustForYou 


ff-i 


io 


November/December  2001  esm  magazine 


employee  services  management 


MM 


HRISTINA  HIGBY 


rtisin 


440)  349-3447 


ROBERT  H.  KRUI 
Box  234/  Fulton,  M 
(301)  924-4473 
Fax  (301)  854-2464 
E-Mail:  rhkruhm@rir 


Editorial  Advisory  Board 

JOSEPH  J.  BANNON,  PH.D. 


Postmaster  please  send 
ESM  Association  Heatiq 
Suite  207,  Oak  Brook,  I 
esmahq@esmassn,org  * 


F 

<s§ 

A 

Get  involved 

m 

Volunteer  to  be  a  Session  Ghair  at  ESM 

w  V/  1  M  1  1  W  I  VW  M  U  w  W  W  w  1  V/  1  1  w  1  1  U  ■  ■  U  W  w  1*1 

Association’s  61st  Annual  Conference  &  Exhibit 

F 

Would  you  like  to  get  involved  in  ESM  Association  and  meet  new  people 
without  having  to  invest  a  lot  of  time?  If  the  answer  is  yes,  consider 
volunteering  to  be  a  Session  Chair  at  ESM  Association's  61st  Annual 
Conference  &  Exhibit,  May  19-23,  2002,  at  the  Town  &  Country  Resort  &  Convention 
Center  in  San  Diego,  CA. 


Necessary  Skills 

A  Session  Chair  is  responsible  for  making  sure  the  session  begins  and  ends  on  time, 
introducing  the  speaker,  presenting  the  speaker  with  a  gift  and  making  conference 
announcements.  This  volunteer  position  requires  the  following  skills: 

•  Interpersonal  skills:  The  Session  Chair  serves  as  an  ambassador  for  ESM  Association. 
The  volunteer  should  act  in  a  professional  manner  and  feel  at  ease  interacting  with  the 
session  speaker  and  attendees. 

•  Leadership:  The  Session  Chair  must  take  the  initiative  to  get  the  audience's  attention. 

•  Speaking  capabilities:  The  Session  Chair  should  feel  comfortable  speaking  and  read¬ 
ing  in  front  of  a  group. 


Session  Chair  Responsibilities 

The  Session  Chair  position  is  an  important  job,  yet  an  easy  one  to  learn.  Volunteers 
should  register  for  the  conference  prior  to  volunteering  for  this  position.  After  express¬ 
ing  an  interest  in  the  Session  Chair  position,  you  will  receive  a  letter  outlining  the  fol¬ 
lowing  duties  required  on  the  day  of  the  session: 

1 .  Plan  to  dress  in  appropriate  business  attire. 

2.  Go  to  the  ESM  Association  registration  area  to  pick  up  the  speaker's  biography,  speak¬ 
er's  gift  and  session  evaluation  forms.  Bring  these  items  to  the  session. 

3.  Arrive  at  the  session  1 5  minutes  early  and  introduce  yourself  to  the  speaker. 

4.  At  the  session's  published  start  time,  approach  the  podium.  Welcome  the  audi¬ 
ence  to  the  session,  introduce  the  session  topic,  state  the  speaker's  name  and  read  the 
speaker's  biography.  Be  brief — your  introduction  should  take  less  than  60  seconds. 

5.  Sit  down  near  the  front  of  the  room  and  enjoy  the  session. 

6.  Once  the  session  has  ended,  approach  the  podium,  thank  the  speaker  for  the  pre¬ 
sentation  and  present  him  or  her  with  the  gift  on  behalf  of  ESM  Association. 

7.  As  attendees  leave  the  session,  collect  their  completed  evaluation  forms. 

8.  After  all  of  the  attendees  have  left  the  room,  bring  the  completed  evaluation  forms 
and  a  set  of  the  speaker's  handouts  to  the  ESM  Association  registration  area. 


Sign  Up  Today! 

As  you  can  see,  the  Session  Chair  volunteer  position  is  a  great  opportunity  for  you  to 
get  involved  in  ESM  Association  and  hone  your  skills  with  little  time  commitment.  Sign 
up  today  by  contacting  the  Member  Services  Department  at  (630)368-1280  or 
esmahq@esmassn.org  and  tell  them  that  you  want  to  be  a  Session  Chair  for  the  only  con¬ 
ference  covering  all  "Ten  Components  of  a  Well-Rounded  Employee  Services  Program." 


Renee  M.  Mula 
Editor 

reneemula@esmassn.org 
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Discount  Savings  Calculator 

Prove  how  much  money  employees  can  save  by 
using  the  company’s  convenience  services  program 

By  Thomas  H.  Sawyer,  Ed.D. 

Are  you  looking  for  a  new  approach  to  promoting  your  convenience  ser¬ 
vices  program?  Try  proving  to  both  employees  and  management  the 
actual  dollar  value  of  the  program  by  publishing  the  tale  of  a  fictional  family 
that  utilized  the  program  to  save  money.  Here’s  how  an  ESM  Association 
member  outlined  the  services  one  family  might  use  over  the  course  of  a  year 
and  the  money  they  saved  by  choosing  to  shop  through  the  company’s 
convenience  services  program. 


Meet  the  Wise  family 

Mr.  and  Mrs.  Wise  are  both 
employed.  They  have  one  four-year- 
old  child  and  one  school-aged  child. 
Mrs.  Wise  works  for  an  ESM 
Association  member  company  that 
offers  its  employees  convenience 
services.  The  family  adheres  to  a 
strict  budget  and  always  looks  for 
bargains.  Here's  how  this  family  of 
four  saved  money  during  a  12- 
month  period  by  using  the  compa¬ 
ny's  Wiser  Ways  Program. 

Childcare  savings 

Mr.  and  Mrs.  Wise  use  Happy 
Day  Childcare  for  their  four-year- 
old  child.  They  received  a  10  per¬ 


cent  employee  discount  through 
the  Wiser  Ways  Program.  The  dis¬ 
counted  rate  for  childcare  is  $93 
per  week  (regular  rate  is  $103  per 
week),  saving  them  $480  over  a 
48-week  period. 

Automotive  savings 

The  Wise  family  operates  two 
vehicles — a  new  mini-van  and  an 
older  mid-sized  car.  Between  the 
two  vehicles,  the  couple  pur¬ 
chased  six  oil  changes  at  Rapid 
Trail,  costing  $119  (regular  price  is 
$137),  saving  $18.  They  also 
bought  a  new  muffler  for  the  older 
car  at  Car  Q  for  $98  (regular  price 
is  $115),  saving  $17.  Four  tires 
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from  Mr.  Tire  cost  the  family  $1 57 
(regular  price  is  $1 97),  saving  $40.  A 
minor  car  accident  resulted  in 
repairs  at  Bill's  Body  Shop,  costing 
$341  (regular  price  is  $379),  saving 
$38.  Using  Wiser  Ways  discounts, 
the  Wise's  automobile  expenses 
totaled  $715  (regular  price  is  $828), 
which  saved  them  $113. 

Personal  savings 

The  Wise  family  purchased  two 
pairs  of  eyeglasses  from  an  eye- 
wear  supplier  for  $192  (regular 
price  is  $256),  saving  $64.  For  his 
wife's  birthday,  Mr.  Wise  bought  a 
gold  necklace  from  a  jeweler  who 
displayed  merchandise  in  the 
company  cafeteria.  It  cost  $115 
(regular  price  is  $229),  saving 
$114.  Mrs.  Wise  bought  her  hus¬ 
band  a  golf  bag  and  cart  at  a  local 
golf  store  where  Mrs.  Wise's 
employer  had  negotiated  a  dis¬ 


count.  She  paid  $126  (regular 
price  is  $140),  saving  $14.  The 
family's  major  holiday  purchase 
was  a  computer  from  a  supplier 
offering  employee  discounts, 
which  cost  $1,379  (regular  price  is 
$2,778),  saving  $1,399.  Using  the 
Wiser  Ways  Program,  the  Wise 
family  spent  $1,812  on  personal 
items  (regular  price  was  $3,403), 
saving  $1,591. 

Travel  savings 

The  Wise  family  took  advan¬ 
tage  of  three  vacation  discounts 
through  the  Wiser  Ways  Program. 
In  the  summer,  they  spent  a 
three-day  weekend  in  Northern 
Minnesota  at  a  lodge  that  offered 
an  E$M  Association  member  dis¬ 
count.  Lodge  accommodations 
cost  $140  (regular  price  is  $175), 
saving  $35.  Mr.  and  Mrs.  Wise 
spent  Valentine's  Day  weekend  at 


CONVENIENCE 

SERVICE 


EMPLOYEE  REGULAR 
RATE  RATE 


EMPLOYEE 

SAVINGS 


$93/week  $103/week  S10/wei 

$4,464  84,944  8480 


TOTAL: 


Personal 

2  pairs  of  eyeglasses 
1  gold  necklace 
1  golf  bag  with  cart 
1  computer 

TOTAL: 


Travel 

Northern  Minnesota  trip  $140 
Suites  Hotel  stay  $118 

Florida  airfare  $1,216 

Florida  vacation  package  $1,621 
Attraction  discount  cards  $148 
TOTAL:  $3,243 


ANNUAL  TOTAL:  $10,234  $13,548  $3,314 


the  Suites  Hotel.  Two  nights  cost 
$118  (regular  price  is  $178),  sav¬ 
ing  $60.  The  cost  for  these  two 
activities  equaled  $258  (regular 
price  is  $353),  saving  $95. 

The  entire  family  took  a  one- 
week  vacation  to  Florida  through 
the  Wiser  Ways  Group  Travel  Pro¬ 
gram.  Airfare  cost  $1,216  (regular 
price  is  $1,352),  saving  $136.  The 
vacation  package  included  hotel 
accommodations  and  tickets  to 
two  theme  parks.  The  cost  was 
$1,621  (regular  price  is  $2,494), 
saving  $873.  Through  the  National 
Theme  Park  Program,  the  family 
purchased  discount  cards  for  three 
more  attractions.  They  spent  $148 
(regular  price  is  $1 74),  saving  $26. 
The  Wise  family's  Florida  vacation, 
including  airfare,  hotel  and  theme 
park  tickets,  cost  $2,985  (regular 
price  is  $4,020),  saving  $1,035. 

Total  savings 

The  Wise  family  took  advantage  of 
14  different  Wiser  Ways  Program 
services  in  one  year.  For  childcare, 
automotive  expenses,  personal 
items,  and  travel  costs,  the  Wise 
family  spent  $10,234  instead  of 
$13,548.  They  saved  $3,314.  This 
example  proves  that  utilizing  Wiser 
Ways  discounts  leads  to  signifi¬ 
cant  savings.  Use  this  information 
to  formulate  a  Discount  Savings 
Calculator  for  your  company's  con¬ 
venience  services  program.  Then, 
publish  the  information  in  the 
employee  newsletter  or  online  to 
encourage  employees  to  take  advan¬ 
tage  of  the  program.  esm 

Excerpted  from  the  book  Employee 
Services  Management:  A  Key  Com¬ 
ponent  of  Human  Resource  Manage¬ 
ment  by  Thomas  H.  Sawyer,  Ed.D., 
professor  in  the  Department  of  Rec¬ 
reation  and  Sport  Management  at 
Indiana  State  University,  Terre  Haute, 
IN.  To  purchase  copies  of  this  book, 
visit  www.esmassn.org  or  contact 
ESM  Association  at  (630)  368-1280 
or  esmahq@esmassn.org. 
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LUV  is  in  the  air 

A  strong  employee  culture  helps  Southwest 
Airlines  soar  after  September  11 

By  Cindy  Kazan 

Southwest  Airlines  was  the  first  major  carrier  to  report  third-quarter 
earnings  after  September  11  and,  according  to  the  Associated  Press, 
analysts  expect  it  will  be  the  only  carrier  to  post  a  profit.  Southwest  is  also  the 
only  airline  that  has  not  announced  layoffs  since  September  11,  and  James  F. 
Parker,  chief  executive,  says  they  are  not  contemplating  any  either. 
According  to  John  Christensen,  CEO,  ChartHouse  Learning  Corp., 
Burnsville,  MN,  “The  smartest  strategy  Southwest  has  pursued  is  the  delib¬ 
erate  creation  of  a  culture  characterized  by  committed,  happy  employees. 
This  is  truly  what  is  behind  their  success.”  (See  Sidebar  A,  p.  8.) 


Just  how  committed  are  Southwest 
employees?  Immediately  following 
the  terrorist  attacks,  employees 
generated  a  grassroots  response  to 
help  their  employer.  They  an¬ 
nounced  plans  to  help  the  airline 
save  money  by  working  some 
hours  without  pay.  Employees 
named  the  program  "Pledge  to 
LUV" — after  "LUV,"  the  company's 
stock  symbol. 

Giving  back 

After  September  11,  senior  man¬ 
agement  became  inundated  with 
offers  from  employees  to  perform 
various  money-saving  gestures  for 
the  company  such  as  donate  their 
profit  sharing  back  to  the  company 


and  mow  the  lawn  at  the  corporate 
headquarters  in  Dallas,  TX.  In 
response,  employees  at  the  head¬ 
quarters'  location  formed  a  volun¬ 
teer  committee  to  implement 
Pledge  to  LUV,  a  giving  program 


where  employees  made  donations 
to  the  company.  The  committee 
publicized  the  Pledge  to  LUV  pro¬ 
gram  through  all  internal  com¬ 
munication  tools  available,  in¬ 
cluding  a  daily  e-publication 
called  Today@SWA. 

How  it  works 

Through  the  Pledge  to  LUV  pro¬ 
gram,  donating  employees  volun¬ 
teered  to  work  a  predetermined 
number  of  hours  off  the  clock  (up 
to  32  hours)  during  November  and 
December,  and  then  donate  their 
pay  to  the  company.  Each  partici¬ 
pant  filled  out  a  form  that  docu¬ 
mented  how  many  hours  of  pay 
they  wanted  to  donate  and  how 
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Sidebar  A 


CULTURE  ON  TAPE 


Southwest  Airlines  recently  partnered  with  ChartHouse  Learning  Corp., 
Burnsville,  MN,  to  capture  the  essence  of  Southwest's  employee  culture  in  a 
video  entitled  "It's  So  Simple."  The  company  presents  this  learning  tool  during 
employee  orientations  to  teach  new  employees  about  the  culture,  and  during 
outside  presentations  to  inspire  other  organizations  to  create  a  successful 
employee  culture.  Employee  services  providers  should  consider  creating  a 
video  that  personifies  their  company's  culture  through  footage  of  workers  par¬ 
ticipating  in  employee  services  programs. 

John  Christensen,  CEO,  ChartHouse  Learning  Corp.,  will  speak  at  ESM 
Association's  61st  Annual  Conference  &  Exhibit,  May  19-23,  2002  at  the  Town  & 
Country  Resort  &  Convention  Center  in  San  Diego,  CA.  ChartHouse  Learning's 
best-selling  learning  program  FISH!,  inspired  by  Seattle's  World  Famous  Pike 
Place  Fish  Market,  took  the  corporate  world  by  storm  with  a  simple  message 
of  wholeheartedness,  personal  responsibility  and  fun  in  the  workplace. 
Christensen  is  also  the  co-author  of  FISH!  A  Remarkable  Way  to  Boost  Morale 
and  Improve  Results!  (Hyperion),  with  one  million  copies  sold. 


many  hours  of  pay  to  deduct  from 
each  paycheck  during  those  two 
months.  The  pay  was  then  sub¬ 
tracted  from  the  employee's  pay- 
check  via  payroll  deduction.  Em¬ 
ployees  could  divide  the  donation 
up  among  paychecks.  For  exam¬ 
ple,  employees  donating  eight 
hours  of  pay  to  Southwest  could 
request  that  payroll  deduct  three 
hours  of  pay  from  each  November 
check  and  one  hour  of  pay  from 
each  December  check.  This  way, 
employees  could  plan  for  expens¬ 
es  such  as  holiday  shopping  and 
personal  financial  needs. 

Participation  was  made  confi¬ 
dential  so  that  employees  unable 
to  participate  didn't  feel  pressured 
to  contribute.  The  program  allow¬ 
ed  employees  to  rally  behind 
Southwest  and  help  their  company 
weather  the  storm.  Southwest  pro¬ 
jects  that  the  program  will  give 
$1 .2  million  back  to  the  company. 


The  culture 

Southwest's  management  team 
believes  employee  services  and 
benefits  develop  a  devoted  em¬ 
ployee  culture  that  will,  in  turn, 
encourage  employees  to  deliver 
the  best  possible  service.  The  air¬ 
line  is  known  for  its  participation 
in  community  activities  and  char¬ 
ities.  Southwest  employees  and 
their  families  receive  travel  bene¬ 
fits  that  include  free  travel  on 
Southwest  and  discounted  travel 
on  other  airlines.  The  company 
often  promotes  from  within,  in 
fact,  many  members  of  the  senior 
management  team  started  their 
careers  in  entry-level  positions  at 
Southwest.  Employees  share  their 
ideas  and  often  witness  the  imple¬ 
mentation  of  those  ideas.  The  com¬ 
pany  offers  a  401 K  program,  flexi¬ 
ble  insurance  program  and  stock 
options  to  all  non-contract  em¬ 
ployees.  In  2000,  the  profit-sharing 


program  donated  16  percent  of 
each  employee's  pay  back  into  an 
account  for  that  year's  profits.  The 
percentage  has  steadily  increased 
over  the  years. 

Proven  results 

The  attacks  on  September  11, 
and  the  events  that  have  transpired 
since,  have  brought  a  renewed 
sense  of  unity  and  camaraderie  to 
workplaces  nationwide.  Herb 
Kelleher,  the  longtime  CEO  and 
now  chairman  of  Southwest  says, 
"A  company  is  stronger  if  it  is  bound 
by  love,  rather  than  by  fear."  Now, 
even  in  the  face  of  unprecedented 
challenges,  this  philosophy  has 
made  Southwest  strong.  esm 

Cindy  Kazan  is  a  freelance  writer. 
She  can  be  reached  at  (414)  352-3535 
or  cindy@communik-pr.com. 
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Give  your  employees  a  morale  boost  with  great  savings  from  Alamo f 
When  you  enroll  your  ESM  organization  in  Alamo’s  Membership  Program,  your 
employees  will  get  a  membership  ID.  card  that  features  year-round  discounts 
of  up  to  15%  off  our  great  retail  rates  and  discount  coupons  for  future 
rentals.  Simply  complete  the  form  below  and  return  it  to  Alamo  today! 

Try  this  discount  program  with  your  next  Alamo  rental.  Just 
book  with  your  travel  agent  or  Alamo.  3e  sure  to  reguest 
(■  I.D.  Number  236413  and  Rate  Code  BY. 
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ASSOCIATION 

Alamo  features  GM  vehicles. 


© 2001  Alamo  Rent-A-Car,  L.l.C.  All  rights  reserved. 
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Discount  applies  to  base  rate  only.  Taxes  (including  VLF  taxes  up  to  US$1 .89  per  day  in  California  and  GST/VAT),  other  governmentally-authorized  or  imposed  surcharges, 
license  recoupment/air  tax  recovery  and  concession  recoupment  fees,  vehicle  license  fee,  rood  fee,  premium  location  charges,  airport  and  airport  facility  fees,  fuel,  one-way 
rental  charge  and  optional  items  are  extra.  Renter  must  meet  standard  age,  driver  and  credit  reauirements  (may  vary  by  country).  24-Hour  advance  reservation  required  (up 
to  72  hours  for  licensee  locations).  May  not  be  combined  with  other  discounts.  Availability  is  limited.  Subject  to  change  without  notice.  Blackout  dates  may  apply.  In  the 
United  States,  offer  valid  only  at  airport-serving  locations. 


/\1<j ma\o*s  Mewb€vsUIp  P ovAey  -Povw 

To  enroll  your  organization  in  Alamo’s  Membership  Program  and  to  order  membership  I.D.  cards,  simply  detach  this  form  and  send  it  to: 
Alamo?  Rent-A-Car,  L.L.C.  C/O:  Jagged  Peak,  12200  54th  Street  North,  Suite  C,  Clearwater,  FL  53762-5603,  or  fax  it  to:  1-300-749-4993. 


Number  of  employees . 

Your  Name _ 

Your  Title _ 

Organization _ 

Address _ 

City _ _ _ 

State _ 

Phone _ 

Fax _ 


Number  of  cards  requested . 


^vv.ve 


vw?y 


Alamo 


vm^4-mz 

<x}cAVXO.COV\ 


©2001  Alamo  Rent-A-Car,  LLC.  All  rights  reserved. 


7530-A6-301 


Car@@ifi$l|j|p&l€ 


How  to  solidify  your  job  position  and  grow  your 
program  during  tough  economic  times 


By  Renee  M.  Mula 


Employee  perks  may  come  and  go  as  business  philosophies  change,  but 
over  the  years,  employee  services  have  remained  an  important  asset  to 
corporate  America.  In  short,  employees  spend  most  of  their  waking  hours 
at  work  and  employee  programs  help  make  that  time  more  enjoyable.  Some 
employee  services  providers  struggle  to  obtain  management  support  for 
their  programs.  Knowing  that  workers  enjoy  the  employee  store  or  can’t 
live  without  discount  tickets  is  not  enough  information  for  some  upper-level 
managers  to  stand  behind  these  services.  The  key  to  growing  an  employee 
services  program  is  to  acknowledge  the  industry’s  past,  remain  abreast  of 
future  trends  and  speak  the  language  of  top  management  when  proposing 
new  programs. 


Cultural  change 

Interpreting  the  history  of  employee  services  helps  to 
understand  its  future  direction.  As  an  employee  ser¬ 
vices  provider,  it  is  important  to  notice  how  social 
change  affects  the  popularity  of  particular  programs. 


For  example,  during  the  70s,  a  recreation  trend 
encompassed  the  employee  services  field  as  Baby 
Boomers  graduated  from  college  and  entered  the  work¬ 
force.  This  young  and  active  group  enjoyed  participat¬ 
ing  in  sports  leagues  and  special  interest  groups,  which 


10 
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A  successful  program  offers  a  variety  of  services 
targeted  to  fulfill  employees'  needs. 


built  teamwork  and  fostered  camaraderie.  Soon  after, 
the  Women's  Movement  brought  an  influx  of  females 
into  the  workforce,  influencing  many  recreation  pro¬ 
grams  to  form  co-ed  and  women's  leagues. 

During  the  80s,  a  more  global  economy  forced  com¬ 
panies  to  restructure.  Those  employee  services 
providers  who  survived  these  changes  focused  on 
boosting  the  morale  of  the  remaining  workforce.  At  the 
same  time,  single-parent  families  became  more  preva¬ 
lent.  Employees  found  themselves  devoting  less  time  to 
after-work  activities  and  more  time  to  their  children. 
The  need  for  family-friendly  programs  and  childcare 
facilities  became  the  new  focus. 

In  the  90s,  the  family-friendly  concept  evolved  into 
work/life  balance,  as  employees — with  or  without  fam¬ 
ilies — fought  to  balance  work  and  life  in  a  stress- 
induced  business  world  that  pressured  them  to  work 
longer  hours,  leaving  little  time  for  personal  lives.  The 
need  for  balance  has  carried  over  into  the  new  millen¬ 
nium,  as  employees  voice  a  desire  for  convenience  ser¬ 
vices  that  save  them  time  and  money.  Recreation  pro- 


1.  Meet  a  need.  When  employees  get  what  they  ask 
for,  they  are  more  productive  and  more  likely  to  remain 
with  the  company.  Because  employee  services 
providers  exist  to  serve  employees,  it  is  their  job  to 
know  what  employees  want.  One  of  the  most  impor¬ 
tant  steps  in  program  implementation  is  to  make  sure 
there's  a  need  for  a  program  before  launching  it.  This 
step  ensures  that  the  program  will  be  successful — 
which  is  key  to  management,  who  wants  to  see  a  return 
on  an  investment  of  time  and  money.  Focus  groups, 
surveys,  e-mail  polls,  and  needs  assessments  are  effec¬ 
tive  methods  of  justifying  your  efforts. 

2.  Set  a  bottom-line  goal.  Unfortunately,  the  fact 
that  employees  request  a  particular  service  is  not 
enough  justification  for  management  to  approve  a  new 
budget  item.  Randomly-selected  offerings  that  cannot 
be  tied  into  a  bottom-line  goal  will  be  viewed  as  perks 
rather  than  sound  business  practices.  Employee  ser¬ 
vices  providers  must  think  like  upper  management  and 
prove  that  they  share  the  same  concerns.  Consider 

interviewing  management  to  learn 


which  issues  are  affecting  the  cor¬ 
poration  and  plan  to  implement 
employee  services  that  help  solve  a 
corporate  predicament.  The 
concept  is  simple:  if  your 
company  is  struggling  with  a 
particular  issue,  such  as  reten¬ 
tion,  develop  a  program  that 
helps  retain  employees. 

3.  Do  your  research. 
Once  you've  identified 
a  program  concept  sure 
to  help  your  company 
move  forward,  you  must 
perform  the  necessary 
research.  Focus  on  a 
bottom-line  approach 
by  tying  your  pro¬ 
posed  program  idea 
into  a  current  work¬ 
place  trend.  Due  to  the 
prevalence  of  work/life 
issues  affecting  corporate 
America,  the  Internet  hous¬ 
es  a  plethora  of  bench¬ 
marking  research.  Look 
for  studies  that  help 
predict  that  the  new 
program  will  positive¬ 
ly  affect  the  bottom 


grams  have  shifted  their  focus  to  health  and  wellness, 
and  the  fluctuating  economy  and  state  of  our  nation  is 
moving  many  employees  to  seek  outlets  for  reducing 
stress  and  remaining  centered. 


Convincing 

management 

Most  of  the  program 
ideas  initiated  since  the 
advent  of  the  industry 
still  exist  today,  which 
makes  the  number  of  ser¬ 


vices  one  company  can 
offer  overwhelming.  A  suc¬ 
cessful  program  offers  a 
variety  of  services  targeted 
to  fulfill  employees'  needs. 

The  most  effective  employ¬ 
ee  services  programs  help 
shape  the  company's  corpo¬ 
rate  culture.  When  this 
occurs,  employee  services 
become  a  mainstay  within  the 
organization.  The  best  method 
for  growing  an  employee  services 
program  is  to  be  aware  of  cultural 
change  and  understand  manage 
ment's  point  of  view.  Here  are  some 
sure-fire  tips  for  solidifying  your  position 
within  the  company  and  growing  your  program: 
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line  via  increased  productivity,  lower  healthcare 
costs,  improved  recruitment,  higher  retention,  or 
decreased  absenteeism. 

4.  Show  results.  Although  research  indicates  that  the 
new  program  will  be  a  hit,  the  results  will  be  different 
at  every  company.  Consider  running  a  pilot  program 
and  plan  to  track  its  success  before  deciding  to  perma¬ 
nently  add  it  to  your  program  lineup.  For  example,  if 
your  goal  is  to  retain  employees,  be  sure  to  record  the 
company's  retention  numbers  before  the  program  is 
implemented.  Then,  compare  the  numbers  to  those 
recorded  after  several  months  of  participation.  Sharing 
these  results  with  management  will  solidify  the  pro¬ 
gram  as  a  key  retention  strategy  and  provide  the  infor¬ 
mation  needed  for  management  to  approve  it  as  a  full- 
fledged  program. 

5.  Obtain  feedback.  Management  wants  to  see  high 
employee  morale,  so  after  collecting  evaluation  forms 
from  program  participants,  share  this  feedback  with 
management.  In  addition  to  supplying  statistical 
results,  plan  to  demonstrate  how  your  programs  are 
affecting  employees'  lives.  Ask  program  participants  to 
share  stories  of  how  the  program  makes  work  more 


enjoyable  or  chores  more  convenient.  During  the 
process,  you  may  learn  that  the  new  program  prevent¬ 
ed  a  high-quality  employee  from  leaving  the  company. 
Management  should  be  aware  of  this  result. 

Conclusion 

Employee  services  programs  are  tools  used  to 
improve  the  profitability  of  a  corporation.  This  factor  is 
the  employee  services  provider's  reason  for  being.  It 
justifies  your  value  to  the  company  and  helps  preserve 
the  employee  services  function  during  unstable  eco¬ 
nomic  times.  Employee  services  providers  who  align 
their  programs  with  social  change,  continuously  iden¬ 
tify  their  employees'  needs  and  communicate  well  with 
management  are  most  likely  to  survive  the  trials  and 
tribulations  of  today's  economy.  esm 


Renee  M.  Mula  is  editor  of  Employee  Services  Manage¬ 
ment  (ESM)  Magazine,  published  by  ESM  Association,  Oak 
Brook,  IL.  She  may  be  reached  at  (630)  368-1280  or 
reneemula  @esmassn.org. 
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just  provide  benefits  packages  for 

companies.  We  provide  insurance  COLONIAL 

4  -*•  umaACOWNrwiMNCBcxumwr 

( The  revolutionary  thinking 

A  Unum®  Company 

for  people. 

behind  our  insurance  plans.) 

12 


esm  magazine  November/December  2001 


WHY  have  hundreds  of  Hospitals,  Government  Institutions  and 
Corporations  elected  to  dramatically  improve 
their  employee  benefit  package  by  sponsoring  the 
Luther  Appliance  &c  Furniture  Work-Site  Vendor  Program? 

BECAUSE: 

Luther  provides  superior  quality  Name  Brand  Appliances,  Furniture,  Computers,  Electronics 
and  more  in  an  easily  affordable  manner  by  offering  3  alternative  payment  options  tailored  to 
fit  comfortably  within  our  customers  budget 

All  Employees  Guaranteed  Pre-Approved 

•  Receive  a  25%  Discount  off  published  list  prices  for  paying  your  order  in  full  within 
90  days  of  Delivery 

•  Receive  an  additional  10%  Discount  for  Cash  in  advance 

•  OR  Choose  our  liberal  NO  MONEY  DOWN  low  monthly  payments 
Free  Delivery  is  always  included 

Automatic  Debit  Programs  make  payment  more  convenient 

Our  trained  sales  staff  makes  a  professional  presentation  at  a  table  top  booth  with  FREE 
point  of  sale  material 

We  provide  FREE  Flyers  and  banners  to  help  promote  and  ensure  the  success  of  your  event 


We  make  a  generous  daily  donation  regardless  of  sales  volume 


To  Learn  More  About  Sponsoring  Your  Luther  Work-Site  Event  Cali 
1-800-35UNION  or  1-800-358-6466  ASK  FOR  ERIC  or 
email  us  at  eric@luthersales.com  or 
visit  us  at:  www.luthersales.com 
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Andersen  Global  Running  Team  unites  employees 
personally  and  professionally 

By  Lori  S.  Grey 


Twenty-eight-year-old  Stefan  Salzmann,  senior  consultant  in  technology 
risk  consulting  practice,  Andersen,  Zurich,  Switzerland,  ran  in  the  New  York 


City  Marathon — an  event  he  never  dreamed  of  participating  in  while  growing 


up  in  East  Germany.  “Until  the  Berlin  Wall  came  down  in  1989,  I  never  had  the 
opportunity  to  run  outside  my  country,”  he  said.  “Today,  the  Andersen  Global 
Running  Team  has  helped  me  make  this  dream  a  reality.” 


On  November  4,  2001,  over  130  employees  and 
partners  from  Andersen,  a  professional  services  firm 
headquartered  in  Chicago,  IL,  lived  out  the  same 
dream  by  running  in  the  New  York  City  Marathon  as 
part  of  the  Andersen  Global  Running  Team.  Andersen 
runners  lined  up  with  23,664  other  athletes  from  22 
countries  and  33  U.S.  cities  to  run  in  the  world's  most 
famous  marathon.  The  team  represented  the  company's 
philosophy  of  a  united  global  workforce  and  posi¬ 
tioned  Andersen  as  a  caring  employer  that  helps  make 
employees'  dreams  come  true. 

How  it  all  began 

For  the  past  five  years,  Andersen's  Metro  New  York 
Office  has  been  a  signature  sponsor  of  the  New  York 
City  Marathon.  In  2000,  after  noticing  that  many 
Andersen  employees  traveled  from  around  the  world  to 
participate  in  the  race,  the  office's  Marketing  Depart- 


Stefan  Salzmann,  from  Andersen's  Switzerland  office, 
waves  at  Mile  10. 
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Sidebar  A 


TEAM  ORGANIZERS 


The  success  of  the  Global  Running  Team  can  be  traced  to  a  group  of  team 
organizers  from  Andersen’s  Metro  New  York  Marketing  Department.  Each 
organizer  was  responsible  for  various  elements  of  the  program: 

Lead  Organizer:  Oversaw  the  New  York  City  Marathon  sponsorship 
Second  Lead  Organizer:  Oversaw  the  development  of  the  database,  appli¬ 
cation  process  and  team  member  relations 

Team  Safety  and  Security  Group:  Implemented  a  Safety  and  Security  Plan 
several  weeks  prior  to  the  race 

Wave-In  Coordinator:  Organized  a  group  of  employees  to  cheer  on  the 
team  along  the  course 

Public  Relations  Team:  Helped  gain  publicity  for  the  team 


ment  decided  to  develop  the  first  Andersen  Global 
Running  Team.  Six  marketing  representatives  responsi¬ 
ble  for  the  company's  events  and  civic  initiatives  served 
as  the  team  organizers  (See  Sidebar  A).  They  worked  to 
form  a  running  team  comprised  of  Andersen  employ¬ 
ees  and  partners  from  15  countries  and  28  U.S.  cities. 
With  both  highly-competitive  runners  and  first-time 
marathoners,  the  Andersen  Global  Running  Team 
became  the  largest  and  most  global ly-diverse  corporate 
team  participating  in  the  event.  Now  in  its  second  year, 
Andersen's  Global  Running  Team  has  staked  its  place 
as  the  largest  corporate  team  in  the  history  of  the  New 
York  City  Marathon. 

Building  a  running  team 

Since  all  of  Andersen's  offices  are  connected  to  the 
same  worldwide  e-mail  system,  team  organizers  pro¬ 
moted  the  Andersen  Global  Running  Team  via  e-mail 
messages  and  Andersen  intranet  sites.  Promotional 
materials  encouraged  partners  and  employees  to  apply 
for  a  coveted  spot  on  the  team.  Information  about  the 
application  process  and  a  link  to  the  application  itself 
were  also  provided.  The  team  organizers  contacted  all 
of  the  firm's  worldwide  office  managing  partners  to 
extend  their  respective  partners  and  employees  an  invi¬ 
tation  to  join  the  Global  Running  Team.  Shortly  after 
the  internal  communications  were  distributed,  over 
300  interested  runners  applied  to  be  part  of  the  team 
through  the  following  procedures: 

1)  Interested  parties  applied  by  entering  the  Official 
New  York  City  Marathon  Lottery.  The  New  York  Road 
Runners,  a  local  outdoor  health  club  that  focuses  on 
running  and  walking,  announced  the  results  of  the 
Lottery  in  June  on  their  website. 

2)  Andersen  employees  accepted  via  the  Lottery 
were  automatically  invited  to  join  the  Andersen  Global 
Running  Team. 

3)  The  Marketing  Department  reviewed  the  remain¬ 
ing  applications  to  fill  the  marathon  spot  Andersen 


receives  as  a  sponsor  benefit.  The  team  organizers  read 
through  every  application,  looking  for  diversity  from 
year  to  year  as  well  as  interesting  answers  to  the  appli¬ 
cation's  essay  questions.  They  sought  out  employees 
who  were  eager  to  be  on  the  team  and  would  make  the 
most  of  the  opportunity.  In  some  cases,  they  asked 
local  offices  to  help  them  make  the  decision. 

The  vast  majority  of  the  Andersen  runners  were 
required  to  pay  their  own  way,  which  underscored 
their  commitment  to  achieving  their  goal.  In  some 
cases,  local  managers  chose  to  sponsor  their  runners' 
travel  and  lodging.  Andersen  covered  other  program 
expenses  such  as  the  event  sponsorship,  development 
of  the  online  training  mechanism,  bus  transportation  as 
well  as  shirts,  trophies  and  a  dinner  celebration. 

Virtual  training 

Despite  living  and  working  in  nearly  every  region  of 
the  world,  members  of  the  Andersen  Global  Running 
Team  trained  together  "virtually"  using  the  NYC 
Marathon  2001  Database.  The  database  included  team 
member  profiles,  personal  training  logs,  information 
about  marathon  events,  and  a  message  board  for  team 
members  to  exchange  ideas  and  become  acquainted 
before  the  big  day. 

Runners  also  received  the  weekly  electronic  newslet¬ 
ter  "Distance  Training,"  which  featured  topics  such  as 
nutrition,  strength  training  and  stretching,  as  well  as 
interviews  with  team  members,  interactive  quizzes  and 
links  to  related  websites.  The  newsletter  provided  a 
team-building  environment  that  boosted  morale  and 
built  camaraderie  among  the  runners. 

Unexpected  events 

As  a  result  of  the  September  1 1  terrorist  attacks  on 
New  York,  team  organizers  placed  a  renewed  empha¬ 
sis  on  safety  and  security  by  developing  a  plan  that 
would  allow  them  to  keep  track  of  runners  on  race  day. 
The  team  organizers  worked  closely  with  the  New  York 
Road  Runners  to  identify  the  city,  state  and  federal  author- 
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The  Wave-In  Crew  makes  some  noise  as  members  of  the 
Andersen  Global  Running  Team  head  down  the  home  stretch. 


ities'  planned  security  measures.  They  also  implemented 
an  Andersen  Information  Hotline  as  the  team's  primary 
communications  mechanism.  The  Team  Safety  and 
Security  Group  required  runners  to  call  and  check  in, 
whether  they  dropped  out  or  finished  the  race.  They  also 
instructed  runners  to  call  the  hotline  to  receive  specific 
instructions  if  an  emergency  situation  arose. 

Prior  to  the  race,  team  organizers  collected  each  team 
member's  medical  and  contact  information.  The  organiz¬ 
ers  then  used  this  information  to  create  personal  identifi¬ 
cation  stickers  for  the  runners  to  affix  to  the  back  of  their 
bib  numbers  before  the  race.  In  an  emergency  medical 
situation,  the  stickers  would  allow  emergency  personnel 
to  address  each  runner's  medical  needs.  This  aspect  was 
especially  important  for  foreign  team  members  who  did 
not  speak  fluent  English.  During  the  race,  team  organizers 
were  stationed  at  various  points  on  and  off  the  course  and 
kept  in  touch  with  one  another  via  short-wave  radios. 

Putting  everything  together 

After  months  of  preparation,  the  team  met  face-to- 
face  for  the  first  time  at  the  Andersen  Global  Running 
Team  Dinner  held  at  the  Reebok  Sports  Club  New  York. 
Louis  P.  Salvatore,  Metro  New  York  managing  partner 
and  team  host,  raised  the  team's  spirits  with  motivat¬ 
ing  remarks.  "The  Global  Running  Team  exemplifies 


Andersen's  Global  Running  Team  celebrates  a  group 
victory  after  completing  the  marathon  and  making 
history  as  the  largest,  most  globally-diverse  team  in 
the  New  York  City  Marathon's  history. 


Andersen's  one-firm  philosophy  and  shows  our  dedi¬ 
cation  to  our  people  from  all  over  the  world,"  Salvatore 
said.  "We've  always  been  committed  to  helping  our 
people  achieve  their  professional  goals,  and  we're  just 
as  excited  about  helping  the  running  team  members 
make  this  very  important  and  individual  dream  of  com¬ 
pleting  the  marathon  a  reality." 

The  evening  provided  an  opportunity  for  members 
and  team  organizers  to  put  faces  to  the  many  names 
they  had  seen  on  e-mail  during  the  weeks  leading  up 
to  the  marathon.  At  the  end  of  the  evening,  each  team 
member  received  a  commemorative  trophy  featuring 
all  of  the  team  members'  names. 

On  the  morning  of  the  marathon,  the  team  rode  in 
private  buses  to  the  starting  line  at  Fort  Wadsworth  on 
Staten  Island.  The  whole  group  assembled  for  a  team 
photo  and,  after  removing  layers  of  sweatshirts  for 
warmth,  revealed  their  Andersen  Global  Running  Team 
shirts  to  the  other  24,000  individuals  preparing  to  run 
the  marathon. 

As  anyone  can  imagine,  running  a  26.2-mile  race  is 
a  tiring  experience.  A  Wave-In  Crew  was  stationed  just 
past  Mile  18  to  capture  moments  of  glory  as  team 
members  waved  to  a  videographer  and  photographer. 
The  group  consisted  of  10  employee  volunteers  and  a 
crew  chief  from  the  Marketing  Department  who 
cheered  the  runners  on  at  the  toughest  point  in  the 
race.  They  called  out  the  runners'  names,  shouted 
words  of  encouragement  and  reminded  them  to  wave 
to  the  cameras.  Several  runners  reported  that  the 
Wave-In  Crew  gave  them  the  energy  to  continue 
towards  the  finish  line. 

Event  outcome 

The  team's  results  were  phenomenal.  Eiliv  Gjesdal, 
manager  in  the  assurance  practice,  Andersen,  Oslo, 
Norway,  was  the  Global  Running  Team's  first  male  fin¬ 
isher  with  an  official  time  of  2:51:34.  He  placed  330 
out  of  the  23,664  runners  who  finished  the  race  and 
293  out  of  the  16,81 1  male  finishers.  Gretchen  Page, 
tax  manager,  Andersen,  Atlanta,  GA,  was  the  team's 
first  female  finisher  with  an  official  time  of  3:25:11. 
She  placed  2,022  in  the  race  and  237  out  of  the  6,853 
female  finishers. 

The  results  instilled  a  sense  of  pride  in  the  organiza¬ 
tion.  Members  of  the  Andersen  Global  Running  Team 
not  only  illustrated  the  firm's  philosophy  of  a  united 
global  workforce  to  partners  and  employees,  but  also 
to  the  world.  "It  was  an  honor  to  participate  in  the  his¬ 
toric  New  York  City  Marathon,"  Salzmann  said.  "It's 
important  to  show  the  world  that  different  cultures  can 
run  and  compete  together,  united  and  in  peace."  esm 


Lori  S.  Grey  is  director  of  social  responsibility  in  Andersen's 
Metro  New  York  Office.  She  is  co-director  of  the  Andersen 
Volunteer  Council  and  lead  organizer  of  the  Andersen  Global 
Running  Team.  You  may  contact  Grey  at  (212)  708-8699  or 
lori.s.grey@us.andersen.com. 
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May  1  9-23,  2002  •  Town  &  Country  Resort  &  Convention  Center  •  San  Diego,  CA 

ESM  Association's  6  1  st  Annua! 

rent 

Employee  Services:  Now  more  than  ever I 

Today's  top  companies  credit  employee  services  as  the  secret 
behind  their  productive  and  contented  workforce.  Work/life  programs 
and  convenience  services  help  increase  productivity,  trim  absenteeism 
costs  and  boost  morale.  Today's  workers  expect  these  services  from 
their  employers.  Employee  services  providers,  the  managers  of  these 
services,  use  ESM  Association's  Annual  Conference  &  Exhibit  as  their 
education  tool  and  trends  resource. 

Come  join  hundreds  of  employee  services  providers,  human 
resource  managers  and  work/life  professionals  in  discovering  the 
hottest  trends  and  approaches  to  employee  services  programs. 

Whether  you  are  thinking  about  launching  a  new  program  or  enhanc¬ 
ing  your  existing  services,  you  cannot  afford  to  miss  this  event! 


’Personalize  your  Education: 

BEST  PRACTICES  TRACK 

Learn  trade  secrets  from  trailblazers  in  the  employee  services  profession.  Each  session  explores 
the  development,  implementation,  innovation,  and  evolution  of  a  top  employee  services  program. 

STRATEGIC  NETWORKING  FORUM 

ESM  Association's  E-Mail  Listserve  comes  to  life  as  attendees  ask  for  advice,  share  their  experiences 
and  learn  from  peers  during  discussions  facilitated  by  tenured  employee  services  providers. 

CHAPTER  LEADER  WORKSHOP 

ESM  Association  Chapter  Leaders  gain  expert  advice  on  developing  chapter  membership,  starting  a 
chapter  website  and  recruiting  new  chapter  leaders. 

OUTSOURCE  RESOURCES 

ESM  Association's  Exhibit  Hall  features  online  services,  ready-made  programs,  convenience  services, 
promotional  items,  discounted  travel  attractions,  and  more. 

EVENING  SPECIAL  EVENTS  (additional  fee  required) 

Enjoy  dinner,  networking  and  private  showings  of  the  latest  attractions  at  Anheuser-Busch's 
SeaWorld  and  the  San  Diego  Zoo. 

BRIDGES  TO  BALANCE  PRE-CONFERENCE  WORKSHOP  (additional  fee  required) 

In  this  lively  interactive  session,  three  work/life  experts  help  attendees  manage  the  24/7  workforce  by 
integrating  the  use  of  work/life  tools  and  resources  into  their  personal  and  professional  lives. 
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May  19-23,  2002  •  Town  &  Country  Resort  &  Convention  Center  •  San  Diego  •  California 

ESM  Association's  61st  Annual 

CtifiieRei  1  Exhibit 

Employee  Services:  Now  more  than  ever I 


Full  Name  (Print)  _ _ _  Nickname 

Position  _ _ _ _  ' _ _ _ ,,, _ 

Company  _ _ _ _ __ . .  Number  of  Employees 

Address  _ _ _ _ _ _ _ _ _ _ _ 

City  _ : _ _ _  State  _ Zip  Code 


Phone  _ Fax _ _  E-mail  _ 

Is  this  your  first  National  Conference?  □  Yes  □  No 

□  Please  check  if  you  have  a  disability  and  require  special  services.  Attach  a  description  of  your  needs. 

Payment  method;  □  Check  (payable  to  ESM  Association)  □  Visa  □  Mastercard  □  American  Express  □  Discover 


Credit  card  number _ ' _  Exp.  Date  _ 

REGISTRATION  FEES;  PLEASE  CIRCLE  YOUR  CHOICES  AND  INDICATE  THE  TOTAL  AMOUNT  ENCLOSED. 


Conference  Registration  Categories  (Circle  One) 

FB6 

Prior  to  4/1/02 

Fee 

After  4/1/02 

ESM  Association  Organization  Member  Chapter,  General,  Individual 

$585 

$610 

Register  for  the  Conference  and  Join  ESM  Association  Today! 

Includes  membership  through  12/02  for  new  Organization  Members  only 

$730 

$780 

Associate/Supplier  Non-Exhibiting 

$895 

$920 

College  Student 

$170 

$195 

Retired  ESM  Association  Member 

$125 

$125 

One-day  Registration  S  Idav  rate)  X  (number  of  davs)  = 

Check  dates  of  attendance  □  5/19  □  5/20  □  5/21  □  5/22  □  5/23 

$260 

$285 

SUBTOTAL:  $ 


Additional  Events  (Circle  Your  Choices) 

Fee  for 
Members 

Fee  for 

Non-Members 

Tuesday  Special  Event  Fee  for  transportation  &  admin.  JESts 

Sponsored  by  the  San  Diego  Zoo  %||lp 

$20 

$20 

Wednesday  Special  Event  Fee  for  transportation  SeaWorld 

&  admin.  Sponsored  by  Anheuser-Busch 's  Sea  World  A  ° v '  ' A " K 

$20 

$20 

Sunday  Bridges  to  Balance  Pre-Conference  Workshop  8:00  a. m.  -4:30  p.m. 

Includes  education,  lunch  and  three  take-home  publications 

$165 

$230 

TOTAL:  $ _ _ _  . _ 

Submit  a  separate  registration  form  for  each  person.  Duplicate  copies  of  this  form  will  be  accepted. 

Advance  registration  will  not  be  accepted  without  full  payment.  Mail  payment  and  registration  form  to:  ESM  Association  Headquarters,  2211  YorkRd., 
Ste.  207,  Oak  Brook,  IL  60523-2371;  or  fax  the  registration  form  with  your  credit  card  information  to  ESM  Association  at  (630)  368-1286.  If  you  have  a 
question,  please  call  (630)  368-1280.  Cancellation:  Full  registration  will  be  refunded  if  written  cancellation  notification  is  postmarked  on  or  before 
4/1/02.  After  that  date,  a  refund  is  not  guaranteed.  All  room  reservations  must  be  made  directly  with  the  Town  &  Country  Resort  &  Convention  Center 
by  calling  (800)  772-8527.  State  that  you  are  part  of  the  ESM  Association  Conference.  The  ESM  Association  Conference  room  rate  at  the  Town  & 
Country  Resort  &  Convention  Center  is  $129  per  night  (single  or.  double  occupancy).  Our  room  block  is  limited.  To  insure  room  rate  and  avail- 
ability,  please  make  reservations  before  4/15/02.  Children  under  16  will  only  be  allowed  in  the  Exhibit  Hall  on  for  office  use  only 
Wednesday,  5/22/02.  1  1  2  3  M 


Maxtor  Corp.’s  employee  store  lures  shoppers  with 
great  merchandise  prices  and  special  vendor  fairs 


By  Christina  Higby 


Vital  Stats 


INTERVIEW  WITH:  Suzanne  Kato, 
employee  services  coordinator  and 
volunteer  ESM  Association  representa¬ 
tive  through  the  ESM  Association  Bay 
Area  Chapter. 

COMPANY:  Maxtor  Corp.  (merged  with 
Quantum  on  April  2,  2001) 

LOCATION:  Milpitas,  CA 
BUSINESS:  Hard  disk  drives  and  storage 
space  units  manufacturer 
NUMBER  OF  EMPLOYEES:  1,300 


EMPLOYEE  SERVICES:  Employee  store, 
community  services,  convenience  ser¬ 
vices,  recognition  programs,  special 
events,  travel  services,  voluntary  benefits, 
and  wellness. 

FACILITIES:  Basketball  court,  fitness  cen¬ 
ter,  volleyball  court,  walking/jogging  path, 
cafeteria,  horseshoe  toss  area,  and 
employee  store. 

SPOTLIGHTED  EMPLOYEE  SERVICE: 

Employee  store 
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Suzanne  Kato,  employee  services  coordinator,  Maxtor 
Corp.,  Milpitas,  CA. 


With  the  same  customer  base  day  after  day,  it's  diffi¬ 
cult  to  continually  attract  shoppers  to  the  employee 
store.  Serving  as  Maxtor  Corp.'s  employee  services 
coordinator  as  well  as  the  employee  store  manager, 
Suzanne  Kato  (pictured  above)  has  managed  to  make 
the  most  of  the  store's  captive  audience  by  offering  a 
convenient  shopping  experience  and  promoting  the 
company's  employee  services  at  the  store.  Although  the 
Maxtor  campus  is  surrounded  by  shopping  malls, 
employees  find  shopping  at  the  Maxtor  employee  store 
much  less  expensive.  Management  financially  supports 
the  break-even  operation  by  paying  its  overhead  and 
approving  certain  budget  items.  Although  the  company 
has  faced  many  waves  of  layoffs,  management  contin¬ 
ues  to  retain  the  store  and  employee  services  because 
its  conveniences  increase  productivity  and  its  well- 
priced  merchandise  boosts  morale. 

What  employees  want 

Kato  determines  what  merchandise  and  services  will 
sell  in  the  store  by  conferring  with  the  Council  of 
Administrative  Assistants  for  Maxtor  (Admin.  Council), 
a  group  of  departmental  administrative  assistants  who 
solicit  comments  and  feedback  from  employees 
through  informal  discussions,  e-mail  and  the  compa¬ 
ny's  intranet  site.  Some  of  the  services  that  resulted 
from  employee  feedback  include  discounts  to  area 
haunted  houses  and  the  annual  air  show. 

Vendor  fairs 

To  increase  traffic  in  the  store,  Kato  invites  one  ven¬ 
dor  per  month.  She  also  invites  five  suppliers  to  attend 
the  store's  Mother's  Day  vendor  fair  and  20  vendors  to 


attend  the  Holiday  Fair.  During  the  fairs,  national  and 
local  retailers  set  up  tables  outside  the  main  cafeteria 
and  employee  store  to  sell  cosmetics,  books,  jewelry, 
and  crafts  to  employees. 

Kato  usually  charges  vendors  5-10  percent  of  their 
profit  to  participate,  but  for  this  year's  Holiday  Fair  she 
waived  the  fee  in  lieu  of  a  raffle  donation.  Attendance 
is  high  at  vendor  fairs  because  employees  appreciate 
the  discounted  prices,  which  are  usually  between 
20-50  percent. 

Focusing  on  offering  conveniences  rather  than 
making  money,  Maxtor's  store  receives  only  a  few 
hundred  dollars  from  vendors  annually.  The  funds 
are  deposited  into  the  Quality  of  Work  Life  (QWL)/ 
Employee  Services  budget  and  used  to  offset  the 
expenses  for  facilities,  catering  and  decorations. 

Convenience  services 

Kato  also  offers  convenience  services  to  attract 
employees  to  the  store.  For  example,  she  developed  the 
Flower  Greeting  Program,  which  allows  employees  to 
order  flowers  and  send  them  to  other  Maxtor  employ¬ 
ees  at  the  department's  expense.  The  program  is  mostly 
used  to  boost  the  spirits  of  grieving  or  hospitalized 
employees  and  congratulate  new  parents.  A  depart¬ 
mental  representative  places  the  order  at  the  employee 
store  or  via  e-mail  and  each  order  is  billed  to  the 
requesting  department's  cost  center.  Employees  can 
also  visit  the  store  to  purchase  discount  attraction  tick¬ 
ets,  pay  for  and  pick  up  Maxtor's  Holiday  Party  tickets 
and  drop  off  gifts  for  the  Family  Giving  Tree  program, 
where  employees  choose  a  family  or  child  and  buy  a 
gift  for  them. 

Store  promotions 

With  the  help  of  the  Admin.  Council,  Kato  promotes 
employee  store  offerings  through  e-mail  blasts  and 
word  of ,  mouth.  She  also  uses  the  QWL/Employee 
Services  Section  on  Maxtor's  intranet  site  to  promote 
merchandise,  discount  tickets,  video  rental  listings,  and 
store  merchandise  discounts.  Employees  cannot  order 
online,  but  Milpitas-area  employees  and  those  in 
remote  locations  can  e-mail  their  requests  to  Kato.  Kato 
then  sends  the  merchandise  through  the  U.S.  Mail  or 
interoffice  mail. 

Conclusion 

At  Maxtor  Corp.'s  employee  store,  employees  can 
shop  for  gifts  at  prices  they  can't  find  anywhere  else. 
They  enjoy  the  convenience  of  picking  up  their  dry- 
cleaning  and  company  event  tickets  all  in  one  trip  to 
the  employee  store.  These  services  allow  employees  to 
focus  on  their  jobs  instead  of  worrying  about  per¬ 
sonal  responsibilities.  Not  only  does  the  employee 
store  help  increase  productivity,  but  it  also  helps 
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Maxtor  Corp.'s  onsite  employee  store  is  located  near  the  cafete¬ 
ria  and  fitness  center. 


boost  employees'  morale.  Through  management  and 
employee  support,  Maxtor's  employee  store  is  able 
to  remain  and  flourish  as  a  vital  part  of  its  employee 
services  program.  esm 

Christina  Higby  is  editorial  assistant  of  Employee  Services 
Management  (ESM)  Magazine,  published  by  ESM  Association, 
Oak  Brook,  IL.  She  can  be  reached  at  (630)  368-1280  or 
christinahigby@esmassn.  org. 


Maxtor  Corporation's  Employee 
Store  At  a  Glance 

Years  of  operation:  Four  years,  taken 
over  from  a  merger  with  Quantum, 
Milpitas,  CA. 

Funding:  Maxtor  Corp.  funds  the  employ- 

..  ^4# 

ee  store  through  the  Quality  of  Work  Life 
(QWL)/Employee  Services  budget,  which 
pays  for  the  store's  overhead. 

Store  type:  Break-even. 

Staff:  One  part-time  store  clerk,  who 
is  also  an  employee  of  Maxtor's 
cafeteria  vendor. 

Employee  Store  Manager:  Suzanne  Kato 
is  usually  in  the  store  about  10  times  a 
day.  Kato's  store  responsibilities  include, 
but  are  not  limited  to,  re-merchandising 
inventory,  checking  in,  receiving  and  tick¬ 
eting  merchandise  and  creating  the  items 
in  the  computer.  Her  office  is  conven¬ 
iently  located  around  the  corner  from 
the  store. 

Hours  of  operation:  Open  Monday- 
Friday  11  a.m.-l  p.m.  and  3-4  p.m. 

; 

Store  size:  Approximately  225  sq.  ft. 

Items  sold:  Sundries,  logo  wear,  dis¬ 
count  tickets,  attraction  tickets,  stamps, 
hair  accessories,  cold  drinks,  fresh  flow¬ 
ers,  video  rentals,  greeting  cards,  and 
sunglasses.  Gift  items  include  candles, 
bath  products,  jewelry,  picture  frames, 
stationery,  and  stuffed  animals. 

Leather  merchandise  is  also  available 
for  purchase. 

Convenience  services:  Attraction  ticket 
sales,  cinema  ticket  sales,  photofinishing, 
car  wash  and  detail  services,  oil  chang¬ 
ing,  discounts  with  local  vendors  in  the 
area,  employee  functions,  and  company- 
sponsored  event  tickets. 

Most  popular  item:  Discount  tickets. 
Methods  of  payment:  Cash  or  check. 
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A  GREAT  IDEA  FOR: 


Employee  Benefits 

'  |  "-if*  r-.|  r 

Customer  Incentives 


les  Rewards 

.  i m  ww*  *  -  - 

ank  You  Gifts 


•  Holiday  Gifts 

* '  ’  "V  !  -•  ^  -  .  *  - 

•Account  Generators 

•  Corporate  Gifts 

] 

•  Promotion  Premiums 


FOR  INFORMATION  OR  TO  PLACE  AN  ORDER 
CALL:  888-GRP-SALE  (477-7253) 
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LUV  is  in  the  Air:  A  Strong 
Employee  Culture  Helps 
Southwest  Airlines  Soar 
After  September  1 1  by 
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Trimming  the  Fat:  Will  You 
Survive  the  Job  Cuts  of 
the  Slowing  Economy? 
by  John  A.  Challenger, 
Feb.,  p.  7 

Workplace  Forecast:  Top 
10  Business  Trends  and 
How  They  Affect  Em¬ 
ployee  Services  Provid¬ 
ers  by  April  Pendleton, 
Apr.,  p.  7 


Work/Life 

Children  Under  the  Weath¬ 
er:  Meeting  Sick  and 
Emergency  Childcare 
Needs  by  Michael  P. 
Scott,  Jan.,  p.  37 

Haga  Una  Diferencia:  How 
to  Make  a  Difference  in 
Today's  Diverse  Workforce 
by  Michael  P.  Scott, 
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Time  for  Wellness:  Learn 
How  to  Position  Your 
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Timesaving  Approach  to 
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No  Dough:  Workers  Look 
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Management  Advice 
by  Michael  P.  Scott, 

Mar.,  p.  31 

Serving  the  Free  Agent 
Nation:  In  a  Slow  Econ¬ 
omy,  Employees  Look  to 
Services  That  Help  Them 
Take  Control  of  Their 
Careers  by  Michael  P. 
Scott,  Sept.,  p.  7 

Singling  out  Singles:  Struc¬ 
turing  Employee  Services 
to  Accommodate  the 
Dating  Game  by 
Michael  P.  Scott, 

Feb.,  p.  35 

Something  to  Talk  About: 
Creative  Perks  That  Keep 
Employees  Balanced  and 
Content  by  Michael  P. 
Scott,  Apr.,  p.  29 

The  Renewal  Factor:  Em¬ 
ployees  Escape  From  the 
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by  Michael  P.  Scott, 
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Under  Pressure:  Helping 
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Life  by  Michael  P.  Scott, 
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□  Payment  Enclosed  a  Please  Invoice 
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Helping  employees  make  time 
for  wellness 


Learn  how  to  position  your  wellness  program  as  a  time¬ 
saving  approach  to  healthcare 

By  Michael  P.  Scott 


A  comprehensive  wellness  program  is  a  key  component  to  reducing 
healthcare  costs.  Yet,  to  attract  participants,  employee  services  pro¬ 
viders  must  ensure  their  programs  can  be  embraced  by  employees  with 
hurried  lives.  Onsite  fitness  center  hours  must  be  conducive  to  employees’ 
busy  schedules  outside  of  work.  Brown-bag  wellness  presentations  should  be 
held  twice  a  day,  instead  of  once,  to  accommodate  employees’  varied  lunch 
schedules.  Essentially,  the  services  should  save  employees  time,  rather  than 
add  activities  to  their  already  full  schedules.  The  best  approach  to  making  a 
wellness  program  more  convenient  for  employees  is  to  benchmark  with  other 
companies,  consider  the  company’s  employee  demographics  and  learn  more 
about  your  employees’  daily  schedules  before  implementing  new  programs. 


Customizing 
your  program 

"We  ask  loads  of  questions  to 
find  out  how  to  make  these  pro¬ 
grams  convenient  for  our  employ¬ 
ees  and  their  families,"  says  Jim 
Malone,  CESM,  manager  recre¬ 
ation  fitness,  whose  employee  ser- 


Racine,  Wl.  "We  continually  monitor 
usage  trends  to  get  a  sense  of  when 
employees  are  most  likely  to  use  our 
facilities.  This  allows  us  to  offer  hours 
that  busy  employees  can  enjoy  while, 
at  the  same  time,  being  mindful  of 
our  budget." 

As  a  timesaving  program,  Malone 


employees  spent  a  half  day  out  of 
the  office  traveling  to  and  from  off¬ 
site  facilities  for  rehabilitation 
appointments.  Many  of  them  wait¬ 
ed  up  to  three  weeks  to  see  a  phys¬ 
ical  therapist.  With  onsite  physical 
therapy,  employees  can  now  enjoy 
the  convenience  of  seeing  a  thera¬ 


vices  responsibilities  include  over¬ 
seeing  one  onsite  and  three  off¬ 
site  fitness  centers  at  S.C.  Johnson, 


integrated  physical  therapy  into 
the  company's  fitness  center  activ¬ 
ities.  "We  discovered  that  injured 


pist  within  48  hours.  When  taking 
absenteeism,  low  productivity  and 
other  related  costs  into  consid- 


"How  can  we  expect  our  employees  to  carve  out  time  from  their  busy 
schedules  when  we  aren't  actively  participating  ourselves." 

—Tammy  Thomas,  employee  activities  and  fitness  coordinator.  Corning  Cable  Systems,  Hickory,  NC 


eration,  the  service  has 
an  annual  cost  savings 
of  nearly  $60,000," 

Malone  says. 

Doing  research 

Before  adding  new 
wellness  offerings,  it  is 
important  to  learn  as 
much  as  possible  about 
your  employees  and 
their  exercise  habits. 

Consider  tapping  into 
the  following  resourc¬ 
es  for  research  that 
will  help  you  structure 
an  accessible  wellness 
program  that  fits  into 
employees'  schedules: 

The  Human  Resource 
Department:  Find  out 
employee  demograph¬ 
ics  such  as  the  exact 
number  of  employees 
at  the  company  and  the 
gender  split. 

The  Fitness  Center 
Staff:  Develop  a  fit¬ 
ness  center  identifica¬ 
tion  card  that  allows 
you  to  track  the  number 
of  employees  who  exer¬ 
cise  at  your  facility.  Use 
this  tracking  system 
to  obtain  information 
about  the  employees  who  use  the 
facility,  such  as  their  age  and 
which  shift  they  work. 

Employees:  In  a  survey,  ask 
employees  what  time  of  day  is 
most  convenient  for  them  to  exer¬ 
cise.  If  you  are  planning  a  wellness 
fair,  find  out  which  hours  are  con¬ 
venient  for  employees  and  their 
families  to  attend.  If  your  company 
is  considering  the  implementation 
of  a  corporate  fitness  program,  ask 


employees  if  they'd  rather  exercise 
at  an  onsite  facility  or  a  local  fitness 
center  with  multiple  locations. 

Model  behavior 

Tammy  Thomas,  employee  activ¬ 
ities  and  fitness  coordinator, 
Corning  Cable  Systems,  Hickory, 
NC,  says  employee  services 
providers  should  serve  as  role 
models  to  employees  who  are 
struggling  to  stay  fit  in  the  midst  of 


their  busy  schedules.  "I 
have  a  very  bijsy  life  as 
a  working  mdther  and 
spouse,  but  I  think  it's 
important  to;  practice 
what  I  preach,"  says 
Thomas,  who;  in  addi¬ 
tion  to  managing  em¬ 
ployee  services,  leads 
aerobics  sessiians  during 
the  week.  "How  can  we 
expect  our  employees 
to  carve  out  (time  from 
their  busy  ;  schedules 
when  we  ardn't  actively 
participating  j  ourselves," 
she  says.  j 

I 
f 

Conclusion 

A  wellness  program 
that  takes  into  account 
employees';  busy  life¬ 
styles  canndt  be  devel¬ 
oped  ovefnight.  The 
initiative  requires  re¬ 
search,  survey  adminis¬ 
tration  arid  program 
adjustment^  that  could 
take  up  to  a  year  to 
accomplish  The  best 
approach  is  to  develop 
a  timelinq  that  allows 
you  to  [make  small 
adjustments  to  existing 
programs,1  right  away 
and  slowly  add  new 
services  over  time!  Before  you 
know  it,  the  improved  wellness 
program  will  setjve  as  your 
employees'  timesaying  approach 
to  healthcare.  |  esm 


Michael  P.  Scott  is\president  of  the 
Nevada  Star  Frontier  Exchange,  Carson 
City,  NV,  a  strategic  ( communications 
firm  that  assists  individuals  and  organi¬ 
zations  in  reaching  inew  frontiers  of 
success.  He  can  l be  reached  at 
nevadastar4@earthlirjk.net. 
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Do  they  need  invitations  for  a  wedding  that’s  just  around  the  corner?  What  about 
announcements  to  celebrate  a  recent  birth?  Maybe  there  are  showers  and 
graduations  to  be  planned.  Why  not  give  the  gift  of  time  when  you  let 
EMPLOYEE  PRINTING  SERVICES  take  care  of  these  events. 


Whether  you  make  the  album  available  in  your  employee  store,  lunchroom,  Human 
Resources  Department  or  any  other  corner  of  the  office,  your  employees  will 
“thank  you”  for  the  convenience  and  the  40%  DISCOUNT  they  will  receive. 


Please  stop  by  our  Booth  #814  at  ESM’s  60th  Annual  Conference  and  Exhibit, 

April  9th  -  11th  in  New  Orleans.  You’ll  have  the  opportunity  to  browse  through  the  album 
and  learn  how  you  can  make  this  available  to  your  employees. 


If  you  are  not  attending  the  Exhibit,  then  call  us  at 
800-653-5361  ext.  2224  for  information, 

or 


Visit  our  new  website  at 
empioyeeprinting.com 

PO  BOX  248  •  BEDFORD  PARK,  IL  60499 


Advertising  Index 

Call,  fax  or  e-mail  your  request  for  more  information  on  the  products/services  advertised  in  this  magazine. 
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The  goal  is  to  think  beyond  your  next  paycheck. 


ahead  and  forestall  scenarios  in 
which  it  appears  that  she  has  been 
an  ineffective,  incompetent  leader. 
Many  employees  think  they  can 
explain  an  apparent  career  down- 
slide  once  they're  in  front  of  an  inter¬ 
viewer,  but  in  reality,  they  probably 
won't  ever  get  the  chance  to  explain. 
Your  resume  is  generally  what  gets 
your  foot  in  the  door,  so  it  must  pro¬ 
ject  a  favorable  image. 

A  Title  Change  Clause  is  usually 
easy  to  negotiate  because  it  does 
not  cost  the  company  money.  Just 


make  sure  that  you  bring  it  up  dur¬ 
ing  the  offer  negotiation  phase,  as 
you  lose  leverage  once  you've 
accepted  an  offer. 

Conclusion 

The  goal  is  to  think  beyond  your 
next  paycheck.  When  you're  out  of 
work,  finding  a  job — any  job — 
might  be  all  that  matters.  But,  you 
have  to  consider  the  forest  as  well 
as  the  trees.  Every  employment 
decision  you  make  has  long-term 
implications.  That's  why  it's  so 


important  for  job  seekers  and 
downsized  employees  to  make 
smart  decisions  that  safeguard 
their  work  experience  and  further 
their  careers.  [  esm 

Lawrence  A.  Stuenkel  is  founder  of 
Lawrence  &  Allen,  Inc.,  Greenville, 
SC,  and  author  of  the  book,  From  Here 
To  There:  A  Self-Paced  Program  for 
Transition  in  Employment.  Stuenkel 
can  be  reached  at  (864)  240-3000, 
landa@acsinc.net  or  www.fromhere- 
tothere.net. 


Savings  of  15%  to  30%  off  your  next  stay! 

Call  participating  AmeriHost,  Days  Inn,  Howard  Johnson,  Knights  Inn,  Ramada, 
Travelodge,  Wingate  &  Villager  hotels  to  receive  substantial  discounts. 
Remember  to  give  your  Member  Benefit  I.D.  number  20646 
when  making  reservations. 


■XlO'A'- 


477* 


To  order  wallet  cards  of  program 
fax  your  request  to  Derek  Errichetti  (973)  496-1084. 


'V?/, 


°Nj 


1-800-996-2087 

Member  Benefit 
ID#  20646 


1-800-268-2195 

Member  Benefit 
ID#  20646 


1-800-769-0939 

Member  Benefit 
ID#  20646 


1-800-682-1071 

Member  Benefit 
ID#  20646 


RAMADA 

RAMADA  UMITEOS  •  INNS  •  PLAZA  HOTELS 

1-800-462-8035 

Member  Benefit 
ID#  20646 


Tmvelodge 


1-800-545-5545 
Member  Benefit 
ID#  20646 


1-877-202-8814 

Member  Benefit 
ID#  20646 


(  nba'i  Lodge  ■  vn 


1-888-821-5779 
Mernber  Benefit 
ID#  20646 


•Discount  varies  by  location  and  time  of  year.  Cannot  be  used  in  conjunction  with  other  discounts.  Not  applicable  to  groups.  Blackout  dates  may  apply. 
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Negotiating  your  former  job  title 

A  tactic  for  job  seekers  and  downsized  employees 

By  Lawrence  A.  Stuenkel 

Job  seekers  and  downsized  employees,  consider  this  scenario:  Lauren, 
a  talented  and  dynamic  employee  services  provider,  loses  her  “Director 

of  Employee  Services”  position  when  her  company  decides  to  reorganize. 

| 

After  a  few  months  of  searching  for  a  new  job,  she’s  offered  a  lucrative  posi¬ 
tion  with  a  fiber  optics  company.  Although  the  salary  and  benefits  package 
is  an  improvement  over  her  last  job,  there  is  one  problem.  Though  Lauren 
will  have  more  responsibility,  her  new  title  will  be  “Manager  of  Employee 
Services” — an  apparent  step  down. 


Furthermore,  because  of  the  job 
market's  volatility,  Lauren  knows 
she  could  also  lose  this  job.  In  fact, 
it  could  very  well  happen  before 
she  has  ascended  to  "Director  of 
Employee  Services"  status.  This 
sequence  of  diminishing  job  titles, 
coupled  with  her  brief  stay  at  the 
fiber  optics  company,  would  look 
like  a  damaging  case  of  "career 
downslide"  to  a  potential  employ¬ 
er.  What  can  Lauren  do  to  protect 
her  professional  reputation  and 
shore  up  her  future  career  path? 


Perception  matters 

The  solution  is  surprisingly  sim¬ 
ple.  Lauren  should  negotiateia  Title 
Change  Clause  with  the!  fiber 
optics  company  as  a  condition  of 
employment.  That  way,  if  she  does 
lose  her  "Manager  of  Employee 
Services"  position,  on  her  last  day 
of  employment  all  records  Would 
be  changed  to  indicate  that  she 
most  recently  held  the  title  of 
"Director  of  Employee  Services." 

Right  or  wrong,  titles  imply 
responsibility.  Lauren  must  think 

CONTINUED  ON  PAbE  30 
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Give  each  of  your  employees  one  of  our  free 

vacation  planners  so  they  can  save  up  to  50% 
on  Disney  family  packages.  Exclusive  Get 
Away  Today  Vacations  benefits  include: 

•  Kids  Stay  Free!  Our  prices  are  per  ROOM,  not  per 
person. 

•  Two  Adult  Disneyland  3-Day  Park-Hopper  Tickets 
in  Every  Package!  ($222  value!)  Good  at  Disneyland® 
Park  and  Disney’s  California  Adventure  Park'." 

•  Kids  Free  Tickets!  One  free  (ages  3-11)  with  every 
adult  ticket  purchased  at  Universal  Studios  Hollywood? 
Sea  World  San  Diego®  and  Knott’s  Berry  Farm? 

•  Free  Book  of  Coupons!  Save  over  $300  at  attractions, 
restaurants  and  shops. 

Join  America’s  fastest-growing  family  travel  program. 

Call  (801)  476-1961  or  complete  and  send  us 

the  attached  order  form. 


Vacation  Planner  Order  Form 


YES  9  please  send  me  one  2001  Vacation  Planner  for  each  employee. 

QUANTITY  NEEDED 

Disneyland®  Resort/So.  California  Planners  . . 

Walt  Disney  World*/Orlando  Planners . . 


State _ Zip _ Phone 

Your  E-mail  Address  _ _ 

Mail  to: 

Get  Away  Today  Vacations 
1650  East  5700  South 
South  Ogden,  UT  84403 

Fax  to:  (801)  479-4693 
E-mail:  katie@getawaytoday.org 
Web  Site:  www.getawaytoday.org'  We’re  #1  in  low-price  fun!’“ 


Small  Posters . 

Displays  . . . 

Send  the  FREE  brochures  to: 

Organization _ 

Contact _ _ _ _ 

Address _ _ _ City 


we  reature  nunarea: 
great  discounts,  out¬ 
standing  savings  anc 
creative  solutions  th 
are  fast,  easy  and 
convenient  to  use — 
from  work  and  hom< 


The  Xylo  program  o 
busy  HR  profession 
an  effective  work/lif 
solution  to  attract  ai 
retain  top  talent.  It  \ 
to  reinforce  corpora 
culture  and  facilitate 
existing  programs.  >< 
connects,  inspires  ai 
informs  emolovees. 


•It 


•!• 


•It 


keeping  it  simple 
finding  a  balance 
making  it  work 


